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This is your bright future... the first silverplate pattern deliberately, 


dramatically designed for young homemakers . . . your best market for 


flatware! So right ...so fresh ...so exactly what young people want 


...1t’s your best bet for increased profits! 


Watch for the Bright Future merchandising plan ... coming soon from 


HOLMES & EDWARDS 


The beautiful silverware with the extra helping of silver at backs of bowls and handles of most used pieces. 





A PRODUCT OF THE INTERNATIONAL SILVER COMPANY 


Copyright 1954—The International Silver Company Holmes & Edwards Div., Meriden, Connecticut 











Right in the heart of the European diamond market we have our own offices constantly 
combing the markets to bring you the best values in fancy cut diamonds available. 


That is why hard to find diamonds are always in stock at William Levine with 


prices that defy competition. Marquises, emerald cuts, pear shapes, triangular cuts 


and heart shapes...all colors every quality in the sizes you want, to be 


shipped to you on memo at once. Phone, wire, or write... 


WILLIAM LEVINE COMPANY 


Importers ... Cutters 
29 EAST MADISON STREET + CHICAGO 2, ILLINOIS » PHONE: ANDOVER 3-7447 
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the jeweler makes more 


nN that Protects the jeweler ,. * « Never shared 
iscount houses, 


Prestige that has be 


€n the 
but never reached, 


aim of Other watch lines 


you always know where you stand 


with this exclusive jewelers watch line. 
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here’s a touch of € leopatra wn every woman 


AND NOW YOU CAN CASH IN ON IT...WITH 


3-strand bracelet 
2-strand bracelet 


Choker, one-strand 


... bewitching adornments for the 
woman with an instinct for high fash- 
ion... luxurious, coiled golden brace- 
lets for her wrist or upper arm, a 
vleaming golden choker for her throat. 
You'll sell them to women with a 


flair for the dramatic and to men in 


search of truly exciting gifts. 


Strong, tubular construction, tarnish- 
proof scales, golden color, or rhodium- 
plated for long-lived beauty. Also 
available with Turquoise or Jade 


stones in place of snake’s head and tail. 
| 


Whiting & Davis Co., Plainville, Mass. 
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OR THE BEST IV LOCK-SETS 
hoose K&D Lock-Sets 


/ 


Only K & B Poyfece Lock-Sets 
have these BIG 6 SALES EXTRAS! 


] W Completely Die-Struck 
2 M Maximum Dura bility : lo ~~ 
3 © Invisible Lock : 
4 © Precision Engineered 
5 M Simple to Operate 
6 © Unlimited Designs 

The KAYBEE Lock clicks back into its invisible 


iL ! position by a simple reverse push 





¢ 













Lock-Sets 













#186/4985/15—2 Melee MIG. #186/4985/6—Engr. 


MIG. #184/4985/1—2 Melee MTG. 
4886/15--5 Melee WEDD. # 4886/6—Engr. 


WEDD. # 4886/1—3 Melee WEDD. # 


The Matched-Set locks together—swiftly, 
surely, perfectly 


ree 





MIG. +185/4985/13—Engr. MTG. #185/4985/16—Engr. MTG. 184/47023 / 187 
WEDD. 4523/ 387 


WEDD # 4886/13—Engr. WEDD. # 4886/16—Engr. 





* Style Leader... Performance Leader... Price Leader A 
This Matched-Set is Locked, and, STAYS LOCKED 


FOR QUALITY LADIES’ & GENTS’ STONE RINGS —ITS 
FALCON STONE RING MANUFACTURING COMPANY,: Inc. 


URLAN \\ BLEICHER. IN(" ll: ae 
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188 WEST FOUBTH STREET: NEW YORA ENE 











HERE TODAY... 


TOMORR 
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The streamlined beauty of R. F, 
Simmons quality gold filled will sell 
for you today . . . will sell for you 
tomorrow. 

If your destination is sales... your 


ticket is on the R. F. Simmons quality 
gold filled stream-line. 





Gold filled and genuine onyx stone 
Ladies’ Set LS373 $30.00 
Suggested Keystone plus 10% tax 












MS164 $13.00 Suggested Keystone 
plus 10% tax Fe, 


Gold filled Men’s Set 
MS404 $13.25 Suggested Keystone 
plus 10% tax 


me F COMPANY 






ATTLEBORO, MASS. 


MAKERS OF QUALITY GOLD FILLED JEWELRY FOR OVER 80 YEARS 
SOLD THROUGH A SELECTED LIST OF WHOLESALE JEWELERS 


Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
American National Retail Jewelers 1954 Convention and Trade Show +» Waldorf Astoria, N. Y. Room 565 - August 8-12. 
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settings 
& findings 





NAL MAlle 


Series 31 








Series 715 


For recognized quality, the Baker PLATINUM settings 
and findings are the choice of the industry. 


The manufacturing jeweler will find in the compre- 
hensive Baker line everything he needs to produce the 


new pieces he is creating. Series 34 





All are available in 10% Iridium-Platinum, Jewelry 
Palladium and Gold. Our settings, findings and ring blanks 
are all die-struck. 








In addition to the items mentioned we also produce 
pins, joints and safety catches and solder for every purpose. 





Series 57 


iy 





PRECIOUS 
METALS 
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113 ASTOR STREET, NEWARK 5, NEW JERSEY 
NEW YORK + SAN FRANCISCO + CHICAGO + LOS ANGELES 
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will give you an 
extra profit margin! 


Now you can increase your 
silverware department sales volume 
with Pilliod chests . . . available 


to you for the first time. 


3-WAY PROFIT OPPORTUNITY 


® Sales of silver-service sets increase when 
you offer your customer a Pilliod chest. 


®@ Attractive discounts are available on 
every model. 


@ Pilliod chests, excelling in design and 
craftsmanship, have a ready market. 


MAIL THE COUPON BELOW FOR COMPLETE DETAILS 
THE PILLIOD CABINET COMPANY - SWANTON, OHIO 


Please send me discount schedules and literature 
on the complete line of Pilliod chests. 














STORE NAME 
ADDRESS 

CITY STATE 
SIGNATURE TITLE 
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8 


- grain finish. Bright red J oR 


Budget Chest #701. 


Solid wood frame; leatherette top imprinted 
with gold. Light blue duvetyn lining. Holds 
service for 8. Suggested retail $4.50. 



















Bleached mahogany finish. Interior styled in plaited 
white satin and royal blue velveteen. Holds service 
for 12. Suggested retail $10.50. 


Economy Chest #711. 
Solid wood in walnut 


duvetyn lining. Holds 
service for 12. Sug- 
gested retail $5.95. 


WORLD’S LEADING MANUFACTURER 
OF FINE SILVERWARE CHESTS 


Established 1896 
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It’s Watch Inspection Time, September 9-18 
WHAT MAKES IT TICK ? 


OUR WATCH TICKS 432,000 times a day—as screw, no bigger than this period_y. 
Y the lever jewels strike the escape wheel. Your jeweler will show you the beauty, accu- 
racy, value in Swiss watch craftsmanship—and 
the ease and economy of repair. No wonder 
7 out of 10 jewelers wear fine Swiss watches 
themselves! For the gifts you'll give with pride, 


let your jeweler be your guide. 


‘The constancy of this heartbeat determines the 
accuracy of your watch, the big difference be- 
tween a fine Swiss watch and an ordinary watch. 

For a fine Swiss watch is painstakingly pre- 
cisioned—from the balance wheel that travels 


a distance of 3000 miles a year to the tiniest The Watchmakers of Switzerland 





Sime is the flrt of the Swiss 





te 


©1954 Swiss Federation of Watch Marufacturers 














Remember Norman Rockwell's famous painting? Your customers will. And 
that's why The Watchmakers of Switzerland are reprinting this great message 
for the 6th year... to remind your customers of your service department . .. 
fo remind them that once again it's Watch Inspection Time at your store. 





a brand new display for your window ...a display that'll s/op passersby, make 
them sfop and think, boost “Watch Inspection “Time” in your store for a long 
time to come. 


Youll receive a postpaid order card in the mail. Fill it out and send tt to 
us the minute it comes. Your brand new, full-dimension display will be on its 
way to you in no time at all. And in the same mail, you'll get an order card 
for 6 different newspaper mats—to help you advertise your service department 

-and to help you tie in with and profit on “Watch Inspection Time”! 


TAKE TIME 
TO KEEP YOUR WATCH 
ON TIME 


oT nea 
On}, ¥< , Qe BAS SS Peery 
ASM BING watch pacts from > eS PO? CEICMECE CEE 
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HERE ARE THE RULES 
FOR THIS GREAT NEW “WATCH 
INSPECTION TIME’’ CONTEST! 


1. On your store letterhead, complete the 
following in 150 words or less: “I believe 
the watchmaker is vitally important to the 
retail jewelry store because ...” Include 
your name and address, and mail to The 
Watchmakers of Switzerland Information 
Center, Contest Department, 730 Fifth 
Avenue, New York 19, N.Y. 


2. First 300 entries received will be award- 
ed surprise Special Bonus Prizes. So get 
your entry in the mail now. 


3. Send as many entries as you wish. Each 
must be on a separate store letterhead. 


4. Entries must be postmarked not later 
than midnight, Saturday, September 25, 
and received by October 2, 1954. 


S. Entries will be judged on the basis of 
originality, clearness, sincerity, aptness of 
thought. Judges’ decisions final. Duplicate 
prizes in case of ties. All entries become 
property of The Watchmakers of Switzer- 
land. 


6. Contest open to owners and employees 
of retail jewelry stores or retail watch re- 
pair shops in U.S. Major winners to be 
announced in December jewelry and hor- 
ological trade publications. All winners 
notified by mail. Contest subject to Federal 
and State regulations. 


CONTEST: < 


First Prize: 


This superb Neuchatel clock, one 





of the world’s most prized time- 
keepers, a perfect example of 
Swiss horological craftsmanship. 
The clock is black and gold and, 
with its stand, is 29 inches high. 
The pendulum movement, which 
is wound once a week, strikes the 
half hour and hour. A beautiful 
work of art, and suitable for the 
mantel or mounting on its wall 
bracket. 

2nd, 3rd and 4th Prizes: Each 
one a fully equipped Swiss stak- 
ing tool set, in handsome wood 
box with a wide assortment of 
precision punches. 

5th, 6th, 7th and 8th Prizes: 
Each one a valuable assortment 
of fine Swiss hand tools, especially Ain ' \ 
selected in Switzerland for this see | 
contest to make the watchmaker’s 
daily work at the bench easier and 
more efhcient. 


And 300 Surprise “Bonus” Prizes for the first 
300 entries received—so send your entry NOW! 


Here’s just a sample of the kind of idea 
around which you might write your statement: 


“The service department maintains 
the store traffic that sells all types of 
jewelry merchandise.” 


WHAT IDEAS DO YOU HAVE? 
HOW WOULD YOU EXPRESS THEM? 








® You've heard customers say, “I can’t wear a clip-on earring. They pinch my ears and drive me crazy”. 
There is an easy answer to this complaint — Ballou ear clips have ‘such a feather light pressure in the 
closed position that the wearer can’t feel it. Yet the spring tension jumps greatly if the clip is opened a 
tiny fraction of an inch. The photograph above shows how this effect is produced by the cammed surface. 
The tension tolerance is held during manufacture to 2 oz. variation. Send for 
samples (Nos. 44 and 46 are shown above) and test this superior clip for yourself. lor 
B. A. Ballou & Co., Inc., 61 Peck St., Providence, R. I. as 
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Choose any ring. You can’t go wrong with | 
BRISTOL styling and quality for BRISTOL © 
price. Manufacturers of 18K Gold, 14K Gold, 
10% Irid. Platinum and Palladium Diamond — 
Rings. : 


your best buy is BRISTO BRISTOL SEAMLESS RING COMPANY | 


71 Nassau Street, New York 38, N. Y. 
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Rings Enlarged to Show Detail 


10 THE JEWELERS’ CIRCULAR-KEYSTONE | 





ef, y: y \ f 4 “i ; U . 
Nk CS 


,eoeess 
0° il 





BRISTOL — 
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10% Irid. Platinum and Palladium Diamond Rings. 


RINGS ENLARGED TO SHOW DETATI 





BRISTOL SEAMLESS RING COMPANY 


71 NASSAU STREET + NEW YORK 38, NEW YORK 











What’s back of the powerful attraction of 
the jewelry store? Surely, one of the 
most important things is the universal 

Th P S tuff appeal of gold and silver... the impelling 
desire of almost everyone to possess 


THAT DREAMS articles made of these precious metals... 


ARE MADE OF... symbols of better living and the finer 
things of life... the stuff that dreams are 









italia. made of. This centuries-old appeal of 
ime gold and silver has been with us since 


the very start of our jewelry industry. 





It has been largely responsible for 
the industry’s continued importance 


and constant growth. 
























Praseieig 






The “Sterling” mark on silver and 
the “Karat” marks on gold, are the 
universally known and most respected 
symbols of quality. Throughout our 

‘ long years as a principal fabricator of 
these metals we have always maintained 
the highest standards of quality that 
metallurgical science and exacting 


production controls make possible. 


Ss HANDY & HARMAN 
OA 
y, 82 FULTON STREET «- NEW YORK 38, N.Y. 
UPTOWN BRANCH—15 WEST 46th STREET,NEW YORK 36,N. Y. 


Quality frrectous metals since 4867 


BRIDGEPORT, CONN. * CHICAGO, ILL. * LOS ANGELES, CALIF. * PROVIDENCE, R. 1. * TORONTO, CANADA. 
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A womans watchband that combines brilliant beauty with flawless strength 2 


Look at the THIN, THIN QUEEN with the new-type super 
construction! 


A completely waterproof man's watchband that will help you cash in on the 
increasing sales of waterproof watches? 


(Mole) anol am iat= WATERPROOF BANDS FOR MEN! 


A remarkable display case that increases selling efficiency — eliminates sales 
losses—avoids delay—simplifies inventory control ¢ 


|ole). ane) minl= SQUARE DEAL! 


...and an unusual and exclusive line of jewelry for men. 


IF YOU’RE LOOKING FOR IDEAS 
THAT STOP TRAFFIC AND START SALES 
LOOK FOR THEM AT 


Make your business look alive with the BRETTON line for ‘55 


FoR AuGusT, 1954 








the big word in TODAY’S 
watch market is 


VALUE 


a le read 


Croton’s ‘thinking’ is retail thinking ! 


We concentrate on selling problems in the 





existing market which puts the jeweler in 
“all-out” competition. The Croton answer is: 
Watches That Shout VALUE! _ 

Everyday more and more alert jewelers, 
everywhere, are finding this to be true: 
Croton planned retail-leyel merchandising 

| is the key to twelve month watch profits. 
Concentrate on Croton and discover 


new partnership-thinking for plus profit! 








The Croton Nivada Grenchen Certified 
Waterproof* Watch features: 17 jewel 


SEY rr Reo + 


movement. Shock-Resistant. Dust-Resistant. 
The Mainspring and Balance Staff are 
guaranteed for the life of the watch. 








*As long as crystal is intact, case unopened. 





these: watches to be featured in LIFE 


ATO 
x : 
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14 - 













D-SEAQUEEN 
Smallest ladies 
waterproof in 
America. All stain: 
less steel case with 
strap 

$49.50 F.T.. 








CROTON NIVADA GRENCHEN 
404 Fourth Ave., New York, N. Y. 


Please send me sample AC) BU 
CO DU and complete informa- 


tion regarding promotion plans. 


SIGNED. 
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SETTINGS 
and 
SHANKS IN 


GOLD-PLATINUM-PALLADIUM 
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SERIES 440 
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HONESTY (eZ 


KARAT REFINERS & SMELTERS . _ JEWELERS 
cos = FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON inc. 


25 West 47th St. © Phone JUDSON 2-3095 @ #£New York 19, N. Y. 
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Hand Carved for 
the Hand Beloved . 
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i 
: The rare creative genius of designer Fred Barel has made his ; 
brilliant collection of Hand Carved Matched Wedding Ring Sets the most : 
distinctive .. . the most demanded in the field. Barel Bridals are 
capturing the hearts of discriminating brides and grooms 


because of their expert craftsmanship and magnetic 





lusi | _ sales appeal. There’s nothing finer than Barel | 
exciusively _ 
: Bridals, truly beautiful beyond compare. 


designed by 


Sold Directly to the Retailer by the Manufacturer 


Gekl Gauf | Mats Available Free Upon Request 


24-Hour Service On All Special Orders 
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“CS see 

See : ¢ ae 
* 


BRIDAL RING COMPANY, INC. ¢ 87 Nassau_Street + New York 38, New Yor 
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bags the big prize 
for 30,000 jewelers! 
...puts you on 


ST 




































Starring 


BERT PARKS 


over ...not just for its multi-million listeners 
67 TV stations  ~““ctectritied America 
125 Radio stations = ““taticeverdevieds 























Whether you sell JB or not 


STO 
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guarantees you 
a storeful of customers 


Once again, STOP THE MUSIC will thrill the nation 


with heart-stopping, eye-popping prizes only a phone call away. 


And to get them, that terrific personality, Bert Parks, will be 


sending millions to see you—because that’s the only way they can win! 


You’ll have the entry cards. JB will send them to you. 


Within days, streams of traffic will be flowing through your store! 


Makes no difference whether you sell JB watchbands now or not. 
As a matter of fact, you soon will be anyhow. 


URGENT! THE SHOW STARTS ON AUG. 24 IN THESE MARKETS! 


Bert Parks salesmanship (it’s electrifying! ) will drive demand so high 
so fast, you'll be delighted to get an easy share of the volume. 











SO CALL YOUR JB WHOLESALER IMMEDIATELY FOR TERRIFIC 
TIE-IN PROMOTION THAT’LL NAIL THOSE SALES FOR YOU. 


JACOBY- BENDER, INC. 


Northern Boulevard at 62nd Street 
Woodside 77, Long Island, N. Y. 
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Now 1§ THE TIME TO 


BEAUTIFY YOUR WATC 


with « 


] 


COTTE 


TELEVISION MARKETS 


Albany-Troy- 

Schenectady, N. Y. 
Ames-Des Moines, Ia. 
Atlanta, Ga. 
Baltimore, Md. 
Bangor, Me. 

Battle Creek, Mich. 
Birmingham, Ala. 
Boston, Mass. 
Buffalo, N. Y. 
Chicago, Ill. 
Cincinnati, Ohio 
Cleveland, Ohio 
Columbia, S. C. 
Columbus, Ohio 
Dallas, Tex. 
Danville, Ill. 
Dayton, Ohio 
Decatur, III. 
Denver, Colo. 
Detroit, Mich. 
Easton, Pa. 

Erie, Pa. 

Flint, Mich. 
Greensboro, N. C. 
Greenville, S. C. 
Harrisburg, III. 
Hutchinson, Kan. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kansas City, Mo. 
Knoxville, Tenn. 
Lansing, Mich. 
Los Angeles, Calif. 
Louisville, Ky. 
Memphis, Tenn. 
Milwaukee, Wisc. 
Minneapolis- 

St. Paul, Minn. 
Mobile, Ala. 
Nashville, Tenn. 
New Britain, Conn. 
New Haven, Conn. 
New Orleans, La. 
New York, N. Y. 
Norfolk, Va. 
Oklahoma City, Okla. 
Omaha, Neb. 
Peoria, Ill. 
Philadelphia, Pa. 
Phoenix, Ariz. 
Pittsburgh, Pa. 
Portland, Me. 
Portland, Ore. 
Richmond, Va. 
Rochester, N. Y. 
Rock Island, Mo. 
St. Louis, Mo. 

Salt Lake City, Utah 
St. Petersburg, Fla. 
San Antonio, Tex. 
San Francisco, Calif. 
Seattle, Wash. 
Spokane, Wash. 
Syracuse, N. Y. 
Toledo, Ohio 

Tucson, Ariz. 
Wilkes-Barre, Pa. 


Winston-Salem, N. C. 


RADIO MARKETS 


New York, N. Y. 
Akron, O. 
Baltimore, Md. 
Boston, Mass. 
Buffalo, N. Y. 
Cedar Rapids, lowa 
Chicago, III. 
Cincinnati, Ohio 
Cleveland, Ohio 
Des Moines, lowa 
Detroit, Mich. 
Hartford, Conn. 
Indianapolis, Ind. 
Kansas City, Mo. 
Louisville, Ky. 
Norfolk, Va. 
Omaha, Neb. 
Philadelphia, Pa. 
Pittsburgh, Pa. 
Providence, R. I. 
St. Louis, Mo. 
Syacuse, N. Y. 


. 


ee tt 








Was ing on, D. 
Worcester, Mass, 
Albany-Troy, N, y 
Columbus, Ohio 
Dayton, Ohio 
Harrisburg, Pa, 
Rochester, N, Y 
Athens, Ga, — 
were Ga. 
vhattanoo a, 
Jackson, * (say 
Knoxville, Tenn. 
Little Rock, Ark. 
Memphis, Tenn. 
pon Ala. 
ontgomer 
Selma, Ala” Ala, 
Nashville, Tenn. 
New Orleans, La. 
Binghamton, N, y 
Charlestown, W. Va 
— and 
pringfield, II]. 
Du Bois, Pa. ' 
Evansville, Ind. 
Fort Wayne, Ind. 
Grand Rapids, Mich. 
Kalamazoo, Mich, 
Milwaukee, Wis, 
Peoria, II]. 
Reading, Pa. 
Richmond, Va. 
Rock Island, Ill, 
Scranton, Pa, 
South Bend, Ind. 
Springfield and 
Holyoke, Mass, 
Utica, N. Y. 
Waterbury, Conn. 
Wheeling, W. Va. 
Wichita, Kan. 
Youngstown, Ohio 
Charlotte, N.C, 
Greensboro, N. C, 
Roanoke, Va. 
Savannah, Ga. 
Fort Myers, Fla. 
Jacksonville, Fla. 
Miami, Fla. 
Orlando, Fla. 
St. Augustine, Fla, 
Sarasota, Fla. 
Tampa, Fla. 
W. Palm Beach, Fla. 
Amarillo, Tex. 
Austin, Tex. 
Corpus Christi, Tex. 
Dallas, Tex. 
Houston, Tex. 
Lubbock, Tex. 
Oklahoma City, Okla. 
San Antonio, Tex. 
Shreveport, La. 
Tulsa, Okla. 
Casper, Wyo. 
Duluth, Minn. 
Grand Forks, N. D. 
Madison, Wis. 
Minn.-St. Paul 
Los Angeles, Calif. 
Bakersfield, Calif. 
Chico, Calif. 
Redding, Calif. 
Eugene, Ore. 
Eureka, Calif. 
Fresno, Calif. 
Kennewick, Wash. 
Klamath Falls, Ore. 
Medford, Ore. 
North Bend, Ore. _ 
Palm Springs, Calif. 
Portland, Ore. 
Reno, Nev. 
Roseburg, Ore. _ 
Sacramento, Calif. 
San Diego, Calif. _ 
San Francisco, Calif. 
Monterey, Calif. 
Seattle, Wash. 
Spokane, Wash. 
Stockton, Calif. 
Yakima, Wash. 
Denver, Colo. 
Colorado Springs, Colo. 
Salt Lake City, Utah 
Cedar City, Utah 
Idaho Falls, Idaho 
Pocatello, Idaho 
Albuquerque, N. Mex. 
Santa Fe, N. Mex. 
El Paso, Tex. 
Costin N. Mex. 
Odessa, Lex. 
Silver City, N. Mex. 


“STOP THE MUSIC” to be 
co-sponsored by J. B. and 
Anson Jewelry for Men 
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Manufactured EXCLUSIVELY 


for the wholesale and 


jobbing trades since 1910 








Loe S - Rm A «ES S..O=-N.S 
Manufacturers of Gold and Platinum Watch Cases 
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Never Before Seen In Americal ~ 
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Poren? Pending 


ze Band Fits All Size Wrists! 


SMALL WRIST Jim REGULAR WRIST 
instr BIG WRIST A butt 


i > custom fit Add links for 
ff f > ws J custom fit 


& 


EXTRA LINKS TO LENGTHEN 
AX THIS J-8 MULTI-SIZE BAND 


Fit All Your Customers With 35% Less Inventaye, 
No sales lost because you failed to have the proper size in stock to fit he 3 


’ ed j Si ° 35% of all watch band customers who wear shorts, extra shorts, lo 80 
Engineer or izing extra longs. With the new J-B MULTI-SIZE bands in stock, you always ar 


4 “ 
~~ 10 Seconds the correct size to fit your customer's wrist... and, the new J-B award Wi , 
©3230 and You Need He Tools I MULTI-SIZE Band styles are priced to fit every pocketbook, too. 


J-B, who has brought you more firsts than any other 
watch band, has engineered the MULTI-SIZE so that 
all you do is stretch the band, lift the specially marked 
MULTI-SIZE off the concealed safety lugs, add or sub- 
tract links, as needed, and presto, the watch band is 
sized to fit any wrist. ABSOLUTELY SAFE... ALWAYS 
SECURE... LOOKS AND OPERATES LIKE ANY OTHER 
EXPANSION BAND. 


5 BANDS in 1 


1.REGULAR 2.LONG 3. EXTRA LONG 
4. SHORT 3. EXTRA SHORT 
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EXCLUSIVE 


OLTI-SIZE 


PATENT PENDING 














> distinctive ; 
_custom-slim look ; 


{ Sherwood (7024) — 

f __ Distinctively masculine 

| with the slim 
silhouette heretofore 
found only in a solid 
gold band. Yellow 
gold-filledt. . . 
Retail, FTI. 


*Q” 


+1/15-12 kt. gold-filled top shells, stainless steel backs 
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signed to fit every wrist... 


M 


& 


ticed to fit every pocketbook! 


re 


esh, new, award-winning styling ...new 
uistom-slim” silhouette ...30 to 60% heavier layer of 


fa gold? ... plus J-B all-around excellence of 
Misttuction. You get all this plus the exclusive 
MULTI-SIZE feature in these handsome new models. 


they're designed to fit every wrist. $ 95 


Meld 7022) — Yellow goldiilledt ...Retal,F.T. 


q 7 
ih (7015) — Yellow gold-filledt. .. Retail, F.T.I. 


ICOBY-BENDER, INC.. NORTHERN 


¢ Be 


La on 
an 


BLVD. AND 62 ST., WOQDSIDE 77, N.Y. 
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BRAND NEW-ALL NEW.. 
















Famous GOLDEN Wis?| ; 


. Five ' 
Say oe ee 
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awarded Fashion 











Academy Gold 

Medal .. . for (6091) — New and exciting interpretation of 
outstanding modern streamlined design. Yellow or white gold- 
design BNI xs csikstasieamemniomanemmnunal Retail, F.T.1. $5.95 







**] /20-12 kt. gold-filled 









BELIEVE IT OR NOT! 

La Petite (6052) — J-B styling, J-B craftsmanship, 
J-B quality in a yellow or white gold-filled* J-B 
watch bracelet... Retail, F.T.1. $4.95 


*1/20-12 kt. gold-filled top shells, 
Stainless steel backs 


INC.. NORTHERN BLVD. AND 62 ST., WOODSIDE 77, N.Y 





— Set 





BRACELETS 





WATCH 





Newest, most fabulous 
First time ever at Ys GOLDEN WISP 
the unheard of price of 


with exclusive J-B End-O-Matic Ends 





(6095) — A fashionable flow of golden facets to (6101) — Yellow or white gold-filled?T......Retail, F.T.). $7.50 
grace the feminine hand. Yellow or white gold- The newest loveliest Golden Wisp... 

TE” x ccnnicnsiseicistacmmatonciacnii Retail, F.T.1. $5.95 with a heavier layer of karat goldtT. . . 
actually 30% to 60% more gold 
than much higher-priced bands. 





**1/20-12 kt. gold-filled 
+t1/15-12 kt. gold-filled 

















Beauty Triumph (2026) — For her sports watch or Golden Flake (3101) — Link bracelet with all the 
round watch ...new bold look in feminine watch rich beauty of a custom-made look. Double safety- 
bands. Yellow gold-filledt ........Retail, F.T.I. $7.95 center catch and chain. Unbelievably low priced. 


Yellow or white gold-filled’........ Retail, F.T.1. $7.95 


'1/15-12 kt. gold-filled top shells, 
Stainless steel backs 


Golden Triumph (2025) — as above with straight 
@Nd (INSEt) oc ccseeseseeeeeeees Retail, F.T.1. $7.95 


Style Triumph (8061) — same as 2025 in Stainless 
S) (1. Retail, $4.95 _ 








ELETS 


st, most fabulous 
DEN WISP 


ive J-B End-O-Matic Ends 


r white gold-filledtt 
est Golden Wisp... 
er of karat goldtT. .. 
0% more gold 
priced bands. 


filled 


(3101) — Link bracelet with all the 
a custom-made look. Double safety- 
and chain. Unbelievably low priced. 
e gold-filledt........ Retail, F.T.1. $7.95 


15-12 kt. gold-filled top shells, 
ninless steel backs 








ee value in gleaming golden* 
expansions gifted with all the famous J-B 
features: superb styling, superior crafts- 
manship, finer quality. 


*1 /20th-12 kt. gold-filled top shells, stainless steel backs 


Belvedere (5003) — Brilliantly engineered, distinc- 5 95 
tive design. Yellow gold-filled*. . . Retail, F.T.I. . 


Belmont (5004) — Magnificent array of golden 
fluted columns. Yellow gold-filled™. .. Retail, F.T.I. 


From the newest, most modern watch band plant in the world. 
Jacoby-Bender, Inc. 

Northern Bivd. and 62 St. 

Woodside 77, N.Y. 
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LOWEST PRICES (25 
in 10 years 
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FREE 


You pay only for the 
watch bands... 


a stunninge 

showcase 

for your com 
watch ba 
departme 






see it 


LIGHT UP! 





designed for quick— easy 


visual inventory cont 
see it 


SELL 
24 HOURS 
A DAY! 


FREE! 


YOU PAY 
ONLY 


- FOR THE 
WATCH BANDS 





Display is made of richly grained wood, natural 
finish. Watch bands are displayed against fine 


silk velvet panel. Shipped complete for window. 


Assortment Includes: 
two each of: one each of: 
7022 6056 7014 #2030 3101 


1024 
7016 9004 5003 6097 6069 


6086 7012 8016 6095 3054 
6101 7003 8703 605] 2025 





SENSATIONAL 


MOTOR-AMIiC DISPLAY 


Plus 2 plastic display trays and a fast-selling assortment of 


26 J-B Watch Bands 


Your cost: *86 °° 
Your selling price: *198* 


Your Profit $111.1. 


YOUR WHOLESALER CAN SUPPLY YOU WITH THIS DISPLAY 








G Bands on display 
2O Bands on two display trays 


JACOBY-BENDER, ING 





FREE! 


You pay only for the 
watch bands... 





showcase 

7 Stock Contr 
watch band : 
department * Display 


plus convenient plastic trays 


designed for quick — easy — efficient with popular-priced, best-selling 


assortment of 60 J-B Watch Bands 





visual inventory control 
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$15 DISPLAY! 
FREE! i 
Beautiful natural wood cabinet. 

Sturdy-built, handsomely finished. 


s 
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Efficiently designed for 


‘ 


time-saving and profit-making! 





Shipped complete for your counter. 


Your cost............°193*° 
se Pe gee" —- Your selling price 5442 , 
A \  \- your prorit....°2497;, 


YOUR WHOLESALER CAN SUPPLY YOU WITH THIS DISPLAY 
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JACOBY-BENDER, INC. NORTHERN BLVD. AND 62 ST., WOODSIDE 77. N.Y. 
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Puel Sock 


INTERLOCKING SETS 





Your customers love to wear 
it as a charm in glorious 
tribute to their bliss 


Magnificent Duet Lock Interlock- | 
ing Sets THE RINGS THAT LOCK if 
WITH THE KEY TO HER HEART 








SALES AIDS FOR A POWERFUL PROMOTION 
SAVE 
ON 










SILVER” 





Get ready! Order now. 


Here’s everything you'll need for a Fall promotion that will really 
pay off in silverware sales! Every day for 30 days (September 20— 
October 23) your customers will save $24.35 on a handsome Com- 
munity dinner service! It’s a limited time offer they won’t want to 
miss! Get ready now for this big Community month! Talk to your 
franchised Community wholesaler today; he’s eager to help. 


{30 
we on ihrer 





e mye FX: FR, EE Hook-Over 
Chest Card! 


a Use this in your window dis- 

si play! On your counter! It’s a 
iN good traffic stopper—tells the 
< bs _N money-saving offer fast! 


Two-Color 
Envelope Stuffer! 





Mail these handy 3” x 6” leaflets early in 


September. Keep reminding customers that ; i. 
your store is Out in front with this big Com- | Commercials! 
munity offer. In quantities of 1000, with 16-millimeter with audio! 10-sec- 
your imprint $2.00. ond, 20-second and I-minute spots. 


Sells right in your customers’ own 
living rooms! 
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Colorful Window Poster! ~~ 


Just right—16” x 20“—for your front window or 
counter. Set it up next to the special-offer drawer 
chest filled with gleaming Community! 


Full-Color Mailing Piece! 


Here's an eye catcher! Full color, 844" x 11” size! 
Gives your customers full details of Community's 

30 Save-on-Silver-Days promotion. Order 

plenty! Mail early! $12.50 per thousand. 


pt What 3 Beaukist Saving! | 
Tie 


Petre en ea 
‘ NYETZe } 
+R wow? . 
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FREE! 


Newspaper Mats! 


In sizes jewelers prefer! Prepared by retailing 
specialists for you. Order by number from 
your Community wholesaler. 
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ORDER TODAY FROM YOUR FRANCHISED 


Community WHOLESALER 


(Be sure to see back cover of this issue for the Save-on-Silver annovncement ) 
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THE JEWEL WRITE 
So NOW WITH 2-Pom 
=== 








1 
4 

















Now your customers have not one, 
but two points to choose from 
“a a4) i with the beautiful Waterman's 
SY oe Sapphire. Unlike any other point, the 
hy | a. | synthesized jewel point takes fo 
ink naturally, feeds it evenly and 
; q effortlessly to any writing surface 
— ue a without skip, smear or clog. Nothing 
rer writes as smoothly as a Sapphire! 


Its Endura Ink, though washable, is 
permanent on paper. . . perfect 


a ; Best of all, this elegantly styled 
: | > pen gives you the ideal jewelry 
get the DI ofits / — gift item for Mother’s and Father's 
f $1 | i Day, graduation, birthdays - 
0 Sa QS other special occasions—with a 
with — nN medium Sapphires today 
| ... and be sure you have an ample 
supply of Jewel-Writer cartridges. 
S ole) 
TAX INCLUDED 


\ : / profit margin that really pays off. 
| 9 
atermans | rece Doman retro 
| enables us to offer this beautiful Sapphire 


Order your assortment of fine and 
at a new, easy to sell, low price. 





Heavy gold ( warranted 22 K) electroplated 
by Sel-Rex process. Also available in sets 
with matching pencil from $10.00, in 
Rhodium Plate, Sterling and Gold Filled. 


Kf 








WATERMAN PEN COMPANY, INC., ! De Forest Street, Seymour, Conn. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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means more to more Jewelers 











VovaTiuek, means VARIETY — with the most comprehensive i 


line of jewelry on the market today. 


VoteDe, means QUALITY — whether article is Forstar, 


sterling silver, gold filled, 10 karat or 14 karat gold. 


VeveTue, means SERVICE — as the jewelers s quickest and 


most dependable source of supply. 


Povsliot means PROTECTION — beckued distribution is 


confined to legitimate jewelry outlets. 


THAT’S WHY you can feature 
these FORSTNER products with CONFIDENCE 


LADIES’ AND MEN'S WATCH BANDS 
BRACELETS OF CHARM AND IDENTIFICATION BRACELETS 
LADIES’ FASHION JEWELRY 
MEN'S JEWELRY 

ANKLETS AND NECK CHAINS 


“TRULY, Ir's— ane LER, 


JEWELRY’S NAME FOR QUALITY 


b - Forstner Chain Corporation, Irvington11,N.J. Sold dwoug Authorized Wholesalers. rs 6 / aryw 


We cordially invite you to visit us at the W aldor| 
Exuisits 73, 74 AND 75, WALDoRF BALLRoom, Aucust 8TH To 12TH 


FOR AUGUST, 1954 
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the facts speak for themselves... 


what does this mean to you? 


with that in mind... 


oe 
7 offers you 


the one- 


— FORT and-only 


AAnLOIMaAT&C, 


- miD0 SUPER- WATERTEST@ 








- DON’T DELAY—WRITE TODAY FOR FURTHER INFORMATION ABOUT HOW THE MIDO SUPER-WATE! f 
CAN HELP YOU GET YOUR SHARE OF THE FAST-GROWING, ALL-IMPORTANT WATERPROOF MA’ |} 
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has had so much to offer you! 


“ _ . And an even greater-thari-ever before national advertising 
Powerwind —the newest advance in self-winding mechanisms campaign designed to saturate the mass and class markets. 


sil 16 hard-selling MIDO color ads in the top national maga- 
P ermadure ~the newest and finest unbreakable mainspring zines reaching and selling 77 million potential customers. 


. Super-watertest —the consumer-convincing test for all. SEE US AT BOOTH 41 and 42 
waterproof watches 


ANRJA CONVENTION—WALDORF-ASTORIA 


JUIS AISENSTEIN & BROS., Inc. 16 E. 40th St,N. Y. 16, N.Y. excromr viene swirzesane 


BIENNE, SWITZERLAND 






















































MATS AVAILABLE 
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From $75.00 
Keystone to 
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MN, 








DIAMONDS 








ENLARGED 








TO 








SHOW 











DETAIL 
































From $60.00 
Keystone to = : 7 f 
$500.00 | a 














<j us ly et in 
_ Star sapphires end rubies as hand- 


GOODMAN __ somely styled by Goodman & Co. Linde 












& COMPANY synthetic stars have captured the magic 
ewely Since 17 O4 | ery. beauty of the natural stones and are 

bers of Gline | the same in composition, hardness, cause of 
42 W. WASHINGTON ST. | star effect, type of star, specific gravity and 
INDIANAPOLIS 4, IND. eS refractive index. Only in cost is there a differ- 
“nce — for Linde stars are available at only a 
fraction of the cost of mined sapphires and rubies. 
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REVOLUTIONARY ! 


PS Bdnats Bones sare nse > 


Mtb Rae Sere ite. cane 


A great new idea in 
watchband design! 


Here, at last, is the expansion watchband that says today... the 
watchband so beautiful... yet so functional, that it is a master- 
piece of fine craftsmanship. 

Radically different from watchbands that often lose their snap- 
back precision, the new Mainline is built on a completely new 
expansion principle—the links slide smoothly apart on an inner 
band... then spring back easily for perfect fit... real comfort. 

Yes, this is the watchband of the century. Wide, flat links, 
clean, modern lines...a watchband you can offer for business, 
sport, dress. Call your Gemex wholesaler now. Be the first to 
stock and sell the revolutionary new Gemex Mainline! 

Remember, all fine Gemex watchbands are unconditionally Open or closed—an unbroken sweep of precision styling. 
guaranteed for 2 years. Cost $5.55 Retail $12.95 F.T.I. 


Exclusive Expansion Principle 


ASL. Le RE a» eR Late 


FOR AuGustT, 1954 
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Take the most profitable 
steps in the book! 


(1) You introduce shoppers to fine value, The result . . . a surprisingly large number 
17-jewel Elgins. of shoppers in the $33.75 class step up to 
high unit, high profit Lord and Lady 


(2) Then you bring out Elgin’s exciting Elgins, starting at $71.50. 


19-jewel series. . 

Try it yourself. It’s as 
easy as one—two—three. 
It’s very profitable, too. 


(3) Finally, the climax—fabulous 21-jewel 
Lord and Lady Elgins. 








) Every Elgin has the heart that never breaks, the guaranteed DuraPower Mainspring. 


ELGIN 
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For what’s new in the watch business, watch 


- Sag 





Elgin National Watch Company « Elgin, Illinois 
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SI ntortend Lnnouncement 





TO EVERY 
JEWELRY MERCHANT 


* 


For years jewelers, jewelry wholesalers and manufacturing jewelers have been saying, ‘““Someone 


should do a real job to sell the meaning and value of Gold Filled.” 


Now that job is going to be done — and thoroughly done. 








We are using the leading mass media available to advertisers — consumer magazines, tele- 
vision, point of sale and direct mail — to tell the Gold Filled story to millions and millions of 
Americans. 

This is no “one-shot” campaign. It will be concentrated during the top gift seasons but it is 
planned as a continuing campaign .. . a year after year effort that is bound to have tremendous 
impact and momentum. 

We want you to know about this campaign ahead of time, so that you can get ready to get 
your share of the business it will create. This fall more people are going to know about Gold 
Filled and its superior value. They will be ready to be traded up. 

If you want to cash in on the tremendous promotion . . . if you want to benefit from more 
sales, bigger sales, greater profit . . . you will want to do several things, now. 

Make sure you have sufficient stock and variety of Gold Filled jewelry, pens, watch bands 
and watches. 

Make sure you instruct your salespeople as to just what Gold Filled means and why it is worth 
more than plates or washes. 

Teach your salespeople how to “‘trade up” to Gold Filled for greater sales volume and greater 
profit. 

Identify Gold Filled items in your advertising window displays and counter displays. 

If you take these simple steps now, you will notice a nice increase in your highly profitable 
Gold Filled Sales. And that’s what you want... that’s what we want. 

The full story of the 1954-55 Gold Filled Campaign is on the next two pages. 
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Beginning this Fall, there will be a series of big 
four-color, full-page ads in America’s biggest 
magazine, LIFE. Over 20-million readers will see these 
ads — read about the extra value of Gold Filled — and 
be looking for Gold Filled items when they shop. 


Watch for Gold Filled on Television 


Dave Garroway — one of the great personal salesmen 
on TV — will be telling millions of Americans from 
coast-to-coast about the extra value of Gold Filled. 

His popular program TODAY on NBC will be sponsored 
by Gold Filled regularly beginning in the late Fall. 

















Watch for 






You will be receiving soon regular mailings of ad 
pre-prints, schedule information, television story boards — 
all showing just what is being done and how to tie in 

for bigger sales, greater profit. 





Watch for Gold Filled Direct Mail 


As this great promotion moves along, you will be offered 
attractive direct mail pieces for mailing to your customers. 
These will give the full story on Gold Filled — 

make it easier for you to “trade-up” every sale and 
increase your dollar volume. 





Gold Filled Manufacturers Association, inc. 
Attieboro, Massachusetts 
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Attractive point-of-sale pieces will soon be tested in 
several markets. Those that are proved effective will be 
made available to tie in the national advertising 

right at the point of decision. 


AND HERE’S HOW ycau CAN CASH IN 


Stock ... Make sure your stock of Gold Filled items is large enough to 


provide a good range of selections. Don’t be caught short. 





identify . .. Instruct your clerks to identify each Gold Filled piece 
as Gold Filled when selling a customer. Take advantage of the pre-selling done 
by national advertising. 


Explain... Make sure everyone in your store can give a lucid expla- 
nation of Gold Filled and how it differs from less expensive plates and washes. 
If you would like a booklet explaining Gold Filled, just write to the address 
* below. It will be sent you without charge. 
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as bright 





as the stars . 
as worn by the stars 
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OF STARS 


“Glamour-Ice” and “Golden-Debut” . . . as advertised 
in Life, Vogue, Mademoiselle, Glamour, Seventeen and 
New York Times Magazine. 


HERE’S WHAT YOU GET! 


4 Sets—(3 Pc.) Necklace, Earrings and Bracelet. Boxed. 
8 Sets—(2 Pc.) Necklace and Earrings. Boxed. 


12 Pins—6 Styles, 2 ea. 6 on a display, 6 on individual 
display cards. 


12 Earrings—6 Styles, 2 ea. 9 on a display, 3 on indi- 
vidual display cards. 


36 Pcs. plus 2 Jewelry Displays, plus 1 Easel Back Coun- 
ter Card. 


TO RETAIL AT. 
YOUR COST | 95-35 


pr PROFIT __. $99. 
HANG TAGS 


featuring pes hat Stars 
and National magazines which 


ee tell the Duane Story. 
“en NEWSPAPER MATS 


on request 


EASEL BACK COUNTER CARD 


' for your window or counter. 
4 oe? “ 
Se 
a ee . 


yar ae ee ee 


THRU WHOLESALERS ONLY 


$2.25* ea. 
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Lock is invisible 
and works on 
either side of 


a on Send the Winning Name For a Great New 
*> DUAL-ACTION LOCK-SET..... 


a .. NOTHING ELSE TO DO...NOTHING TO BUY 
fide of wedding ving then ~=»sRE AAD THESE EASY RULES...ENTER NOW 


swing rings into wearing 
position. 






Jon 
ast 


]. This contest is open to all people in jewelry industry except employees of 
Goldstein-Gerson, their families and advertising agency personnel. 


4. Contestants are limited to one name only per letter. Send as many letters as 
desired. Mail to address below. Outstanding advantages of the new Goldstein- 
Gerson Lock-Set are: Locks on either side of both engagement and wedding 
rings, eliminates annoying ring twist, abrasive wear, keeps rings together in 
symmetrical beauty always. Lock is invisible. 





3. All names entered become the property of Goldstein-Gerson. No 
entries will be returned. Winning name will be selected by Goldstein- 
Gerson officials. Selection is final. In case of tie, entry postmarked 
earlier will be winner. 


4. Contest closes Nov. 30th, 1954. Winner will be announced shortly 
thereafter. 


DISTRIBUTION THRU WHOLESALE JEWELERS ONLY 


GOLDSTEIN + GERSON CO., Ine. 


The House of Fishtails 


MANUFACTURING JEWELERS e 130 WEST 46th ST... NEW YORK 36, ‘ 


Perfect alignment 
forever. Also may be 
worn individually. 
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NATIONALLY ADVERTISED 
NATIONALLY PREFERRED 
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The makers of one of America’s finest simulated pearls proudly present (with a dramatic 








A) Pompadour—Rich in ‘Eye Appeal’ and “Buy Appeal’ this new note in original packagin an outstandi i 
lee — —— — =. on Sena wo fy Re re — priced gift queues. . —s ee 
, with pearl top, contains the finest pearl choker — o : 
4 two or three strands—made of highly polished uniform Because of their superb beauty and rare lustre... and the perfection with which they 
beads that give the remarkable effect of cultured pearls. are matched and graduated, Lady Alice simulated pearls are the first choice of dis- 
Adjustable rhinestone clasp. ren i ts tg = poor Master craftsmanship has created in Lady Alice a 
priceless loveliness that will prove a source 
Keystone wry ; — pee oe ‘ae of lasting pride and pleasure to its owners. 
” 25.50 3 strands (illustrated) ................ Retail 30.00 


(B) Atlantis—Luminous simu- 
lated pearl graduated neck- 
lace, perfectly matched — 10 
Kt. gold clasp. Metal (snap 





ee ae hinge) gift case. (1 strand 
illustrated. ) 
aa Keystone $9.00 
” 1 strand ........ Retail $12.00 
Keystone $13.50 
2 strands ...... Retail 18.00 
Keystone $18.60 
— B 3 strands ...... Retail 24.00 


(C) Can Can — Lovely simu- 
/ aetna d lated pearls, presented in an ' 

of ---*" % Original carryall. Made in oe 
' 4 eee —" \ shorter length as a gradu- é 
. ated choker with rhinestone . 4 





\ clasp. (2 strands illus. ) | 
\ Keystone $7.50 
é } 1 strand ........ Retail $10.00 
| % | er = Retail 12.00 “ons Wow gh ie Ae 
‘ ‘ eT Laon strands ...... etai y — fs <3 
| «. BC ON ame Keystone $10.50 “7h a.0 — wees eur hE 
a I ae eae 3 strands ...... Retail 14.00 ia eee 


(D) Regalia-Ensemble — A crowning achievement in glamour — 
lustrous simulated pearls — necklace of three strands carefully 
graduated, fastened with a truly beautiful rhinestone clasp. 
Bracelet: three rows — assorted. Earrings: pearls with dazzling 
rhinestone settings. Package De Luxe Jewel Case. 


Keystone $19.50 Retail $24.00 























arl necklace has been 
high lustre and satiny 

+ is sold with an un- 
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For immediate delivery 
consult your wholesale distributor 


——— | See our display at the ANRJA Convention 
<i Booths 220-230 
—_ Waldorf-Astoria, August 8th-12th 


Suggested Retail Prices Subject to Federal Excise Tax 37 W. 47th STREET, NEW YORK 36, N. Y. 
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(E) Naiad — Necklaces of the highest 
quality. Hand polished, unequalled 
for radiance. 10 Kt. White Gold 
clasp. De Luxe Jewel Case. 

(2 strands illustrated ) 


Keyst. $16.50 1 strand Retail $22.50 
“ 24.00 2 strands 30.00 
J 30.00 3 strands......Retail 37.50 


(F) Nympha—Lovely, lustrous necklace 
of delicate beauty. Hand-knotted. 10 
Kt. white gold clasp. In a rich satin 
lined velvet case (3 strands illus.) 
Keyst. $ 9.00 1 strand Retail $12.00 
¥ 13.50 2 strands 18.00 
16.50 3 strands......Retail 22.50 


(G) Siren— The misty lustre of this 
graduated necklace is achieved 
through careful matching and dip- 
ping. Sterling clasp. Original - style 
sturdy oyster shell plastic case. 

(1 strand illustrated ) 


Keyst. $3.50 1 strand Retail $ 5.00' 


5.00 2 strands 7.50 
4 6.00 3 strands Retail 10.00 


(H) Diana—Soft hued, glowing simulat- 

ed pearls—small-sized graduation for 

that youthful allure for every woman. 

Sterling silver clasp. Leatherette snap 
hinge gift case. 

(2 strands illustrated ) 

Keyst. $6.00 1 strand Retail $ 7.50 

4 7. 2 strands 10.00 

. 9.00 3 strands......Retail 12.00 


(J) Miss Alice—Ensemble of small sized 
graduated necklace 15” length and a 
3 rows bracelet to match. Sterling 
safety clasp. Satin lined metal case. 
Keyst. $8.25 1 strand set..Retail $10.00 

ig 9.75 2 strands set..Retail 12.00 


(JJ) Little Lady — Same as above — but 
single strand necklace only. 


Keystone $5.00 Retail $6.00 





(K) Mermaid — A masterpiece — Finest 
quality iridescence produced by a spe- 
cial process to duplicate the softly 
radiant lustre and color of genuine 
oriental 1, iy or polished and 
knotted by hand. Safety clasp of 14 
Kt. white gold set with genuine dia- 
mond. In a gift case. (1 strand illus. ) 
Keyst. $24.00 1 strand Retail $30.00 

4 36.00 2 strands 40.00 

gf 45.00 3 strands......Retail 50.00 


(L) Earrings — Pear shaped drop ear- 
rings with glittering rhinestones. Gift 
case. 


Keystone $3.75 Retail $4.50 





(M) Earrings — Blazing rhinestone ba- 
guettes, with a beautiful iridescent 
pearl button. Clip backs. Gift case. 


Keystone $9.00 Retail $9.00 





Retail Prices Subject to Federal Taz. 


SIMULATED 


NATIONALLY ADVERTISED 
NATIONALLY PREFERRED 


For superiority in styling... for creating a new stand. 
ard of Excellence in quality and luxurious richness 
of its packaging, Lady Alice Pearls will earn your 
enthusiastic applause, for their beauty is aboye 
challenge, their workmanship beyond imitation, 








Chic — Gracefully 


elegant two piece set. Fit for 2 queen. 


t strands choker, center row large size, and the two other 
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> gift case. 
” feystone $13.50 Set of 2 pieces 
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li dainty pearls. Adjustable rhinestone clasp to 
tes fit. Bracelet to match. Leatherette snap ieee 


Retail $18.00 
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Another noteworthy tribute to 


(P) Femina — The talk of the town. Satin lustrous 
medium sized and shorter length graduated 
necklace. Rhinestones on sterling safety clasp. 
Offered in this original carryall case, metal 
old finished with pearl top inlay. The latest 
in fashion jewelry. 
Keystone $15.00 1 strand (illus.) .... Retail $20.00 
7 18.00 2 strands ............... Retail 24.00 
- 21.00 3 strands .............. Retail 27.00 


(R) Parisiana — Ensemble. Uniform 3 strands, 
choker of luminous simulated pearls, rhine- 
stone clasps, rhodium finish—set with baguettes 
and marquise shaped stones. May be worn as 
a front or back ornament. Earrings with rhine- 
stones, and pearls — to match. Luxurious velvet 


case. 

Keystone $13.50 Set of 2 pieces Retai! $18.00 
(T) Versailles—Choker single strand eee pearls 
with rhinestones. Pendant, used as a clasp, and 
front ornament. Metal gift case. 

Keystone $7.50 Retail $10.00 





(U) Amber—One, two or three strands choker of 

medium size uniformed pearls—comfortable on 

the throat or to rest snugly at the base of the 

throat. Rhinestone adjustable clasp. 

Keystone $6.00 1 strand ................ Retail $ 7.50 
- 7.50 2strands (illus.).... Retail 10.00 
+ 9.00 3 strands .............. Retail 12.00 


(¥) Debutante — Smaller size beads, ‘ay omen 
among the juniors and brides. Adjustable clasp. 
Keystone $ 6.00 1 strand ................ Retail $ 7.50 
si 7.50 2 strands .............. Retail 10.00 
= 9.00 3 strands (illus.).... Retail 12.00 
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NATIONALLY ADVERTISED 
NATIONALLY PREFERRED 


the Charm of American Women 


(0) Festival — Doubly delightful gift enchantment! 
Stunning set of graduated choker length, lus- 
trous simulated pearls. Rhinestone clasp. But- 
ton earrings to match. Presented in this new 
hand bag tortoise shell plastic and gilded frame. 
Keystone $21.00 1 strand Retail $25.00 

- 24.00 2 strands (illus.).... Retail 30.00 

” 27.00 3 strands .............. Retail 35.00 


(S) Grand Gala — Ensemble. Fashion highlight of 


any costume. Uniform triple strand choker of 
small pearls. Fancy rhinestone studded front 
piece. Pendant serves as a clasp, or removed 
can worn as a brooch — extra rhinestone 
clasp is used with rls alone as a choker. 
Matching earrings. Brocade gift case. 


Keystone $16.50 Complete Set Retail $20.00 


(W) Matched Earrings at extra cost. 


Keystone $1.80 Retail $2.00 





” 10.50 4 strands ............. Retail 14.00/20 
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(LC) Lovely 14 Kt. yellow 
gold, link bracelet with 14 
matched cultured pearls. 
Boxed in blue velvet satin 


lined. 
Keyst. $75.00 Retail $75.00 





(FC) Earrings originals — Designed for 
fashion conscious woman to dramatize 
her natural charm. “‘Fan”’ style convex 
shape — solid 14 Kt. yellow gold with 
shimmering cultured pearls. Screw 
backs or for pierced ears. Gift box. 

Keystone $79. Ea. pr. Retail $80.00 
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(GC) Exciting new conversation piece — 
Adorable 14 Kt. yellow gold earrings 
styled as an oyster shell, with beautiful 
cultured pearls clamped on the shell 
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and on top. French screw backs or for 4 ' 
ierced ears. In velvet gift box. * : 
eystone $79.50 Retail $80.00 oo t 
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~~ All of the color and FIRE of i; 
| the ocean’s depths are cap- ba 
a tured in these Lady Alice «Ss 
bes cultured pearls—grown in Pf 


a intended. - 
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(DC) Fine quality of iridescent selected 
and hed oyster-grown cultured pearl 
poss ome» = oS pumengar B —_ : or- 
geous t. uxe white gold clasp 
set with three cultured pearls and 4 
diamonds (as illustrated). 1 strand 18” 


uated. 
eystone $225.00 Retail $225.00 


(MC) LADY ALICE Feature Highlight! Spe- 
cial Selection —Cultured pearl necklace 
single strand, 10 Kt. white gold safety 
clasp. Gift case presentation. _ 

Keystone $45.00 Retail $45.00 





lf your wholesaler hasn‘t received our new line 
as yet, wrife or wire collect TODAY! 


ATTENTION! WHOLESALERS and DISTRIBU- 

TORS: If you'd like these insert sheets for 

your own catalogue write us or wire for 
- details AT ONCE! 


Lady Mace Fearcts 


37 W. 47th STREET, NEW YORK 36, N. Y. 


ed 


Suggested Retail Prices Subject to Federal Excise Tax 


a GEHicz 


\ 





(AC) Lovely cream toned, oyster grown cul- 
tured pearls, perfectly matched. Small 
« graduation 
,* timed to be a favorite because it has 
‘. youthful allure for every woman — en- 
hanced with 14 
.* clasp set with cultured pearl (as illus- 
. trated). Satin lined, velvet, gift case 
‘ presentation. 1 strand. 
+ Keystone $66.00 


(HC) Earrings matched medium size, 
lovely oyster grown full round cultured 


pearls. 14 
Keystone $59.00 


(BC) Lustrous cream toned oyster grown 
cultured pearl necklace, hand knotted, 
rec 4 Kt. white gold clasp set with two 
the living oyster as nature ‘ff genuine diamonds illustrated) satin 
lined gift case presentation. 1 strand 


18”, 
Keystone $99.00 
ean Lot 


Dd " 
* rs 
F ial 


(CC) Beautiful two strands necklace of 
a 

with 14 Ket. 
knotted. In blue velvet gift case. 2 
strands graduated 16”-17” 
Keystone $180.00 


ae lustrous glowing quality of cul- F f : ( 
ture _ | 
matched, hand knotted necklace — fast- 
ened with a lovely 14 Kt. white 
clasp set with 3 diamonds (as illus- 
trated). 1 strand 18”. 

Keystone $150.00 


4. 


ts .¢ ‘ 
anne 


7 ve 
4. 
Startling radiance trapped forever ™< 
... These magnificent necklaces 4 


are today’s treasures — 


(iC) Earrings. Beautiful star 
with medium size glowing 
iridescent round oyster- 
grown cultured pearl mount- 


Id. French screw backs or 
or 
ered blue velvet gift case. 
Keyst. $65.00 
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Cultured 
Pearls re 


‘“‘Debutante’’ model des- 


Necklace 
only 






Kt. white gold safety 





Retail $75.00 





Kt. white gold mountings. 
Retail $65.00 © 





Retail $100.00 
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cultured pearls, fastened 
white gold clasp. Hand 


Retail $180.00 é 


pearls, oyster- grown — perfectly 
old 


Retail $150.00 
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tomorrow’s heirlooms. 





(KC) Earrings of smart new 
ier with that exotic touch 
of distinction to make het 
look more sophisticated, 
Each earring 8 culture 
pearls handpronged on soli 
14 Kt. yellow gold. Hand- 
some satin lined gift box. 

Keyst. $82.50 Retail $85.00 


Litho in U.S. A. © Copyright 1954 — Lady Alice Pearls 


(JC) Lustrous single button 
earrings of medium size. 
Full round oyster-grown 
pearls. Decorated with gen- 
uine diamonds set below on 
the counting of 14 Kt. white 

ola. Gift case. 

eyst. $135.00 Retail $135.00 


on 14 Kt. solid yellow 


pierced ears. Metal cov- 








Retail $65.00 
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It happened in... 


‘Did you ever pay more for a store than 
you needed to?” we knew the question 
would provoke some interesting stories 
from our senior J.B. and we always enjoy a 
jam session of reminiscipg when we can 
get him started. Believe it or not the answer 
was “yes” and there were many cases in 
point. We chose this one, Siebel’s in Sag- 
inaw. It was during the depression; the 
jeweler had died; the bank administrators, 
knowing little about the jewelry business, 
had only the stock appraisal to go on. Pro- 
spective buyers had seen it and up to the 
time we came to see the store, 30% below 
appraisal was the highest offer. When our 
J.B. looked at the stock he quickly saw that 
it was worth much more than the appraised 
figure and frankly-told the administrators 
so. The final amount we paid was 25% 
higher! and at that, we made a substantial 
profit on the transaction. We believe it is 
good business to pay at least a reasonable 
price for a store or stock. You’ve seen our 
policy slogan through the years, ‘Always a 

reliable offer, usually the highest!” _ - 


Stories from our 51 years’ 
experience with truths of 
just as great significance today. 
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SAGINAW, MICHIGA 





























A great new idea in 
watchband design! 


Here, at last, is the expansion waichband that says today... the 
watchband so beautiful, yet so functional, that it is a master- 
piece of fine craftsmanship. 

Radically different from watchbands inct often lose their snap- 
back precision, the new Mainline is builf on a completely new 
expansion principle—the links slide smoothly apart on an inner 
band ... then spring back easily for perfect fit... real comfort. 

Yes, this is the watchband of the century—wide, flat links... 
clean, modern lines . .. a watchband you can offer for business, 





— Exclusive Expansion Principle 
We have the new Gemex Mainline now and will ship immedi- P P 


ately upon your order. Call or write us today. Be the first to 
stock and sell the revolutionary new Gemex Mainline. Cost $5.55 Retail $12.95 F.T.I. 


H. 0. Hurlburt & Sons | D. C. Percival & Co., Inc. | H. W. Stranger Co. | Freudenheim Bros. 


Philadelphia, Pa. Boston, Mass; Boston, Mass. New York City 


Open or closed—an unbroken sweep of precision styling 
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LEADERSHIP YOURS WITH THESE 


PRESTIGE BUILDING Gk Whappings FROM CPS) 
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[PS “WRAPPED IN BEAUTY” PLAN 


gives your store everything 
you need for distinctive 
sought-after gift packaging. 


Priceless prestige can be yours for pennies per package 
with the CPS “Wrapped in Beauty” gift wrapping service. 
This prestige building plan includes everything from 
lustrous Satintone* Ribbonette that ties so easily into 
breathless bows . . . or curling cotton Ribbonette* . . . to 
new, inspired, Christmas designed papers that meet every 
taste. Blueprints for model gift wrapping station, 
merchandising ideas and suggestions for store personne! 
training complete the program. Only “Wrapped in Beauty” 
from CPS offers such a complete package to build prestige 
Starting with this Christmas. Write for free samples and 
complete information. 

Chicago Printed String Co., 2300 Logan Bivd., Chicago 47, Ill. 


New York Address: 225 Fifth Ave., Suite 1207-9-11 
*Reg. U. S. Pat. Off. 





NEW! Satintone Ribbonette 
BOW MACHINE 


cuts bow-making costs in half 


Even the beginner makes perfect bows every time with 
this amazing bow machine. Now you can stock bows in 
slow periods to meet your busy time, without any waste 
of material. This new Bow Machine answers your 
store’s need for distinctive bows in volume to make all 
your packages outstanding. 


$ * With purchase of 48 bolts of 34” 
. and/or 114” Satintone Ribbonette 


GUARANTEED FOR LIFE. 








SAVES TIME 
SAVES MATERIAL 


*Price subject to change 











CHICAGO PRINTED STRING CO. e 2300 Logan Bivd., Chicago 47, Ill. 
Gentlemen: At no obligation to me, please send me additional information on: 


0 Samples and Information About Your 


[_}] Your new Bow Machine “Wrapped in Beauty” Packages. 


Name 





Store 
Address 
City 
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appearing in full color in Mademoiselle, August, 


Radiance... blazing brilliance wreathed in 
golden-tone Trifanium. Necklace, 7.50; Bracelet, 10.00; 
Earrings, 5.00;;Bouquet Pin, 7.50; Round Pin, 5.00. 


Prices are approximate plus tax. 


Not authentic unless stamped Trifari. 


FORTE 


REG. U.S. PAT. OFF 


ILLUSTRATED JEWELRY COPYRIGHTED BY TRIFARI 
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io Zr +i Jewelers everywhere say: 
A~VIKING with strap X= “— , 
$39.95. Stainless Steel ‘i oo O } O Ni 
back case. 


GRENCHEN 
AQUAMATICS 


are the 
value buy 
in quality watches... 





B~NEPTUNE with strap 
‘gs9.80. All Steel Case. 


no watch offers 
so many quality features 
al a price your 

customer can be sure is 
the “best buy” in town 





8 REASONS WHY 
AQUAMATICS WILL SELL! 






1. Troube-free, carefree, SELF-WIND, 
PRECISION time-keeping. 


2. Super-Waterproof* cases backed by 15 years 
of Certified Guarantees. 


3. COMPENSAMATIC: to assure perfect 
time-performance at every extreme of 
temperature change. | 






ls, r- DIANA — 10K Gold 
Filled top, Stainless Steel 
back case. $69.50 


4. Aquamatics are proven first in accuracy in 
tests by independent laboratories. 


©. Mainspring and Balance Staff GUARANTEED 


- #451 i : 
for the life of the watch. s long as crystal is intact, case unopened 


6. Modern, thin-line design adds keynote 


; ; CROTON NIVADA GRENCHEN 
styling to every Aquamatic. 


404 Fourth Avenue, New York, N. Y. 
7. Aquamatic sells when Quality is important Please send me sample A = BO CO DO EU FO 
and complete information regarding promotion plans. 


and Price Makes the Difference. 
SIGNED Sore. es ee 








8. Easiest watch to service. Only 5 moving 
parts in self contained winding unit. 


STORE NAME 





ADDRESS 





CITY STATE 








these watches to be featured in LIFE 


FOR AUGUST, 1954 ” 
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The New Bradford Chime. Westmin- 
ster melody chime in a setting of hand- 
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finished solid Honduras mahogany. 







The New Pixie Alarm. Sessions rev- 
olutionary buzzer alarm at the lowest 
price ever for a quality alarm. $3.95* 


bag i tibia Be, ; 
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The New Saucer. Sessions puts a new 
face on America’s lowest priced qual- 
ity kitchen clock. 





The New Huntington. A graceful 
rosette of wrought iron with dramatic 
face, exposed hands. 





The New Teatime. America’s favorite 
kitchen clock, made smarter than ever 
in authentic fired earthenware. 


THE SESSIONS CLOCK COMPANY, Forestville, Connecticut. In New York: The Chrysler 
Building. In Chicago: Merchandise Mart Plaza. In San Francisco: Western Merchandise 
Mart. In Canada: The Frank Martin Co. (Exclusive Sales Agent) Toronto, Ontario. 


Styling by Mac Tornquist 
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* Plus applicable taxes 
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h\ clocks styled for today’s 
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The New Aquarius. Exciting “under- 
water mystery” :clock with lifelike 


angel fish that “swim” in lazy circles. 


2 
= 
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Pixie’s Luminous Twin. Beautiful 
forest green dial with luminous numer- 
als and has $4.95* 
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The New Connoisseur. Smartest 
chrome kitchen clock money can buy. 
Classic styling at a budget price. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 





incabloc 


will work for you 
... sell for YOU! 


Its like having 
another salesman 
behind your 


watch counter! 





Never before in the history of watchmaking has a component of a watch done 
so much as INCABLOC Shock Absorbers to create and close watch sales. 
Only INCABLOC-equipped watches give you these strong selling points: 


FOR AuGusT, 1954 


@ INCABLOC protects the vital parts of 
a watch against damage from everyday 
shocks. 

@ INCABLOC maintains the accuracy of 
a watch. 

@ ENCABLOC extends the life of a watch. 

@ INCABLOC is now used in over 75,000,000 
watches—proof that watch manufac- 
turers and customers recognize the im- 
portance of INCABLOC in watches. 

And just as important, INCABLOC protects 

you because —it reduces unprofitable 


returns and servicing to a minimum during 
the guarantee period of the watch—keeps 
your customers satisfied. Tie in with 
INCABLOC’s powerful national advertising 
in LIFE, SATURDAY EVENING POST, WOMAN'S 
HOME COMPANION. Use INCABLOC free 
selling aids—colorful six-page booklets, 
counter cards, mats, watch tags. 


Remember, when you feature INCABLOC, 
you sell more watches. It’s like having 
another salesman behind your watch 
counter. 


For the attention of watchmakers and repairmen: When routine cleaning or repairs are 
required, INCABLOC permits easy cleaning of balance-pivots and oiling of jewels without 
disassembling the watch movement or affecting the adjustment. 


“Any watch is a better watch with INCABLOC” 


incabloc 


Made In Switzerland 


INCABLOC CORPORATION, 15 West 46th Street, New York 36, N. Y 


See us at the New York Convention, Booth E- 


ec. i J 








Stop being chained by 





old-fashioned diamond selling methods! 


vent 


advantages of selling a 


Feature Lock and only Feature Lock... 
offers these exclusive selling advantages... 





‘SHOW YOUR CUSTOMERS WHY ts 
FEATURE LOCK GIVES MORE DIAMOND BRILLIANCE | 


Rings Interlock 
in Perfect Position 





__Loc 3 “TURN THE FEATURE LOCK RING UPSIDE DOWN. NO OBSTRUCTION 
_ WITHOUT SPRINGS * MADE ENTIRELY OF 14 KT.GOLD NO = —- BENEATH DIAMOND IN EITHER WEDDING OR ENGAGEMENT RING TO RETARD 
__ FOREIGN METALS « NO SCREWS OR BOLTS TO RUST DIAMOND BRILLIANCE! NO DIRT CATCHERS. ABSOLUTE CLEARANCE. — 


SN 


EXCLUSIVE “FEATURE FLASH” _ TO SELL FOR YOU... 


ONE OF THE GREATEST ADVERTISING — 

ge | CAMPAIGNS IN THE pete nh oe 

a ; FEATURE LOCK iS NATIONALLY ADVERTISED | 

A SUPERIOR, LASTING, FLASHING FINISH... FROM COAST TO COAST—REACHING OVER 
ADDS DAZZLE AND FIRE TO ANY DIAMOND. : 100,000,000 PEOPLE. = = = 


AND N O W. ee Feature Lock presents this great new REMOUNT 


PROMOTION...to give you a new source of diamond sales! 











CONQUER 
SUMMER 
SLUMP! 
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FREE .. . You get all these hard-hitting sales aids for your store __. =z 
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a SMART FULL COLOR WIN- ‘ 

— DOW DISPLAY -— Self-sup- 8-SET VELVET DISPLAY— AT LOW COST—Jumbo (5” 

RFUL NEWSPAPER COLORFUL WINDOW porting atop a Feature A distinctive display in LIFE COUNTER CARD- x 7”) self-mailing cards, 

In a variety of STREAMER — For eye: Ring Box. Plus LIFE rich colors. Miniature Large dramatic stand-up imprinted with your 
catching excitement. Counter Cards. LIFE ad is attached. LIFE Cards. name. 


CONTACT YOUR FEATURE LOCK WHOLESALER TODAY. 
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CALENDAR CLOCK 


Created to Retail at Only 





tells the DAY! 


| ee 


tells the DATE! 





tells the THAAES 


Lustrous polystyrene case in 
flame red, metallic bronze, 
antique yellow, ice white. Hour 
dots and numerals are raised 
polished brass on off-white 
background. 


LUX DATE MINDER CALENDAR CLOCK 
Approx. 6” x 7” 
No. 5120 Retail $9.95* 
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Now more than ever... 





Five Best-Sellers from Ame 


America’s only electric 

















is OD 











Brand-new full-size 


LUX ALARMS 


Newly re-styled, richer 


FAIRVIEW 


White Numerals and Hands 
Full-Color Country Scene, 
Wine-Red All-Metal Case 


With Metal-Foil Dials, 
Raised Gold-Finish Numerals! 

































“Retail $3.95 +) 


Retail $3.50* 
tc j Calendar Clock slightly higher. 0 


No. 237 CONQUEROR 
“Ph Fed j 
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hs TIME-REMINDER LINE 


THE LUX CLOCK MANUFACTURING COMPANY 
WATERBURY 20, CONNECTICUT 
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+35 $$$$$$ $$$$$$ 12 best selling styles combined into one sensational pro- 
$3$$$$$ $$$H$H motion unit that will give you fastest turn-over of any 
rgssSSSSSS9SS8 other rings in your store! 
$F K°S$H$$ Hand-carved, faceted yellow and white 14K gold 
$F two-tone combinations. 






ae P Free This eye-arresting 3-dimensional color- 
Fe: 3 a "if ful velvet covered window displayer. 


ee, Be: ; 3 ' ae $ Free Established factory resale 







ee es 


CLGSPRERES 
Sw SR he SEER Rc SOP 
BP" 4 
vor + a GO Soe 


price tags that guarantee a high, 
healthy mark-up. 





ice is always dependable.... 
24 hour delivery on “spe- 
cials.” 


$ The famous Polishook serv- 
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Your Profit $37785 
K. POLISHOOK & SON core. 


216 EAST 45th STREET, NEW YORK 17, VAnderbilt 6-1664 





YWanufacturers of “Evervthina in Rinas’”’ Since 1898 
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1. Functionally modern—‘Turn-About” alarm stands on desk or table, or swivels 
to decorate a wall. Blends wood, enamel and brass. 7” high. Retails at $19,95+ 


















2. Inspired by modern architecture — free-form walnut design with golden brass 
and fluted translucent back. “Panorama” is 14” wide. Retails at $45* 





3. Modern and traditional combined—‘‘Show Piece” is beautifully designed of turned 
and brush-finished metals. 1356” high. Retails at $100* 


Ae i | 4. Like a mobile — “Innovation” hangs free, a brand-new idea in clock design 
RTE ace ae “iiif Brushed aluminum accented by rich walnut. 10” face. Retails at $0* 


5. Modern sculptured look — grained maple suspended in a see-through frame of 
nubian black iron. “Outline’’ stands 14” high. Retails at $36* 


6. Dramatically simple—stands on table or hangs on wall. “Illumitime’s” interior 
lighted case sheds a diffused glow. 11” wide. Retails at $40* 
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DRAMATIC NEWS 
to stop traffic—start sales! New Telechron “Designer Line 


Six dramatically different clocks, unlike any you’ve ever seen or sold. Each 
fits a current trend in creative room decor, answers your discriminating cu 
tomer’s desire for the new and distinctive. Full-page, full-color advertise 
ments, beginning in Interiors in August and House Beautiful in October, wil 
show this dramatic ‘first’ story to your customers. Tie in, promote profi. 


FOR FURTHER INFORMATION write Telechron Department, General Electric Company, Dept. 53, Ashland, Mass 


8 ee RNR NS GR A ET NR ET LT IT NE A em te we a weer sy 


ECTRIC CLOCKS Cae : 7 , 
at *Fair Trade or Suggested Retail Prices, plus tax. Prices and specifications subject to change without notice. Telechrot 
is a trademark for products of Telechron Department, General Electric Company, Ashland, Mass. 
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When you remove the cover from this new 
Dennison ring case, Number 2250TX, it fits right 
on the back to form an eye-catching display. 


See this case and other Dennison 
boxes and cases at Booth 52, 
ANRJA Convention, Waldorf-Astoria, 


Your rings appear in a dramatic frame of trans- 
aed New York, August 8 to 12. 


lucent pearl plastic, cushioned on karess or trans- 
parent velvet. A handy plastic clip holds your 
price ticket in place . . . and all is set for sales! 


Number 2250TX is available in 
light pink, light blue, light 
green or white — richly dec- 


Ask your wholesaler to show you 
the complete Dennison line 


FOR RETAILERS: A complete line of boxes and 


cases, findings and supplies. 
orated in gold leaf for the qual- 


ity look your rings deserve. It 
comes in individual white pack- 
ers. Order by number. 


FOR MANUFACTURERS: A wide range of spe- 
cially designed paper jewelry boxes and cases. 


MANUFACTURING COMPANY 


JEWELER'S DIVISION, MARLBORO, MASSACHUSETTS 


FOR AuGusT, 1954 




















Jewelry manufacturers 
know THE POWER OF LIFE: 


LIFE-Advertised American Photocopy Equipment Co. 
Jewelry Store Ansco Film & Camera 

Products Argus Camera 

Artcarved Diamond & Wedding Rings 
Bell & Howell Movie Camera 
Community Silverplate 

De Beers Diamonds 

Eastman Kodak 

Esterbrook Pen 

Feature Ring 

Gibson Greeting Cards 

Hamilton Watch 

Incabloc 

Keepsake Diamond Rings 

Mido Watch 

Munson Greeting Cards 

Parker Pen 

Polaroid Camera 

Ronson Lighter 

Schick Electric Razor 

Scripto Pen and Pencils 

Sheaffer Pen 

Stahly Live-Blade Razor 

Swank Men’s Jewelry & Accessories 
Timex Watch 

Watchmakers of Switzerland 
Westclox 

Zippo Lighter 


for June, July 
and August 


Note: Because of late closing dates, additional manufacturers may be scheduled. 


First in circulation 

First in magazine audience 
First with advertisers 

First with jewelers 


9 Rockefeller Plaza, New York 20, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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A great new idea in 
watchband design! 


Here, at last, is the expansion watchband that says today... the 
watchband so beautiful, yet so functional, that it is a master- 
piece of fine craftsmanship. 

Radically different from watchbands that often lose their snap- 
back precision, the new Mainline is built on a completely new 
expansion principle—the links slide smoothly apart on an inner 
band ... then spring back easily for perfect fit . . . real comfort. 

Yes, this is the watchband of the century—wide, flat links... 
clean, modern lines . . . a watchband you can offer for business, 
sport, dress. 

We have the new Gemex Mainline now and will ship immedi- 
ately upon your order. Call or write us today. Be the first to 
stock and sell the revolutionary new Gemex Mainline. 





Exclusive Expansion Principle 
Open or closed—an unbroken sweep of precision styling 


Cost $5.55 Retail $12.95 F.T.l. 


The Ball Company 


S No. Michigan Ave., Chicago, Ill. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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however you go... wherever you stay 


| semca clocks @ 


Sr 


sre the last word in travel timepieces 
So compactly fashioned that they fold to fit a pocket or a purse... 






SEMCA has been awarded the exclu- 
sive Fashion Academy Medallion for 
superiority in styling. 












it nt ae 


So reliable that you'll set your watch by them . . . SEMCA clocks are 
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nevertheless masterpieces of superb design . . . accurate, precision 
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imekeepers that grace the beauty of your home or office. 


# PR, 


of #, . 


het 
OO OTR TE ik Pay ¥ “fy . 


ean Aeon ew 


rt 
‘ 


- « 
a 


a * 
Je , 
Fi ieey t) oF H es 


Ww 


ne 





oh 
i 
Wr 


ie 


‘we . 



















.* ; ¢ 
: 
3 : 


h4 ® 4! —_ 
Sk oS ee 








B. 8-DAY 7-JEWEL TRAVEL ALARM 


4. 30-HOUR 7-JEWEL TRAVEL ALARM CLOCK. A trustworthy timekeeper that's C. 8-DAY 7-JEWEL TRAVEL ALARM CLOCK. Equally at 
CLOCK. Built to take the hard knocks of sure to awaken you for that important ap- home on the road or in your bedroom! In a can't scuff 
trovelling, this rugged timepiece is cov- pointment! Single winding triggers alarm case of simulated leather. Luminous numerals and hands so 
Pi hety, handsome leather, hee —Keeps leather-cased clock functioning ac- you don't have to turn on the light to see what time it is. 
raised gilt numerals and luminous hands curately for 192 hours. Raised gilt figures, Single key winds both time and alarm, A wonderful gift for 
ml hoor dots, 3%" x 2%” x 1%”. Tan, luminous hands and hour dots. 34%" x 2%” that lad or lass who's off to college! This silent performer 
Blue and Red. Specify Color. x14". Pigskin, Red, Green. Specify Color. measures only 3% x 3¥% x 1% . An assortment of colors: 
756 Retail 9.95 Plus Tax 79 Retail 16.95 Plus Tax Blue, Brown Pigskin, Brown Alligator. Specify Color. 

76 Retail 14.95 Plus Tax 





semca ~Gya2 Concerctibloa 


FOR HER ll 


£. 30-HOUR 7-JEWEL “ROYAL CONVERTIBLE’ ALARM CLOCK. As del- 
ately feminine in styling as it is reliably accurate in timekeeping]! Slides 
open for active duty on desk or boudoir table... closes for compact, care- 
fee, trouble-free transportation. Finished in rich genuine ieather—trimmed 
in strikingly attractive gilt metal. Raised gilt numerals, graceful hour dots 
ond hands are luminous for easy reading at night. Closed: 37/16"x234"x1¥%,°. 
Opens to 51 x234"x1 Vg”. In Pigskin, Blue or Red. Specify Color. 

163 Retail 19.95 Plus Tax 


Some as above, except enamel finish in Brown or Green Tortoise. 
764 Retail 19.95 Plus Tax 







Prices on West Coast 
Slightly Higher 













\ 


I] 





D. 30-HOUR 7-JEWEL “ROYAL CONVERTIBLE” ALARM CLOCK. For the 
executive or the college student—and particularly for the man who travels 
extensively, Sleekly streamlined with no rough corners to tear pockets, this 
ultra-modern timepiece is only slightly larger than a pack of cigarettes when 
closed! Metal case is finished in gilt-trimmed genuine leather, Dial has 
raised gilt numerals, luminous hour dots and hands. Closed: 4 Vg "x2%_"x1¥%,4". 
Open: 6% "x2%_"x1¥%". Blue, Pig, or Red. Specify Color. 


Vir lias 












760 Retail 19.95 Plus Tax 
Same as above, except enamel finish in Brown or Green Tortoise colors. 







761 Retail 19.95 Plus Tax 






Consult Your Wholesaler « Semca Clock Company Inc. « 30 Irving Place, New York 3, N. Y. 
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F. 8-DAY 15-JEWEL WALL CLOCK. A striking exam- 
ple of modern design! Raised hour markers and ham- 
mered finish case of gilt metal. Cord-pull winds the 
clock for 192 hours of accurate timekeeping. 124%,” 
high, 124%,” wide, 1%” deep. Dial, 54%4” in diameter. 
5850 Retail 79.50 Plus Tax 





M. 8-DAY 15-JEWEL TWIN DIAL CLOCK. Time has a 
new face! This smartly practical home or executive clock 
has two dials—two sets of hands—so that you can instantly 
tell the hour from any angle of view! And the clean sim- 
plicity of styling is as up to the minute as the time it 
keeps! Sleekly streamlined gilt hands and raised gilt 
numerals contrast vividly with the resplendent silver finish 
dials. Timeworthy, too, because of the accurate precision 
of its top quality, 15-jewe! movement, 5'Vio” high, 7% “ 
wide, and 134” deep. 

5877 Retail 79.50 Plus Tax 


Prices on Wesi 
Slightly Higher 


“s 


artingsemca Hh Oak 


G. 8-DAY 15-JEWEL WALL CLOCK. 





"i Y 


Beauty, charm . . . symbolizes this H. 8-DAY 15-JEWEL WALL CLOCK, Raised Roman 
exquisite creation. Gilt case, raised numerals and exquisitely fashioned hands of bright gilt 
numerals and indicators, Pull-wind metal. Decorative case of hammered antique bronze 
feature. Dial, 334” x 33%”, Length finish. Cord-pull for easy, on-the-wall winding. Overall, 
8¥,", Width 4%”, Depth 21%”. 12%", 2" deep. Dial, 6%” diameter. 

5884 Retail 55.00 Plus Tax 5879 Retail 55.00 Plus Tax 


K. 8-DAY 7-JEWEL DESK /BOUDOIR 
ALARM. Casual elegance in a smartly 
sophisticated timepiece that's equally 
appropriate for the desk or bedroom. 
Luminous hands and hour dots tell 
time at night— raised gilt numerals 
indicate the hour during daytime. One 
key winds time and alarm, 4%,” x 
54." x 1)". 


780 Retail 28.50 Plus Tax 











J. 8-DAY 7-JEWEL DESK OR 
BOUDOIR ALARM. A handsome 
symphony of gleaming gilt and 
austere black enamel. Gracefully 
stylized hands and hour dots are 
luminous to show you the time 
at night. Classic Roman numer. 
als of gleaming gilt. A single 
key winds both the alarm and 
the 7-jewel fine quality move- 
ment. Size: 3”x44, "x1". 

796 Retail 19.95 Plus Tox 


L. 8-DAY 7-JEWEL DESK/BOUDOIR 
ALARM. A good-looking way of gel- 
ting you upl This superbly practical 
timepiece is as dependably accurate 
as it is handsome, Fine 7-jewel move- 
ment. Raised gilt numerals and hour 
markers. Clicks off the minutes s0 
quietly you'll forget it’s in the room. 
Size: 7%" x4%"x1%". 

795 Retail 37.50 Plus Tax 


























































an 
jilt 
Ze 
ill, 


Ox 


DR 


lly 
re 


jle 
nd 


‘Ox 





in the Continental tradition! This exquisitely 
feminine creation is an accurate, as well 
as lovely, timepiece. Chic, slender hands 
are luminous tipped for night-time time- 
telling. Luminous hour dots, Raised gilt 


numerals, Bell top. Size: 44 "'"3U4 "x13". 
790 Retail 29.50 Plus Tax 


semca 


home, office, boudoir clocks 


Each of these superbly fashioned masterpieces 
of timekeeping pays high tribute to the designer 
who created it. .. . Each is a subtle compliment to 
the skilled craftsman who captured the 
magnificent beauty of the artist’s conception. 
The shining splendor of their styling is matched 
only by their unswerving honesty .. . their faithful 


recording of the passing hours. 


T. 8-DAY 7-JEWEL CLIP CLOCK WITH ALARM. A bright 
new idea in clocks for the busy executive or housewifel So 
slim is the case that it's hard to believe it conceals a reliable 
alarm that will help you keep those pressing appointments! 
Clip safeguards important papers, Gilt numerals. Luminous 
hands and hour dots. A flattering gift that serves as a constant 
reminder of your friendship. Size: 534” x 37/16” x 1%”. 

7866 Retail 22.50 Plus Tax 


P. 30-HOUR 7-JEWEL BOUDOIR ALARM. 
A jeweled fantasy of brilliance! White 

% ’ baguette stones with round colored stones 
i S-DAY 7-JEWEL BOUDOM = in Rose, Aqua, or Crystal. Silver finish dial, 
gilt numerals with luminous hands and hour 
dots. Size: 2% "x3" x1 Yo a 
721 Retail 19.95 Plus Tax 


Specify Color. 


Prices 
* onWest Coast 
“A & Slightly Higher 
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Q. 30-HOUR 7-JEWEL MUSICAL ALARM. This gently cheer- 
ful alarm plays a happy tune... nudges you benevolently into 
wakefulness. Floral design, Raised gilt numerals, luminous 
hands and hour dots. Crackle enamel finish in Ivory, Jade 
Green, or Light Blue. Size: 2%" x 3” x 1%”. Specify Color. 

744 Retail 19.95 Plus Tax 


R. 30-HOUR PETITE BOUDOIR 
ALARM. Built so sturdily, it completely 
belies its dainty appearance! Long- 
wearing, crackle enamel finish frames 
an enchanting gilt numeral dial, Lumi- 
nous hour dots and hands, In ivory, 
pink, or black. 2%” x 2%” x 1%”. 
117 Retail 10.95 Plus Tax 


S. 30-HOUR 7-JEWEL ‘‘CUTIE’’? ALARM. Attractively unconventional 
this radiantly lovely “carry-all"’ is both glamorous and timeworthy. Smart 
gilt numerals, luminous hands and hour dots. Open: 3716” x 154" x 2%”. 
737 Retail 18.95 Plus Tax 


Same but in Brown or Green Tortoise, or Jet Black Enamel. Specify Color. 
738 Retail 19.50 Plus Tax 
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PHINNEY-WALKER has been awarded 
the exclusive Fashion Academy Medal- 
lion for superiority in styling. 







eee distinguished 
travelling companions by 
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day in... day out dependability 


U. 30-HOUR DESK TRAVEL CLOCK. (Non- V. 30-HOUR DESK OR TRAVEL ALARM. America's smoilest W. 30-HOUR DESK OR TRAVEL ALARM. 



































Alarm.) On. your desk, or in your suitcase travelling alarm clock! Yet as completely trustworthy as ‘‘Old Faith- Rugged to absorb the abuse of steady trav. a 
this compact clock keeps time with preci- full’’ Flips open for easy visibility on desk or dresser... snaps eling. Luminous numerals and_ hands. ‘4 
sion accuracy. Luminous numerals, hands. shut for extra protection on trips. Handsome simulated leather Smooth corners can’t catch fabrics. Simu- " 
Brown Pig, Blue, Maroon. 33% x33%"x1%”. case is trimmed in bright, brass-finished metal. Luminous numerals lated leather case. Available ‘in Brown Pig, 
PW16 Retail 6.45 Plus Tax and hands, Tan, Brown Alligator, or Maroon. 3%” x 3%” x 1%”. Blue or Green. 47/16” x 3/16” x 1%”. 

PW27 Retail 8.95 Plus Tax PW26 Retail 8.95 Plus Tax 


Slightly larger. 
PW15 Retail 6.45 Plus Tax 


Phinne; Walker 


For many years the popular favorite with millions 
of clock users! These reliable Phinney-Walker 

models are ... time-wise .. . style-wise ... 

a great clock value! Always the acceptable gift! 











Y. 30-HOUR GILT METAL BOUDOIR DESK ALARM. The splendor 
of gleaming metal fashioned into flowing lines of sheer loveliness! 
A wonderfully versatile clock—enchanting in your home or dignified 
and businesslike on your desk. Graceful numerals and smartly 
styled hands are luminous. Gilt color dial harmonizes with the gilt 
metal case. Size: 3%,” x 5%” x 15%". 

PW43 Retail -12.95 Plus Tax 


Prices on West Coast 
Slightly Higher 


X. 30-HOUR CLOCK AND CIGARETTE BOX COM- with tf 
BINATION. A practical and handsome desk accessory 
that's distinctively different ...a complement to your FOR 5 
coffee table or a gift that will be long remembered. 
Brown Alligator simulated leather case enhances the 
attractiveness of the reliable clock. Gilt hands ané 
numerals, Overall size: 13,” x 6 x 4%. 


PW20AL Retail 9.95 Plus Tox #Consyls ) 





Z. 30-HOUR GILT METAL BOUDOIR DESK ALARM. §) 41), 

The clean simplicity of the design adds a distin- | 
. ; , , 411 Fig 

guished note of elegance to this compact timepiece. 

Gilt metal with harmonizing gilt color dial. Luminous 

numerals and hands. 3” x 34%” x 1% . 

PW42 Retail 8.95 Plus Tax 
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© Copyright 1954 Semca Clock Co TIONA 








Consult Your Wholesaler « Semca Clock Company Inc. « 30 Irving Place, New York 3, N. Y. F EE 






Mrtry: GIVES YOU MUCH MORE FOR ’54 
qMUCH MORE PROFIT—MUCH MORE SELLING IMPACT 


with the PROFIT-PLUS ASSORTMENT 







oF BEAUTIFUL SIMULATED PEARL CREATIONS 
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_- ‘Elegance’ and ‘Classique’ necklaces 
in the fabulous new caryyette with 


es * 
ee St. Mp 
: “ei 
Ne. % * 
be: : 
a. ‘ 
%;, : 
"i % ¥ om fe 
%, 
%, 
i : 
% 
%, , 
ty . 
eis i Ea 
%, ee % S 
% ae 






















I'S A FREE GIFT! IT’S BIG FASHION NEWS! 
I'S AN AMAZING SALESMAKER! 


FREE! to you—to give to your customers— 

this handsome Carryette with “4.picture-album 
monogram plaque” will produce fast sales for you all 
through Fall and the Holiday Gift-giving season, 
because Deltah national ads will feature this Free 
Grryette in promotions for the “Elegance” and 
‘Cassique” necklaces. A small investment gives you a 
comprehensive variety of beautiful simulated pearl 
necklaces in the important retail price ranges, when 
you buy the “PROFIT-PLUS ASSORTMENT”—and 
with this—you get $25.00 additional profit bonus! 

OR ‘54—DELTAH GIVES YOU MUCH, MUCH MORE! 





AT BETTER JEWELERS 


Consult your wholesaler 
| HELLER & SON, INC. Deltah 


41) FIFTH AVENUE, NEW YORK 





SIMULATED PEARLS 









vRE SALES FOR JEWELERS WHO PROMOTE DELTAH WHEN THEY TIE-IN WITH DELTAH 
an = IN LIFE © SATURDAY EVENING POST * AMERICAN WEEKLY * PHOTOPLAY 
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September 25 through November 27 
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Greatest watch promotion 

in Gruen history—out to 

powerhouse new business 
into YOUR store! 


The current sales situation calls for ACTION! We’re not 


pulling punches! . . . we’re giving you the greatest power- 
line of action the watch business has ever seen! 


a brand-new line of brilliantly styled 
LO iy watches —the most beautiful values 


ever put into a promotion! 
Ouw great cash savings on each watch you order 
before September 25! 
as much as $30 extra profit on 
. Lou each watch you order before September 25 


and sell after November 27! 
terrific turnover and store traffic , 
You because your customers will want to save 
up to $25 by buying early! 
a tremendous concentration of advertising — 
Ou TV, radio, national magazines — 
week after week after week, PLUS the most 


generous Co-op Plan in the industry! 


Take a turn to better aa 


a1 
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Magazines... Newspapers ... Radio... Television! 
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Count the candies... and count yourself bucky. Sowe up “25 
(STUEN 80th Anniversary 


Special Introductory prices! For a limited time only! 
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Nobody can maith thic 
enticing Blast 


to bring you the hottest watch 
business of the year! 


! ly Every 8 days full-color 


national ads breaking throughout the promotion. 


That’s the kind of support Gruen is putting behind 
you and your Jubilee Values business! Starting 


with a full-color spread in Life—going on with full- 











color pages in Life, Look, Saturday Evening Post, 
Ebony . . . and big ads in newspapers from coast- 
to-coast! 
Que, Greatest radio and TV network lineups ever seen in 
| = the industry — with Walter Winchell backing Jubilee 
Values every Sunday night on the ABC network... 






‘ a ae = = ‘ just one part of your blanket advertising coverage 
YcRUEN |..hilgo: «| by Gruen! , 
. JUD : 
 —— | BIT Stunning display material catches ; 
conn . | — O the eye — and the customer — at 
aes 7 a Le ly iy point-of-sale. The Jubilee Value 
Salat > a package includes every promotional 


aid known to the industry — turned out in a fresh, new, 
eS me way to bring business into your store! 








Don’t make any watch commitments until your Gruen Salesman shows 


G re a = N you the Gruen Powerline for Profits! 


The Gruen Watch Company, Cincinnati, Ohio 
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The watches that are really water- 
proof* — and the proof is in the 


package. 



















All Waterama watches are factory- 





sealed in water-filled plastic enve- 


lopes — handsomely gift-boxed. 


® Most startling idea that ever drew 


crowds to your window. 


@ TV, radio and movie spots, window 


displays, streamers, mats, publicity. 


@ Just what you need to build 


sales during summer months. 


Famous Wyler Double : 
Guarantee waterproof*, {7 & en te. - tas 


shock-resistant 


Prices $29.95 to $71.50 


Write, wire, phone for 
6 watch sample assortment 
and promotional material 


WYLER WATCH AGENCY, INC., 630 Fifth Avenue, New York 20, N. Y. 
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pair watches 
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THE SPRING BAR 


#515 











THE GUARD CHAIN 
#742/3 











THE SPRINGS 


#742 






THE GUARD CHAIN 2 \G@ fits all nationally advertised’ bracelet watches 
~— now $3.50 dozen : 
EP iraa/2 1/20-12k GF through- 


ee 


: on oe a lores | s white. gold filled—finished in genuine RHODIUM (the. 
| | na durable and non-tarnishing precious. metal) 





e snaps have positive holding action and long life 














e@ + special: prices for limited time h only at Naomi Certified - 
Dealers. | 


e available in. white; yellow and pink gold filled 


- 


= now 2 date Spe es = rs: NAOMI: The one complete source for fast moving 
1093 ght = ‘Snap. Band Findings 





lf be “oe material. house is not a Certified Naomi 
Fs y oy res | ‘Dealer, send order direct. It will be shipped immediately, 
Bo = “ wn" ee hee and billed through your nearest Naomi Certified Dealer. 


QUALITY. 
FINDINGS © 


Spe aie Rg % 
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No, 8391 


i aa ot ‘ a= : 
= | US , 
C2 a retails at $100 
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When two great promotional names such as Rhapsody 
Diamonds and Feature Lock Interlocking Rings (advertised 
and pre-sold in LIFE and 20 other consumer magazines) 
combine forces, it means a powerful selling attack. Write 
No. 8960 today for this profit-making Bible Display package. . 
retails ot $125 available on 10 days’ approval. 





RETAIL VALUE 
(SIX RINGS) Sees cecg Me 


your cost ........ 298.00 





YOUR PROFIT ........ 527.00 


Cash in on this promotion... backed by National 

Advertising . . . FREE bible display (As Illustrated). 

Size 5%'' x 9°’, Lifetime Diamond Guarantee 

Certificates, Stuffers, Newspaper Mats, Radio Script 
. upon request. 





No. 8963 retails at $200 | 


half a century of diamond superiority 


S. KORFF & SON 
Korff Building 








914 WALNUT ST., PHILA. 7, PA. 
PHONE: WA 2-1255 
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He's 
oot the 


"BEST SELLER 


for you 


Here’s a man worth talking to! He can show 
you quickly how to ring up more sales on 
your cash register—through advertising in 
the Classified Telephone Directory. 


The Classified has proved itself a real 

“best seller”. It’s found in practically every 
home, office and factory. And so many ~ 
people use its ‘yellow pages’ to find out where 
to buy the products and services they need. 


Naturally, the more product or service 
headings you're listed under, the 

more prospects will find you. The Classified 
Directory Representative knows plenty 
about local buying habits. He can give you 
many sound suggestions for getting more 
customers, more business, more profits. 





Call your local telephone business office — ask for the Classified Directory Representa- 
tive — make a date to let him show you how to put this “best seller” to work for you! 
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Report on a Revolution 





Omega meant what it said 


when wt challenged the price-cutters 
within the industry. Herewith, a first-hand 
report on what has happened since. 


Early in 1953, Omega made the revolu- 
tionary announcement that it was out to main- 
tain established retail prices and eliminate 
non-cooperating dealers. “Revolutionary” be- 
Cause it came at a time when so many jewelers 
were losing faith with the promiscuous sales 
policies of their suppliers. 

Jewelers applauded this daring move by 
Omega... welcomed it as a responsible and 
far-reaching decision that might help to re- 


stabilize the entire industry. 


Unfair Competition Curbed 


There were some skeptics, of course, and 
they were heard, too—but not for long! Before 
many months had passed it was apparent that 
Omega was truly dedicated to its task. ‘To date 
Omega has dropped from its list of franchised 
dealerships all retailers whose sales policies are 
considered harmful to the welfare of other 
Omega jewelers. 

While there will always be some leaks, the 
Omega Distribution Program has provided a 
healthier security within the industry. Other 
leading brand manufacturers are now follow- 


ing Omega’s example. 


No jeweler can build his business on solid 
foundations if his stock is “‘price-footballed.” 
The siren lure of the price-cutter has only in- 
creased Omega’s determination to practice a 
distribution policy of complete soundness and 
fairness. With its vantage point of world-wide 
distribution, Omega knows from experience 
the many benefits which accrue to the jeweler 
when prices are vigilantly maintained. 

In the future, as in the past, Omega has no 
intention of letting the fine jewelry stores in 
which its watches are sold become convenient 


show windows for discount pirates. 


Demand Proves Policy Sound 


The success of this policy is reflected in the 
greatly increased demand for Omega watches. 
In fact, since the end of World War II, Omega 
has continued to sell more watches than it can 
produce. The facilities of the tremendous 
Omega factory in Bienne, Switzerland, have 
been expanded many times to meet the con- 
stantly increasing demand...not only in the 


United States, but all over the world. 
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While Omega distribution has always been closely 
supervised, further precautions have been taken 
to screen all retail outlets and wipe out bootleg- 
ging. Today, if an Omega is sold under list price, 
it can be quickly traced to its original source and 
the situation corrected. Using a special corps of 
shoppers and legal action whenever necessary, 


this problem is always under control. 


The Future of the Quality Jeweler Depends on Selective Distribution 


Omega sincerely believes that fine watches are 
best sold and serviced only through quality jewel- 
ers. Therefore, Omega pledges that it’s crusade 
against price-cutting will be vigorously enforced, 
not only to protect the interests of its franchised 
dealers, but inevitably to strengthen the _ posi- 


tion of every trademarked product sold by the 


jewelry industry. 








How the Omega Profit and Security Program 
Helps the Jeweler 


] Omega’s every action is taken for the security and prosperity of its select 








group of franchised jewelers, comprising leading jewelers in each city or 
community, distinguished for their integrity, competence, progressiveness 
and high standing with the public. Omega will never sell to jewelers of 
questionable reputation whose shortsighted and destructive merchandis- 


ing methods threaten to upset the entire market for fine watches. 


Omega watches are fair-traded under the McGuire Act. Their resale prices 
are vigilantly maintained. Omega prevents the bootlegging of its watches 
by every means in its power, including a staff of special shoppers. ‘The 
serial number of each Omega watch is registered together with the name 
of the dealer to whom it was first sold. ‘Thus, Omega can trace illegitimate 


sales to their original source. 


3 ‘Omega continuously supports its fine jewelers not only with security 


agallist irresponsible competition, but by an extensive program of inte- 


grated point-of-sale assistance and advertising cooperation. 
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MEGA 


THE WATCH THE WORLD HAS LEARNED TO TRUST 





NORMAN M. MORRIS CORPORATION, 655 MADISON AVENUE, NEW YORK 21, N. Y. 














NOW -—to complete America’s fastest selling decorative clock ling. 
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W E W 23-inch large size! 






















See the Syroco Clock Exhibit! 
Booth E-3, Empire Room 
New matching accessories open Waldorf-Astoria 
way to high-profit ensemble sales! during the American National 
Retail Jewelers Assoc. Convention 
In addition to Clocks, other new Syroco Accessories — Aug. 8—12 incl. 





Mirrors, Wall Brackets and Wall Sconces —will be intro- 


duced this Summer. All are keyed to the trend...designed SYRACUSE ORNAMENTAL CO.., Inc 
to ensemble in interesting wall groupings that spark SYRACUSE 2. NEW YORK 


customer imagination...often lead to multiple sales and 





: fi NEW YORK ... . 225 FIFTH AVENUE 
increased pro It. CHICAGO .. 1526 MERCHANDISE MART 
SEATTLE . 2028 SECOND AVENUE 








© 1954 Syracuse Ornamental Co., Inc. 














_ STRIKING NEW M 






© No. 2882 Lyre design. 
29” high, 6's” dial. Finishes 
— Metalgold, Metalsilver, 
White with Gold. $20.00 
Wholesale. 


No. 2885 Sunburst de- 
sign. 23's" diam., 6¥4" dial. 
Finishes — Metalgold, White, 
Black. $30.00 Wholesale. 





@ No. 2883 Diomond de- 
sign. 1912” high, 5%” dial. 
Finishes — Metalgold, Metal- 
silver, White with Gold, Pro- 
vincial, $15.00 Wholesale. 





'.) No. 2880 Crown design. 
13” diam., 5%” dial. Finishes 
— Metalgold, White with 
Gold, Provincial. $12.50 
Wholesale. 


No. 28805 — Same design as 
2880, with Electric Move- 
ment. $10.00. Wholesale. 





ALL CLOCKS PACKED ONE. 


BE A PART OF THIS AMAZING SUCCESS STORY 















2882 Clock with No. 2836 R & L Sconces 





When you purchase this clock line, you’re going to sell out. Rea- 
son—customers can’t resist the value—for, side by side, a $30 
clock in Syrocowood, the modern light-in-weight medium, and a 
$300 hand-carved original look alike—even to the grain of the wood! 
Result—large and small stores across the country are sending in 
re-order after re-order for Syroco Clocks — the easy-to-sell line that’s 
priced for a full 509% mark-up. 


These four dramatic new Syroco Clocks will get the same terrific 
reception. New features will make the demand greater than ever. 
All EIGHT Syroco Clocks now have guaranteed 8-day front-wind 
JEWELED MOVEMENTS! Four clocks, plus a host of other Syroco 
Accessories, are available in the smart, new METALSILVER FINISH. 
# Three clocks, wholesaling at $12.50 with jeweled movements, are 
available with ELECTRIC MOVEMENTS at $10.00 wholesale (Nos. 
2880, 2782, 2784). See new price list. 


WRITE NOW for new catalog supplement 54S and complete new 
price list, illustrating new items and complete clock line. 
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LUPTE’S BREATHTAKING 40TH ANNIVERSAR 


COMPACT AND COSTUME JEWELRY LINES 


WHEN YOU SEE VO 


lry exhibits at 
Hotel, 


ta 


August 8-12 
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Waldorf-Astor 
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See our compact and costume 
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Adolphus Hotel, 
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Penn Hotel, 


Parker House, Boston, 


September 5 


ittsburgh Jewelry Show, Wm. 
ift and Jewelry Show, Hotel Albany, 


Denver, September 23-26 
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393 FIFTH AVENUE 
COMPACTS « COSTUME JEWELRY 


CARRYALLS ¢ LIGHTERS ¢« PILLBOXES 
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See the Modern 





METALS FOR JEWELRY 


AT ALCOA BOOTH, E-6, E-7, E-8 





The quality-minded retail jeweler who 
knows his reputation depends upon every 
sale—the conscientious manufacturing jew- 
eler who associates his name only with 
quality products, regardless of price range 
—both will have their questions about 
aluminum jewelry answered at the Alcoa 
Booth. 

They will see displays of manufacturing 
jewelers’ products in Alcoa® Aluminum, 
with the brilliant, lustrous Alumilite* pro- 
cess finish in a range of colors. They will 
see an actual Alcoa Alumilite operation, 








applying a permanent finish to aluminum 
jewelry right before their eyes. They will 
have the opportunity to talk fully with the 
Alcoa technicians who will be staffing the 
booth at all times. 

Alcoa Research has developed alloys and 
finishing processes ideal for jewelry manu- 
facture. Let Alcoa’s sixty-five years of alumi- 
num knowledge guide you toward jewelry 
quality. ALUMINUM COMPANY OF AMERICA, 
2151-H Alcoa Building, Pittsburgh 19, Pa. 


*Trade Name of Aluminum Company of America 
for the Anodic Treatment of Aluminum. 











ALCOA 0 





ALUMINUAA 





ALUMINUM COMPANY OF AMERICA 
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FINE BONE CHINA | 
TABLE LIGHTERS AND SMOKING SETS / 


Strikingly designed in fashion-right colors by the country's! 
foremost creative stylists of home and personal accessorie * 
Their magnificent luxury and unprecedented acceptance has ~ 
established a new concept in home decor. be 


Lighter, Cigarette Box and Ash Tray Set to reflect © 
the beauty and graciousness of its owner's home. In strik- 
ing quilt design, hand-touched with gold. Illustrated in 
Pink. Also available in Onyx White, Basalt Black and 
Pastel Green. Gift packaged. Specify color. 


55 ba ab 6. ARIA 4 eree ee Retail $25.00 
Individual table lighter only—available as above. Specify 
color. 

is ss og edi ohawen dicate Retail $15.00 








Lighter, Cigarette Server and Ash Tray Set in graceful 
swirl design. Illustrated in Pastel Green. Also available in 


Onyx White and Pink. Gift packaged. Specify color. For the Modern Home. Tiny hand-painted fish 


81F-72-2 Vinee ieee ee ef oe ee ye ee ee ee a a ee a oe Retail $1 2.50 create a distinctive pattern on the White and Soft 
Gray background. 3-Piece Set. Gift packaged. 
. NS bo tba cn knbadssveusee Retail $20.00 













A Collector’s Delight—Stein Table Clever Shadow Box Lighter and Match- 
Lighter and 2 Ash Trays in White with ing Ash Tray in Gold and White, framing 
quaint antique autos reproduced in Currier and Ives winter scenes repro- 
full color. 3-Piece Set. Gift packaged. duced in natural colors. 2-Piece Set. Gift 
825D-64-2.......... Retail $15.00 packaged. 

Lighter only. As above. reer Retail $15.00 







925-64-2... 2. ....03 Retail $10.00 


~, 














ALL ILLUSTRATIONS 1, ACTUAL SIZE 
ENTIRE BODY OF EACH LIGHTER IS FUEL RESERVOIR 





VRC 


TABLE LIGHTERS AND SMOKING 
OF FINE BONE CHINA 


Decorator-styled in Precious Gem Colors 
Hand-decorated. King-sized Fluid Capacity 





















ea cee Classic Urn Table Lighter, fo, youl 
home—for a gift; its simplicity is sue ™ 
A graceful swirl design table lighter to please the most discriminating taste, | 


in Onyx White, hand-decorated with Illustrated in Pastel Green. Also avail. » 


















gold. Also available in Basalt Black able in Pink and Onyx White. Specify 
and Pastel Green. Specify color. color. 
0 eee Retail $15.00 og eee Retail $12.50 




























ENTIRE BODY OF EACH LIGHTER 
IS FUEL RESERVOIR 














Exquisitely designed set in the modern manner. 
Illustrated in Lapis Blue, hand-rimmed with gold. 
Also available in Onyx: White, Pearl Gray, Jade 
Green and Basalt Black. (See color samples at left.) 
Gift packaged. Specify color. 

Ch + a5 4'Saav's cess keb« oye Retail $15.00 


“a a 


Re 


Tonys 


t hi . ee 
x 


As a set or separately, this lighter 
with matching ash tray makes a lovely 
accessory note. Shaped like Cinder- 
ella's coach in Onyx White trimmed 
in gold. Also available in Basalt Black 
and Lapis Blue. Specify color. Matching Ash Tray. Specify color. 

PE kstwsewedad Retail $15.00 Peer e rere Retail $3.00 


oe 


Elegantly Jeweled Table Lighter. A dec- 
orator’s piece to be cherished. Green and 
Gold simulated enamel stones on antique 
ivory. Hand-trimmed in gold. 

SS eee nae ee Retail $20.00 





al Distinctively designed set in the mod- 
ern manner—made for today’s easy living. 
Illustrated in Basalt Black. Also available 
in Onyx White and Lapis Blue. 2-Piece Set. 
Gift packaged. Specify color. 
ES <6 be kek e.o-0dare Retail $10.00 





A 4-piece smoker set in contemporary design. Illustrated in Basalt Black, hand: 
decorated in bright gold. Also available in _— White. Gift packaged. Specify color. 
EE 6 66.6.5 06 606060600 ewserenes TETTEVITTLECEL TTT TT Retail $12.50 


ALL ILLUSTRATIONS ', ACTUAL SIZE 
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FRENCH ENAMEL (LIMOGES) 


The “Jewelry of the Home’’—Masterpieces of finest 
craftsmanship by the world’s foremost creators of 
fashion-wise accessories in vitrified enamel fused 
to metal for beauty and permanence. 


Jewel-embedded lighter, cigarette urn and ‘‘versa-tray'’—An unfor- 
gettable gift for any occasion. Illustrated in Pastel Yellow with contrast- 
ing light Topaz enamel stones. Also available in Green, Olive and 
Turquoise with contrasting enamel jewels. Gift packaged. Specify color. 
TSS Perret ee eee Retail $42.50 


“— . ©. i 
ie st ae ee ee 
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ALL VERSA TRAYS 

(candy dish or ash tray) 

FURNISHED WITH 
BALL FEET 


























Provincial Rooster struts proudly Gay petit point pattern lighter Oo-la-la! Three-piece French poodle set with ash tray, 
on this slim lighter. Pretty and is perfect for the person who lighter and cigarette urn. The adaptable ‘‘versa-tray ' is 
decorative .. . In Yellow, Red loves the traditional, for it looks a show place for the pert black poodle on a mottled 
and Gold on Jade Green back- at home among cherished pos- gray background. Gift packaged. 

ground. : sessions. Design on white. ES PPR error errr Retail $37.50 
562-654-2..... Retail $10.00 562-375-2....Retail $10.00 














Slim jeweled cigarette box and table lighter 
make a set to be treasured. Case sits on four gold 
ball feet. Olive, Green, Straw or Turquoise with 
contrasting embedded enamel! stones. Gift pack- 
aged. Specify color. 

POSE ss inks chatateneaien Retail $35.00 








ENTIRE BODY OF EACH LIGHTER IS FUEL RESERVOIR 






Stylized stallion table lighter with 
matching ash tray. Perfect pair for office 
or den. Black stallion, gold trim on gray 
background. Gift packaged. 

fae ee ee Retail $17.50 





ALL ILLUSTRATIONS ', ACTUAL SIZE 
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A gift he will long cherish _ 4 
smoker's set consisting of lighter 
cigarette server and ash tray: hon 

some in golden metal and polished 
genuine leather. Mounted on 4 be 

feet. Ash tray has removable olau 
inner-liner. - 
1R-27-2 Black Morocco q 
Retail $15.99 
TR-27-2 Ostrich .. . Retail $17.5 

TR-27-2 Alligator. .Retail $20.69 

















he e fiber glass 


ee fvel control ee Slice, ) Evans sensational new “Petite? 
x ich insures hun- ————— —— ; Carryall. Beautiful swirl design if 
, > oe et two-tone gold. Metal mesh handle. 
Contains automatic lipstick, coin, 
holder, automatic lighter, door- a: 
powder compartment, velour 
large make-up mirror and separ 
space for cigarettes. : 
H 42-131-17 Retail $22.59 
Plus 10% Tax . 





V0 





Evans ‘‘Lamp-Liter’’ for his office or den. A clever 
and useful gift: A fine lamp with 3-way socket and 


a bone-china table lighter in Onyx White, hand- STYLE ACCESSORIES 


decorated with game birds. Available with Green ‘ 
Hii“. ° DISTINCTIVE GIFTS FOR THE VERY SPECIAL PERSC 
LP-815-74-2 Retail $25.00 IN YOUR LIFE ’ 
Game bird lighter only. 


815-74-2 Retail $15.00 For the Man—A handsome pocket lighter or desk s 


For the Woman—A dainty pocket lighter, a k 
set or one of the new and Oh!—So fas 
glamorous Evans Carryalls. 


Matching Compact and Lighter Set MANS sign in cltemiog a 
ornamented with a distinctive Heraldic | 2. ee 

design in Black and Gold. Petite com- 
pact has tap-sifter and double velour 
puff. Golden metal trim. Gift boxed. 
EE-388-2 Retail $7.00 





Metal mesh handle. Contains 
matic lipstick, coin holder, | 
type powder compartment, ¥ 
puff, large make-up mirror a dy 
rate compartment for regulg 
king-sized cigarettes. : 
H 43-360-2 
Plus 10% Tax 











Evans “Supreme’’ Men’s Pocket 
Lighter, Tall and trim. Engine-turned 
design with engraving shield for initials. 
51-25-2 Golden Metal.Retail $3.00 
51-25-3 White Metal. .Retail $3.00 


Evans Carryall. Distinctive a 
design in two-tone gold. Chaint 
dle. Contains automatic lipsti¢ 
holder, door-type powder com 
ment, velour puff, large 


Evans ‘‘Petite’’ Ladies Lighter—En- mirror and separate compar 


gine-turned design, with engraving regular or king-size cigarettes. 
shield for initials. Te a HM 43-233-17... .Retail 
55-619-2 Golden Metal.Ret. $3.00 ee Plus 10% Tax 
55-619-3 White Metal. .Ret. $3.00 








Evans ‘“‘Jumbo.”’ A generously pro- 4 
portioned lighter for the man who Evans Carryall. New engine q 
wants months of carefree service. Ex- BEF OR gy. design aacctaaneiial with simu 
tra large fuel capacity. Covered wit — SSS Sapphire mounts. Golden mel 
genuine leather. Golden metal trim’ ee SS hee ig sere Contains 
50-27-2 Light Brown Calf : : — pening | , 

Retail $ 5.00 
50-27-2 Ostrich Retail $ 7.50 
50-27-2 Alligator....Retail $10.00 





matic lipstick, coin holder, G0or 
powder compartment, velour | 
large make-up mirror and sep@ 
compartment for regular and ® 
size cigarettes. 4 
HM 43-234-2 Retail 994 

Plus 10% Tax | 





Evans ‘‘Benner.’’ Graceful engine- 
turned ce: gn with engraving shield 
for initials 

52-20-2 Go cen Metal.Retail $3.00 
52-20-3 Whi'e Metal. .Retail $3.00 POCKET LIGHTERS ILLUSTRATED 2/, ACTUAL SIZE. 


CARRYALLS AND SMOKERS SET ILLUSTRATED ¥/; ACTUAL SIZE. 
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You can recommend beautiful 
Granat Wed-Lok diamond 
rings with confidence. FIRST 
and BEST of all locking rings, 
exclusive, “click action” Wed- 








Loks assure customer satis- 
faction and increased sales. 


jameyes! 


$100 the ensemble f H A | A | | | 


| Zz Moniferte Z a / - J, UY 














S. PAT. OFF. WED-LNK RINGS ARF PRNOTECTEN Ay | 








new watch 


Here’s the brilliant culmination 
of two and a half years of 
dreaming, planning and hard 
work by the new young 

team at Waltham, 

It’s the exciting “New Young 
Waltham” line! Built with all 
the precision, accuracy and 
dependability for which 
Waltham is traditionally 
famous, this new line is styled 
for young America — the 
nation’s biggest single watch 
market — and for the 

young in spirit! 

And it is priced to match 
young budgets! Never before 
has any watchmaker offered 

so much for so little! 


new Young 


This new line will be introduced this fall by a complete, fresh, 

new national advertising and merchandising campaign geared in a new 
young, fast-paced tempo. Details will be coming your way shortly. 

You can be sure of this: The Walthams you accept today will move out — 
faster and more profitably than ever before! Your investment is 

fully protected by Waltham’s Controlled Production Policy 

and Waltham Wholesaler Distribution! 


TIME IS A WALTHAM 








promotion in a decade! 


| | Plus Tax 


($29.75 after November 15)* 
17 J Precision Movement 
Yellow SB Case 


($37.50 after November 15)* 
17 J Precision Movement 
Yellow SB Case 








30% 


($49.75 after November 15)* 


19 j Precision Movement 
Yellow SB Case 


All prices subject to change. 


you earn full profit on the low promotion 
' price — you earn even more after the 
promotion! See your wholesaler’s 
salesman or write Waltham Watch 
before you buy. 


| WAT CHWORD vattian the Worcr city, mass. 
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IF YOU ARE NOT SELLING 
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DIAMOND WATCH ATTACHMENTS 
| AND BRACELETS 

YOU ARE LOSING 

PRECIOUS PROFITS THAT 

WILL GROW AND MULTIPLY 

FOR YEARS TO COME 


LLUSTRATED ARE TWO 
OF MANY STYLES AVAILABLE 


*“Add-a-Link IS THE DIAMOND WATCH ATTACHMENT 
OR DIAMOND BRACELET YOU CAN ‘GROW’ BY ADDING 
ADDITIONAL LINKS ON ALL GIFT OCCASIONS. 


SERVING AMERICA’S LEADING RETAIL JEWELERS SINCE I916 


Kaspowr by Cah ncorrorrres 


MANUFACTURING JEWELERS ¢ DIAMOND IMPORTERS 
126-132 West 46th Street, New York 36,N. Y. ¢ 62 Rue Du Pelican, Antwerp 











VISIT US AT OUR SUITE 680-682 
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FOR AuGusT, 1964 






























an 
eye 
for 


fashion... 


THE THINNEST 
AMERICAN WATERPROOF 
DRESS WATCH CASE*... 


The man who keeps an eye on time has been 
waiting for a wafer-thin dress watch case that’s 
beautiful — and most important — waterproof. 


and here it is... 
1.D.’s newest style achievement. 


The finest, wafer-thin, certified waterproof watch 
case... precision made by I.D. expert crafts- 
men. Mirror lapped and beautifully styled, it 
will appeal to the good taste of a “fashion 
plate’’...or to the busy executive who wants 
a watch he can wear without worry. 


Available in 10K rolled gold plate, 10K gold 
filled with stainless steel back...at leading 
watch importers and manufacturers. 














I. D. WATCH CASE CO.» INC. 


Serving Watch Manufacturers and Importers Since 1910 


GENERAL OFFICE AND FACTORY: eS 7 P 
137-11 90th Avenue, Jamaica, L. 1. > JAmaica 3-8700 e 


NEW YORK OFFICE: Joseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 726373 - / 4 
CHICAGO OFFICE: William Bart, 29 E. Madison St. ¢. LOS ANGELES OFFICE: Leonard = : Le 
J. Ravven, 215 West 5th St. © EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, eS 

15 Maiden Lane, New York, N. Y. *Pot. Pending 
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ADVERTISEMENT 


TELEVISION'S “SUCCESS STORY’ 
PROGRAM SPOTLIGHTS A. BLUMSTEIN 
AND LUCIEN PICCARD WATCHES 


Famous watch manufacturer 
subject of TV program 
devoted to American 
industry leaders! 


Mr. A. Blumstein (left) tells 

"Success Story's'’ TV audience the story 
of Lucien Piccard watches, while 
Dwight Weist, program M. C., looks on. 


Mr. A. Blumstein, and the world-famous Lucien Pic- 
card watches which he manufactures, were the recent 
subject of “Success Story,” a 30-minute television pro- 
gram devoted to portraying various leaders of American 
industry. 

Telecast via New York’s WABC-TV, this edition of 
“Success Story” provided viewers with the inside story 
of the manufacture of Lucien Piccard watches from the 
receipt of the gold bullion to the setting of the last 
diamond in the case. This story was dramatically told 
in all its stages through a film actually shot on location 
in the Lucien Piccard plant in New York. A highlight 
of the program was the showing of a platinum and 
diamond Lucien Piccard watch worth $10,000. 

Following the film, Mr. Blumstein, in a personal inter- 
view with Dwight Weist, “Success Story’s’” master of 
ceremonies, told of his own and his family’s background 
in the watch industry. He related a number of interest- 
ing anecdotes about watches, including the manner in 
which the wrist watch was first devised by World War I 
soldiers, who encased their pocket watches in leather 
bands on their wrists for quick reading. In addition. 
Mr. Blumstein told of the many style innovations which 
he developed for the watch industry. These new fashion 
notes not only increased watch sales for Lucien Piccard, 
but for the watch industry as a whole. 

For example. it was during the business doldrums of 
1932 that Lucien Piccard introduced a man’s wrist 
watch with a diamond dial—flying directly in the face 
of trade opinion that “it wasn’t the right time.” The 
tremendous public acceptance of this radical innovation 
almost immediately resulted in many other firms adopt- 
ing the diamond dial. 

Again, five years later, Mr. Blumstein had another 
startling “Success Story,” with the ruby and diamond 
cocktail watch. Here again, a Lucien Piccard watch 
innovation proved to be such a success that practically 


70 


all other manufacturers soon followed suit. 

However, it is the pearl watch which has captured 
the imagination of Mr. Blumstein and which, under his 
designing impetus, has started a completely new fashion 
cycle in watch design. Today, the Lucien Piccard “Pearl 
Watch” has become a classic that is associated with the 
name of Mr. Blumstein, its designer. 

Mr. Blumstein expresses amazement at the fact that 
many a well-dressed woman will wear the same ordinary 
timepiece with an evening gown that she 4!se wears 
while shopping in the super-market. 

“Watches.” Mr. Blumstein declared, “are not only 
utilitarian, they are specifically designed to be used as 
decorative accessories for each dress, suit, or gown worn. 
The ‘Pearl Watch,’ of course, adapts itself for most every 
costume, and should be a ‘must’ in every woman’s ward- 


robe of watches.” 


Three new Lucien Piccard watches of "Incomparable 
Original Design" are displayed by Mr. Blumstein on Suc- 
cess Story.” 
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ON THIS SPECIAL ANNIVERSARY 
GROUP OF INCOMPARABLE 
ORIGINAL DESIGNS 

spectany Priced For This Event 
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WYYSHF0004 #162 A — 


Choice. cultured ° 0.6 #262 — Mother of pearl 
pearls - 115 dial, 72 garnets 17 
14 K gold case, 17 jewel of them. 14 K >on. jewel movement, in 
movement. old case, 17 ewel 14 K gold case. 
$80.00 Keystone 3 ccm dates t & 2908 $105.00 Keystone 
: peor! dial. : 


$190.00 Keystone 2 
és gone o 


#551 — Elegant filigree dial, 
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, #139 D— n small & 
_ 14 large cultured Z a as 
| ee , s ets gaara a #179 D —A circle of 40 
F #$UY—"I Love You” Bracelet = 77> ae ps F matched and set; 3 star-cul gornets in an 
| combining 83 genuine ree (in 4 K gold a exquisitely designed disc 
| Star-cut garnets spaced — $97.00 Keystone _— —e 
| by 7 large cultured pearls | g $70.00 Keystone 
“yale «soa set in 14 K gold. : 
| doe $65.00 Keystone Here is our UNCONDITIONAL GUARANTEE* 
me ce : : a 
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If you do not sell any of these pieces — for any 
AN UNPRECEDENTED, reason whatsoever—-return them and your money will be 
UNCONDITIONAL OFFER refunded—_IN FULL and IN CASH. The quantity is 
TO CELEBRATE OUR limited to 1000 of each number . .. so place your order 
30th ANNIVERSARY! without delay. This is our way of saying “Thank You” for 
) 30 yonrs of outstanding success in the jewelry industry. | 


- © Guarantee on original order only. 
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Arriving from FRANCE 


The latest collection of GIFTWARES and FANCY GOODS produced by leading 
FRENCH MANUFACTURERS 


will be on show at the 


SECOND INTERNATIONAL 


GIFT AND FANCY GOODS EXHIBITION 
AUGUST 22nd to 27th 


aft the 
HOTEL ASTOR, New York City, GRAND EXHIBITION HALL, Stands 117 to 125 
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Buyers will be greeted personally by the Principals of these firms, 
or by their U. S. Agents: 





Crystal & Glassware: Cutlery: 


FRENCH GLASS CO., Inc., 610 5th Avenue, (Room 407), COUTELLERIE DE THIERS, Hotel de Ville, Thiers, (Puy de 
New York 20. Dome). 


' SAINT GRAAL, 117/104 Avenue Saint-Lambert, Nice, (Alpes ETS. A. ROBERT, 6 Rue Rochebrune, Montreuil sous Bois, 
Maritimes). (Seine). 


Clocks & Watches: 
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Jewelry: 


LES EMAUX ANDREE BAZOT, Paris. Agent: RICHOUX Co., 
Inc., 610 5th Avenue, New York 20. 


Porcelain: 
F. DESHOULIERES & FILS, France. 


PORCELAINE SINGER, Limoges (Haute-Vienne). Agent: MR. 
CHARLES LAMALLE, 1123 Broadway, New York 10. 


For further information please 
telephone COlumbus 5-5676 


FRENCH EXPOSITIONS 


BAYARD, Paris. Agent: L. HARRIS Co., Inc., 443 4th 
Avenue, New York 16. 


Fancy Goods: 


ETS. LEON LEVILLE, 48 Faubourg du Temple, Paris Xle. 


GIREP EXPORT, 5 Avenue Paul Langevin, Montreuil sous 
Bois, (Seine). 


ETS. A. ROBERT, (Brushes a specialty), 6 Rue Rochebrune, 
Montreuil sous Bois, (Seine). 


610 Fifth Avenue, (Room 414), 
New York 20. 


IN THE U. S., INC. 
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The World’s Largest Factory Devoted Exclusively 
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nufacture of Die Struck Mountings” 
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TESSLER & WEI 


Manufacturers of Dia 














A PUBLIC EXPRESSION OF 


OUR GRATITUDE TO THE WHOLESALERS 


WHO HELPED MAKE THIS POSSIBLE TO OUR WHOLESALER 


Dear Friends: 
We have pic 
big, new, modern fact« 


in making this beautifu 


Your success 
It is a wonderful source 
increased sales and pro 


maintained our unswe 


. PRESENTING WITH PRIDE 


Thanks agai 
always been more our f 


like to say at this time 




















TESSLER & WEISS, INC. 


Manufacturers of Diamond Mountings 
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2389 VAUX HALL ROAD 
UNION, NEW JERSEY 


TO OUR WHOLESALERS ACROSS THE COUNTRY 


Dear Friends: 


We have pictured for you, on the inside center fold of this page, our 
big, new, modern factory. We would like to thank you for your tremendous share 


in making this beautiful plant possible. 


Your success with our merchandise over the years has been our reward. 
It is a wonderful source of satisfaction when you tell us that our line has meant 
increased sales and profits for you. We believe it is important to you that we have 


maintained our unswerving policy of selling only to the wholesaler and manufacturer. 


Thanks again for helping to make our new planta reality. You have 
always been more our friends than just accounts on the books. We would simply 


like to say at this time -- it's a pleasure to do business with you! 


Sincerely, 























FOR AUGUST, 


1954 
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See Us at the Waldorf-Astoria, Booth No. 329, Jade Room 


NEW YORK WENT WILD OVER IT! 
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it’s fashion-new! — A sensa- 
tional sell-out in every New 
York store featuring it. Flower- 
like, scallop-edged face in 
sparkling jewel colors: Ruby 
red, sapphire blue or emerald 
green with matching suede 
— band; also golden with black 
suede ... all with extra 
mA NC white band. Swiss import. 
m &2. $10.95 retail. , 
1 Accompanying Men’s aN 
Watch, $8.95 x 
retail 
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SHEFFIELD WATCH CO. © 663 Fifth Ave. sinha York 22, N. Y. 


ATTENTION REPRESENTATIVES: SOME TERRITORIES STILL OPEN. CONTACT US. 





*© 1954—Patent Pending 
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IMPORTANT NEW POLICY 


Gem with the Burning Heart,'' the finest 


tloating opal is fully guaranteed against 


breakage and will be replaced free of 


charge. 





For greater protits 


and easier sales 


Insist. upon the best in 


quality and color— 


"( = with the 
Burning earl . 


PHILADELPHIA, PA. 


THE JEWELERS’ CIRCULAR-KEYSTONE 





Visit our Booths $7 and S8 
Sert Room 
Opposite the Empire Room 
(Park Avenue) 
Waldorf-Astoria 


FOR AUGUST, 1954 


B. A. BALLOU & CO. Inc. 


PROVIDENCE*RHODE 


ISLAND 











Manufacture de Montres 
DOXA 








Le LOCLE, Suisse 


Sap ene 











WATCH FACTORY 


NEW YORK OFFICE 
Audemars Piguet & Co., Inc. 


665 FIFTH AVENUE 
NEW YORK 22, N. Y. 
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Take pride in the chain YOU sell . . . select ct for QUALITY and appeal 


FOR AUGUST, 1954 
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Profits ...’Round the Clock! 
rnth UNA 


the LEADERSHIP Line— 


Underwriters’ 
Laboratories 
Approved 








No. 990 QUADRILLE 


Two waltzing couples of the French Court, in 
the full splendor of richly decorated attire, 
rotate gracefully on the circular dais and 
individually twirl before a captivated audience, 
glass-framed case 


No. 999 UNITIME i *List Price $19.95 


Glowing, 24K “gold plated”’ interpretation of 
famous French clockcraft. Simulated, on- 
view, hair-spring action. Decoratively en- 
hanced Lucite dial. Ornate pedestal. Glassed- C0 eo eS ge 
in mantel cabinet. Height 9% ins. [Ee Semaccnccercommmiect 2" In 1905 when United introduced and 


*List Price $29.95 ee _marketed its first clock, we were 
| Bay cee es, | inspired by the thought “Time Will 
Tell”...in the fifty years that 
have since ticked past, this theme, 
| Qk by gained reputation, might now 
No. 730 ae . be deservingly changed to 
Pe “Time Well Told”. Your Jobber, 
too, will agree—so see him! 





























WOODLAND WATERFALL 


Romantic equestrians pause to re- 
fresh, note the time and enjoy 
the illuminated illusion of 
cascading water. En- 
chantingly encased. 

*List Price $13.25 





? 
No. 975 ENCHANTE 


Famed promotion value. Brilliant 24K 
“gold plated’’ components. Fascinating, 
4-sphere pendulum action. Shatter-proof 
dome. Chenille ringed edging. Het. 13 ins. 


*I3 . ’ 
*List Prices are ee No. 65 DECOR WALLTIME 
slightly higher west 
of the Mississippi v4 CORP. Truly interpretive of 18th century Tole craft. 
Extended set-back rim (11 in. dia.) finished 
BROOKLYN 2, N. y in crackle maroon and crackle green. Also 
. available in 24K “gold plate’’. Dial face 

enhanced with roman numerals. 


*List Price $7.95 


cLrof 


A Division of the 
United Metals Goods Mfg. Co., Inc. 
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Sterling Silver 











Set N'7293/E7293 NS 
Pendant may be worn as pin A 
$18.00 per set boxed bys) 
RNG ee 47/7 
.. Mee see -_ 
Pin P7284 


$7.25 each boxed 





Set N7283/E7283 4 y, Ms ce hors , 
$15.75 per set boxed Se gy nS LOO Ovo lela lm ole) <= 


Posey A ALL PRICES ARE RETAIL PLUS FED. TAX 
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(Fe Set P7202/E7202 * 

a $17.25 per set boxed 


Set P7179/E7179 
$16.00 per set boxed 





Jewelry shown 
actual size 


All items 
olham elele. cele [re 





LD THRU WHOLESALERS ONLY 


CARL-ART, INC. 


” York Office: Mannie Levine 


est 34th St., New York, N. Y. Wlsconsin 7-1091 






10 South Wabash, Chicago, Illinois. 


o4 . 
Set N7292/E7292 — Bigs 
Pendant may be worn as pin 
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Set N7195/E7177 
$19.50 per set boxed 
( . 
\iite 
i ‘. 
Set P7201/E7201 | . 
$17.25 per set boxed : ) } 
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SOLD THRU WHOLESALERS ONLY 


Chicago Office: Howard D. Seebeck 
CEntral 6-41 67 
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HOW TO SELL DIAMONDS 


| 
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l 
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e NEW GLO-BRITE MOUNTINGS that make diamonds 
appear larger and more brilliant. A wonderful sales 
medium. 


e FINEST CRAFTED FINISH, coupled with traditional 
Lohengrin quality means truly satisfied customers. 


@ CONTROLLED MERCHANDISING PLAN. This ex- 
clusive Lohengrin plan enables you to carry less inven- 
tory through our perpetual inventory system. This 
proven plan has been highly successful with largest 
jewelry chains. 
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\LMS IN THE COUNTR, 
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While You Are in New York 
Sidney Fiddelman 
and Staff 


Cordially Invite You to Visit Them 
in Their Offices at 


126 WEST FORTY-SIXTH ST. 


* 


J. Fiddelman & Son, Inc. tus’ 


126 W. 46th Street, New York 19, New York 
Formerly of England, Klein & Levy, Incorporated 
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Introducing 
the New Line of 


bok Gutechnejder 


Jewelry 
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in beautiful, gleaming 
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The Modern Metal 
in the Old Tradition 
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Including Palladium Bracelets, 
Brooches, Earrings and 
Necklace Clasps—all set 


in Diamonds and Pearls. 
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See following pages for more details... 
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Selling in a Keystone price rangeof$100 ~— earrings can be counted on to be popu- 
to $300, these wonderfully fashioned lar sellers with your customers, too. 


These distinguished Gutschneider palla- teen different styles come in a popular 
dium brooches have a classic style that price range of $200 to $500, Keystone. 
will keep its appeal for generations. Fif- Send for a selection on memo. 





When you see these Jack Gutschneider This popular price range means business 
palladium bracelets . . . it may be hard for youl How beautifully palladium com- 
for you to believe that their Keystone plements the diamonds and pearls! And 
we we eee runs from $150 to $800. how safely palladium holds gems, too! 
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Sense 





ee dee Gutichineids Es tine of palladium necklace clasps helps 
sell more ‘Sidatla) They Keystone from $75 to $150. Their supe- 
riority is recognized immediately by experts and customers. 








in a wide range 
of popular prices: 


Send for a selection on memo! 





JACK GUTSCHNEIDER JEWELRY CO., INC. 
DIAMONDS ano JEWELRY 
665 FIFTH AVENUE 


New Yor« 22, N. Y. 


PLaz - 2876 
a © 3877 


To our retail customers: 


‘In our efforts to produce a fine product at 
moderate cost, we have selected palladium 
for perfect harmony between gem and 
precious metal. 

The gleaming white color of palladium makes 
the most of the brilliance of the gems. Its 
fine working properties enable our craftsmen 
to bring out designs that are intricate 
and appealing. 

Palladium not only makes a beautiful looking 
product but also one that is durable. 

And because palladium is so strong, it holds 
gems securely. Another very important feature. 
Through the medium of palladium, we are 
assured that we can serve our patrons with the 

highest quality at a moderate cost.”’ 
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When you see this new palladium line 
of Gutschneider bracelets, brooches, 
earrings and necklace clasps you will 
want to phone your regular customers 
at once. You'll say, “Come on down! 
I’ve got something different for you! 
They’re terrific values!” 


And even your most casual 
“shoppers” will see at a glance that 
this new Gutschneider Palladium 
Line offers a lot more for the money 
than they have been accustomed 
to seeing. 


There’s craftsmanship, beauty and 
quality in every piece of this palladium 
jewelry. 

Production is carefully supervised 
from start to finish in the Jack 
Gutschneider Jewelry Company’s 
own manufacturing facilities. And 
because palladium is so easy to work, 
fresh new designs in the old tradition 
are being created all along the line. 


See these traffic-building values 
for yourself. Send the coupon now for 
a selection of Gutschneider jewelry 
on memo. 
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Your Name 


Jack Gutschneider Jewelry Co., Inc. 
665 Fifth Avenue, New York 22, N. Y. 


Please send me a memorandum selection 
of palladium. (Please check category desired) 


(] Earrings. 0 Brooches [) Bracelets (] Clasps 





Company Name. 





Street. 





City- 











In selling beautiful Palladi 7 
rings, bracelets, brooches “al : 


rings and other kinds of jewe 
you get the help of a strong, colop. 


2," ful and continuing advertis; 
f 4 campaign in Harper’s Bazaar” 


Charm... Glamour cad Seventeen “ 


.; i Also, palladium jewelry is be; : 
™%, advertised directly to two millige : 
- & \ \men in Prue. f 


to increase your Palladium sales! 


Good reading means good business ... and we 
will supply you with free copies of several in- 
teresting and sales-producing booklets. These 
include: “Palladium, a Precious Metal of the 
Platinum Group” and “The Eight Precious 
Metals.”’ Mail these booklets to your customers 
or hand them out in your store. 


Advertise in your favorite local paper and save 
money by using these business-bringing news- 
paper mats featuring palladium. 


Fashion experts are fashioning palla- \ 
dium sales for you. The word is going 
around! Get gleaming white palladium! 


Take advantage of this helping hand. 











a precious metal of the platinum group 





We will gladly send you, without charge, a 

Basic Merchandising Kii containing all palla- This counter sign shows that you carry palladium 

dium sales aids, including a new jewelry pad. stock! Get the full benefit of our consumer advertis- 

You will also receive a copy of “‘Palladium ing and all the free palladium sales aids by featuring 

Jewelry ...and Where To Buy i...” this sign prominently in your window and counter 
displays. 


Platinum Metals Divis:«:« 


THE INTERNATIONAL NICKEL COMPANY, INC., 67 Wall Street, New York 5, N.Y. § 





STERLING 
SILVER 
MEDALS 


, — Calamore ane 


4A — re " Sterling, 4-way slide 

#511 eee 9. . per. hond-engraved. : 

Sterling, 7-way Sterling, Miraculous 
with cut-out figure 


Mary’s Medals, 
hand-engraved. “ ot Stans front and 
, ac 


All medals come 
gift boxed as shown 
left, on velvet pads. 


Medals are shown 
actual size 


#1256 
aN J Sterling, 4-way slide, 
#1256 B .$2.25 Pa - rose and green en- 
Sterling, 4-way, we Pe ha 7 ameled, hand - en- 
hand-engraved. | P 7 greved. 
#1304 $4.15 
#1111 $4.45 - er 
: : chain, f‘ 
— Prema 1 ky Christopher 
engraved. medal. 


$.80 
Child’s Rosary 
Bracelet, gol 
plated cross 
and Miraculous 
medal, multi- 
colored small 


) #1128 ..........$2.10 ON | 
’ Sterling, Miraculous. om Bree. 


Rosary Bracelet, 
gold - plated 
cross and Mir- 
aculous medal, 
multi - colored 
large moon- 
stone beads. 


Sterling, Miraculous, 
hand-engraved., 


#R89 Brac. 
$4.15 


Sterling Rosary 
Bracelet, genu- 
ine Rock Crys- 
; tal beads, blue ¢.-— 
a enameled and * 
#510 ............$2.75 % hand - engraved al ——~€ 

Sterling, 2-way, . Miraculous »* ie : 

hand-engraved. m ed a | e $ 6 7 ' +. $3.30 
Fin Sterling, 3-way slide, 
( . hand-engraved. 

@ 


#505. ............$3.60 
Sterling 3-way slide, 
hand-engraved. 


#504 ...........$3.60 
Sterling, 4-way slide, 
hand-engraved. 


All Prices Keystone 


: : R100 Bridal Set . ......$18.00 

. <= , 7 mm _ Mother-of-Pearl rosary, 

#1199 ssseree $3.00 aa hand-engraved cross and center. 

Sterling, St. Christo- Simulated Mother-of-Pearl Bridal 

pher car pin, hand- Prayer Book; with velvet-lined 

engraved. silver colored carrying case for 
rosary. 


THE CATAMORE COMPANY, 231 Pine St., Providence 3, RI 











PHILCO HIGH FIDELITY 
“PHONORAMA"’— FIRST SOUND 
IN FULL DIMENSION! 


This is the instrument that has made 
music history with its thrilling repro. 
duction of AM and FM radio and 
recordings—the first high fidelity sound 
in Full Dimension. 

Exclusive Acoustical Lens spreads 
sound evenly to all parts of room. The 
Visual Tone Blender permits exact 
mix of sound for best reproduction. 
To believe Phonorama, you must hear 
it—visit Booths 501-502 for a free 
demonstration ! 
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See the PHILCO table-model 
High Fidelity radio-phonographs 
for 1955...BOOTHS 501-502 


From popular-priced portables to big- 
ticket High Fidelity combinations, 
Philco Radio for 1955 gives you 
exciting traffic builders like the four 





models shown here—each with exclu- 
sive selling features. Add the PHILCO 
name and a generous profit structure, 
and you'll find Philco Radio makes 
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NEW FROM PHILCO! 


Handsome 5-tube Clock-Radio 
with Buzzer Alarm, Appliance 
Timer, and Sleep Switch. Tun- 
ing knob lights up. In Maroon, 
White, and Forest Green. Philco 
Clock-Radios from $29.95 up. 


good business throughout the year. 
See Philco now... Booths 501-502. 


PHILCO O femou 5 fot G, by he ford (her 





NEW FROM PHILCO! 


Miracle of full-voiced tone and 
sensitivity in compact, 5-tube, 
Forest Green or Maroon Styrene 
cabinet. Tuning knob lights up. 







FROM PHILCO! 


Portable with Built-In Flashlight! It’s America’s Equipped with Philco Tube Saver 
most — 3-way portable, with the first built-in Resistor—only Philco has it! Philco 
full beam flashlight — and only Philco has it! Table Models from $19.95 up. 


Rugged Styrene cabinet in Maroon and Forest 
Green. Philco Portable Radios from $24.95 up. 
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Ask your Tara Whole- 
saler to show you the 
complete line of Tara 
Jewelry for men and 
women. 





NEW YORK: Irving Daniels, 389 Fifth Ave. 


REPRESENTATIVES: CHICAGO: Maurice Taube, 37 S. Wabash Ave. 
LOS ANGELES: Hal Cabot, 607 South Hill St. 


TARA CO., 52 SALEM STREET, PROVIDENCE, R. I. 
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Every jeweler will find profit-making power in 


the knowledge of terms and terminology of the 


jewelry trade which are authoritatively explained in this book. 


It contains an invaluable wealth of information essential to 
Jewelers, Watchmakers, Gemologists, and all others seeking 
information pertinent to the Jewelry and allied industries. 
265 pages jammed with authoritative, factual information. 
More than 4500 word-and-term definitions, many of them 
clearly illustrated. Complete comparative table of Interna- 
tional ring sizes. Eight full-page plates illustrating over 125 
varieties of stone cuts. Facts on Sterling and Plated Silver- 
ware. A table listing American Watch sizes and enlarged views 
of Watch parts PLUS a trilingual vocabulary of horological 
terms. An explanation of Gemstone characteristics, tables of 
weights and measures, Wedding Anniversaries and lists of 
Birthstones. 


AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerals of 
the American Museum of Natural History 


John J. Bowman 
Director of 
Bowman Technical School 


C. M. Hoke 
Consulting Chemist 
‘ Jewelers’ Technical Advice Co. 
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Joseph D. Little : 
Authority on antique silver, both sterling and 1 
Sheffield as well as modern plate and sterling. 
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A limited quantity 
available 


Check or money order must 
accompany all orders. ee er 
DO NOT SEND CASH ies nasal 
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Second Ea;;: 
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THE JEWELERS’ 
DICTIONARY 


$6.00 


Post Pald 





Hard Cover Bound in Rich 
Blue Cloth with Gold 
Stamping 


ORDER 









THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., 
New York 17, N. Y. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.00 


ca Nar oa is enclosed 
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Now at your wholesaler 
the complete line of 


AUTOMADE IDENTS 


in a style and design for 
every member of the family 


1/20th G.F., Sterling Silver (Rhodium) 


Quality and Workmanship 
ALWAYS GUARANTEED 








Be ate “s =, § 











: 
AUTOMATIC CHAIN COMPANY | 
PROVIDENCE * RHODE ISLAND 
NEW YORK, N. Y. CHICAGO, tk: LOS ANGELES, CAL. 
| os 93 NASSAU ST. 29 EAST MADISON ST. 448 SOUTH HILL ha 


FOR AUGUST, 1954 85 





Costume 
Jewelry - 


Internationally recognized, dramatic in fashion, 
. the new, beautiful seed designs 
of Marcel Boucher selling at popular prices. 


and...Gold Jewelry 


Also see the important, outstanding fashion 
line of solid gold and precious stones. 
Sold to the better jewelry stores. 


Sold directly to retailers only 


JEWELRY DESIGNER and MANUFACTURER 


Copying is stealing MARCEL BOUCHER ET CIE 


We originate our own Showroom 

styles. Beware of cheap- 347 FIFTH AVENUE, NEW YORK 16 
ened imitations. Insist on Office and Factory 

the original Marcel 804-310 E. 23rd ST., NEW YORK 10 


Boucher designs. 
Marcel Boucher Costume Jewelry Designs Available 


In Canada, Avon Jewelry Ltd., Toronto, Ontario—In Mexico City, Parisina, S. A. 
MARCEL BOUCHER DESIGNS ARE REGISTERED IN U. S. PATENT OFFICE 
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TRY TO BEAT THESE BANDS 




















xy buying 





Keep Amer! ‘a Remember, — | ‘Famous Airflex lifetime, sturdi-rivet construction, with non- 

American produc products. you a tarnishable, non-corrosive springs. Priced for sales-building 

ioe buy © wre om These new Y promotions with sensational profit and volume opportunities. 
8 CONTACT YOUR WHOLESALER OR WRITE DIRECT 


Trench feuebry C3, Ipue 


302 WALNUT STREET, PHILADELPHIA 6, PA. 


New York Office, George Kramer, 580 Fifth Avenue 
Chicago Office, Harry Kurs, 29 E. Madison Avenue 
Los Angeles Office, George Dolin, 220 W. Fifth Street 
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Seth Thomas Presents 






outstanding new clocks in the 
fast-selling, low-price field 



















The Rondo —For the kitchen, 
yet decorative in any room. 
Large, easy-to-read dial. Red, 
white, green or yellow. Con- 
trasting hands and numerals. 
Also in black with gold- 
bronze. Electric. $6.95¢ 


‘These sparKLING MoveELs added to America’s 
most complete line of clocks—Seth Thomas”, 
give ‘a clock for every room’ real sales 
meaning. Their wide range of design and 
purpose make them ideal gifts. And they re 
priced for immediate sales—in a range that | 

‘ means many hundreds more prospective 
buyers in your neighborhood. 














The Minx—Lowest price ever 
for a genuine Seth Thomas 
electric bell alarm! Sophisti- 
cated model for fast sales. 
Beige and taupe gray. Red 
sweep second hand. §6.95i 
Luminous §7.95¢ 


Again this fall, dramatic full-color adver- 
tisements in BETTER HOMES AND GARDENS 
and Livinc For Younc HOMEMAKERS help 
build the Seth Thomas market for you. 

It’s easy to bring the force of this campaign 
into your own store with local tie-in 











advertising and point-of-sale display. It’s oanenenenarascranananasasas inne ois 
easy to sell Seth Thomas Clocks—styled and 
priced for modern living. 


The Compass—The new 
“Custom Look” in clocks. 
Ribbed silver-gray dial. 
Raised brown numerals and 
hour dots. Mahogany with 
ebony side trim— wheat 
blond with walnut. Electric 
bell alarm. §10.50/ 
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RONDO-MINX OFFER No. 9 
Colorful free merchandising display as 
illustrated, with: 
4 Rondo (white, red, green, yellow— 
retail $6.95 each) 
1 Minx plain, retail $6.95 
1 Minx luminous, retail $7.95 
Your cost, $26.05; your discount, 40.2% 
your profit, $16.65 















*Reg. U.S. Pat. Off. 
+Plus tax. Prices subject 
to change without notice. 
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RONDO-MINX OFFER No. 2 

Same free merchandising display, with: 
9 Rondo (2 each white, red, green, 
yellow — plus handsome black & gold 
Rondo FREE! ) 
4 Minx (2 plain, 2 luminous ) 

Your cost, $52.10; your discount, 44.7% 

your profit, $40.25 


SETH THOMAS CLOCKS 


A Repeat Offer—the highly successful Stop 'N Shop CLOCK MART 

@ Self-liquidating — Seth Thomas gives you clocks to more than pay 

for the display. 

@ Exhibits up to 18 clocks, including 6 wall models. 

© Gives you a complete clock department in 2 square feet. 

® Gives your customers easy inspection for quick selection. 

For full details on these three offers, ask your Seth Thomas distribu- 
tor’s salesman, or write to Seth Thomas, Thomaston, Conn. 











GT 





Thomaston, Conn. 
Division General Time Corp. 
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eh Fashion jewelry 
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NATIONALLY ADVERTISED A 
in VOGUE and HARPER’S BAZAAR 


(‘< 
Every Pennino Original is a new discovery 


in beauty. Exquisitely styled, superbly crafted 


jewelry that bears the stamp “Pennino” is 
recognized throughout the world as the 


ultimate in character. 
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earrings: 


pin: $7.30 


necklace: 


matching bracelet: 


$14.00 (adjustable ) 
$14.00 


ALL Prices KEYSTONE 


Sold im all leading stores 
* | 
CUMMWVILO” MANUFACTURERS OF FINE FASHION JEWELRY 
38 West 48th Street, New York 36, N. Y. ¢ Plaza 17-2542 
Our Exciting New Line Will Be Displayed at the ANRJA SHOW, ROOM 691, WALDORF-ASTORIA, N. Y.. 
AUG. 8-12, and ROOM 1016, ADOLPHUS HOTEL, Dallas, Texas, Sept. 5-9 
FOR AuGusT, 1964 
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Watch for it! Latch on to it! 


TELECHRON double-barrel deal that builds 


ELECTRIC CLOCK 
Look! Six exciting new clocks! 








NEW CLOCKS 


Six different clocks with eye-appeal, buy-appeal, priced just right! 








BACKED UP BY POWERFUL FULL-PAGE, FULL-COLOR ADVERTISING LIKE THIS 








to appear in Life Magazine, November 1; 


: <— The Saturday Evening Post, November 6. 
= BACKED UP BY POWERFUL TV PROGRAM, 


THE DAVE GARROWAY “TODAY” NBC-TV SHOW, 
AND LOCAL TV ANNOUNCEMENTS IN THE WEST 


Sales demonstrations for you in millions of homes! 





Hew tuminevs siarm.  Gfracrwood Hew shell or watt clock TELECHOICE Mew walt clock on 
Ma ry ee aete On telnad Fret gdem 2.96" Hed atute yellows ur teow. s.se* m tnushed copmer, tress oF 























New luminous alarm ...DECOR...a New wall clock . . . DIAMETER... . in New wood alarm... GRACEWOOD ... in 
real decorator’s delight in design. .$7.98* copper, brass or chrome finish. ..$14.95* polished wood case, luminous features $8.98* 








New calendar alarm... TELE-JOUR... New metal alarm... TELECRAT. .. with 
shows day and date automatically. .$14.95* the rich gleam of gold-color metal. .$6.98* 





> DISPLAY THE NEW CLOCKS FOR NEW CUSTOMERS, NEW SALES, NEW PROFITS! 
>» GET YOUR STOCK FROM YOUR 


BE SET FOR THE BIGGEST, MOST PROFIT-BUILDING 


*Prices plus tax. Prices and specifications subject to change without notice. 
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Cash in on it! It’s coming your way... 


new sales! New traffic! New profits! 


: When minutes matter...trust © woes Rhone 
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NEW PROMOTION oa 
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Brings customers into your store, takes clocks off your shelves! 
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-TELECHRON ELECTRIC CLOCK 10-DAY HOME-TRIAL OFFER 
and ANNUAL $15,000.00 CONTEST 


THIS IS THE AD THAT TELLS AND SELLS 
Full-page, full-color in Life Magazine, September 13; 
The Saturday Evening Post, October 9. 

















MILLIONS OF PEOPLE —INCLUDING YOUR CUSTOMERS — we monies amon ||MO meme wat otter 
will be sold on the contest and home-trial offer on the GQpttj;iibncoumen. | eee 
Smartty styted to evry oom 6 your home 
Dave Garroway “Today” NBC-TV show, and local TV in the West. iniatiaitaeteiiiaiaate Sadat 
— Of 1007 
in Be ingen 1 Otter SEs . $15,000.00 Contest +2: | —_ ae 
a Get this free promotion kit when you buy the specia 
1OR4 odidiitionct pertas: af Pu ccmnen Cares 


sent as ee Ya contest and home-trial six-clock assortment 


(Four are brand-new pre-tested clocks, and two are 
fastest-moving in the line—ail from $3.98 to $8.98) 


IT CONTAINS SIX INVALUABLE SALES HELPS 


], Attention-getting four-color consumer contest 
display card, with entry blanks. 


2. Sales-building full-color home-trial offer dis- 
play cards—one for each of the six Telechron 
electric clock home-trial offer models. 





3. Gay home-trial offer pennants to be posted 
" above display, in the window and on the wall. 


4 Colorful, exciting contest pennants for dis- 
play in store and on windows. 


fh Display suggestions that will help you to 
make your store headquarters for these two 
big sales events. 








6 Broadside and price list giving complete de- 
* tails on new clocks and new promotions. 


> TIE IN WITH THE CONTEST AND TRIAL OFFER ...A REAL BIG, NEW DEAL! 


DISTRIBUTOR SALESMAN ...RIGHT AWAY! 


TELECHRON PROMOTION IN YEARS AND YEARS! 


ELECTRIC CLOCK 
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Again this fall! 
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prestige boost ring sales! 


In diamond rings, as in everything else, your customers are looking for value, 
quality—and a name they can trust. They want to be sold . . . to know they are 
getting what they pay for. 

Artcarved does a quality selling job for you. Customers will see . . . and be 
impressed by . . . beautiful Artcarved advertising in leading national magazines. 
They’ll be convinced before they come into your store . . . ready for you to 
clinch the sale. And look at these salesmen to help you tie in with Artcarved’s 
national advertising. Use them to sell for you . . . to increase your profits. 







Tre an! LET THESE 12 SALESMEN RING UP PROFITS FOR YOU. 


eo 








Se 


2D secret MOVIE PLAYLETS {= Sh Artearved’s DIAMOND RING GUARANTEE 











Artcarved’s RADIO DISCS 





; tr BOOKLETS, LEAFLETS, BROCHURES 





Artearved’s TRADE-IN PLAN 


Brings you more customers because the original purchase price 
of an Artcarved diamond ring can be applied to a more expen- 
sive Artcarved ring at any Artcarved jeweler’s. 


Artcarved 


America’s best-selling rungs since 1850 





Ae 
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TRADE MARK 
REGISTERED 


Ask your Artcarved representative or write our home office for full details. 
J. R. WOOD & SONS, INC., 216 East 45th Street, New York, New York 
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Garines We 


Since 1866, maker of watches of the highest character 





FOUNDATION FOR SALES 


The Longines-Wittnauer line is the solid foundation for the watch depart- 
ments of many successful jewelers—the backbone of sales, profits and 
customer satisfaction. Why? For a hundred reasons, including Longines- 
Wittnauer’s aggressive advertising. But mostly because, as a long estab- 
lished policy, Longines-Wittnauer makes a watch for every timing need, in 
every style for which there is consumer interest—and always to traditional 
Longines-Wittnauer standards of quality and value. The Longines-Wittnauer 


line is the largest in variety of styles, types and prices of any watch company 


in the entire world. 
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THE JEWELERS’ 


HE other day we heard about a 

jewelry manufacturer who has 
discovered a unique market, one 
which doesn’t require new designs. 

Heyeck & Co., a Newark, N. J., 
ring manufacturer, specializes in 
supplying rings to African natives. 
The jewelry is nothing fancy—just 
shiny, gold-plated rings designed for 
the savage nose and ear. The com- 
pany tried selling fancy rings to its 
African market, but the © natives 
definitely preferred plain models. 

Recently the company shipped 
enough rings to make 200,000 Hot- 
tentots and Zulus happy. Its agents 
operate from Johannesburg to the 
Belgian Congo, and part of the trade 
is in South America, Cuba and 
Haiti. 

© © 


THE face of time has certainly 

changed through the centuries— 
from sun dials to radium dials, from 
water clocks to _ water - resistant 
watches. But no matter how the pas- 
sage of time looks to the viewer, man 
has always frowned on time when it 
runs out before he’s ready. Today, 
if we turn the clock back to gain 
time or deceive people, it just doesn’t 
work because timepieces are accurate 
and prevalent. Some watch wearer 
will usually tell us our clock is slow. 

But back in Roman times it was a 
different story. Clocks consisted of 
water containers from which water 
dripped in a slow but steady flow, 
measuring out units of time of usual- 
ly 15 minutes each. In law courts, 
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these timepieces were used to limit 
speeches to 30 minutes. 

But it eventually became a fre- 
quent custom, when a lawyer was in 
the middle of an oration, for one of 
his colleagues to toss a pebble into 
the clock, stopping up the hole 
through which the water dripped, 
and thus “stopping” time until some- 
one noticed it. 


o © 


¥= the public can become over- 
sold on the perfection of any 
product. The woman in this story 
seems to have suffered from such a 
misconception. 

She bought a watch from jewelers 
Pierce and Watson, New York. One 
day she returned to the store, and, 
pointing to the watch on her wrist, 
said: 

“See this watch! I bought it here. 
It has lost 15 seconds!” 

“How long ago did you buy it, 
madam?” inquired the jeweler. 

“Two years ago!” 

She was deadly serious, too. 


© © 


HEN is a wrist watch worth 
more than money? An answer 
lies in the following story. 

A Hollywood director was shoot- 
ing a picture in the African jungle. 
Brash fellow that he was, he had his 
pretty wife with him, and she at- 
tracted the eager attention of the 
chief of the Masai tribe. The chief 


fell in love with her, and, as is the 
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custom in those parts, offered the 
husband cows for his wife. As a 
matter of fact, he thought the wife 
was worth a good deal—200 cows. 

The director was in a tough spot. 
He didn’t want to offend the chief 
by refusing his generous offer, but 
he wanted to hang onto his wife. His 
eyes fell on his wrist watch. He 
whipped it off. Showing the chief the 
intricate mechanism, he convinced 
him it was a much more attractive 
possession than a new wife. 

The director’s wife now makes him 
carry a second watch at all times— 
just in case. 


> © 


NE of the most wonderful clocks 

in the world is probably a clock 
made by Walter Folger in Nantucket, 
Massachusetts, in 1787. Folger had 
a passion for complex mechanisms, 
and, when he was only 20, he de- 
signed a special grandfather’s clock. 
It is so marvelously complicated 
that it took over a century to find 
a man who could repair it after its 
mechanism failed. 

The clock not only tells time, it 
has a sun and moon that rise and 
set in accordance with the sun and 
moon up in the sky. The moon also 
changes from full to crescent shape. 
The day, month and year are shown 
on dials. 

Folger died in 1849 and when the 
intricate, astronomical mechanisms 
of the clock failed, there was no one 
to repair it. Many experts tried to set 
it running again, but only succeeded 
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in damaging it. The Nantucket His- 
torical Association took up the search 
and, through Brooks Palmer, at 
the time president of the National 
Association of Watch and Clock Col- 
lectors, it finally located Dr. Arthur 
Rawlings, a scientist in time measure- 
ment, who is a past president of the 
Horological Society of New York. 


_He worked six months to figure out 


the principles Folger used in the 
clock and to repair the damage done 
by previous workmen. 


In the summer of 1953, Dr. Raw- 
lings set the complicated clock in 
motion again at the Friends Meeting 
House in Nantucket—166 years after 
Folger first started it. 


© © 


66 HIN D your buried treasure here” 

might well be the slogan for 
the chief tourist attraction of Dahl- 
onega, Georgia. The town encour- 
ages visitors to pan gold for the fun 
of it. They pay one dollar for pan- 
ning lessons from an old-time pros- 
pector, are conducted to the gold 
deposits and then keep all the gold 
they can find. 


The town hit upon the unusual 
civic promotion after owners of the 
gold deposits decided commercial 





mining was too expensive an opera- 
tion. 


In years past, after heavy rains, 
gold nuggets could be found in the 
town square, and Dahlonega went 
through several epidemics of gold 
fever. Today there’s enough to at 
least keep the tourists busy. 


© © 


RICES aren’t what they used to 

be. Witness the 1816 diary of 
Caleb Greenleaf wherein his trans- 
actions with Paine Wingate, Haver- 
hill, Massachusetts, clockmaker, are 
recorded: 


“Paine Wingate set the clock go- 
ing. I paid him 25 cents for the last 
year. I am going to give him 25 
cents yearly as long as he keeps the 
clock in order.” 


> © 
6¢L‘LYING diamonds,” flashing in 


the trail of rocket motors, 
could reduce the public’s fascina- 
tion with flying saucers. Diamond- 
like shapes appeared in rocket motor 
flames when they were photographed 
for study by General Electric re- 
search scientists. In the future age of 
rocket travel, we will thus have “dia- 
monds in the sky.” 
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“Do you have anything that | can outlive?” 


— latest fashion news from 

Rome is that sparkling jewelry 
is worn extensively by Italian men, 
The modern Roman parades the 
pavements with jewels on his fingers 
and bangles on his cuffs, according 
to a North American Newspaper 
Alliance story. And he is far from 
being despised by fashion writers 
who call him chic, refined and, most 
of all, romantic. The Italian sig. 
norinas approve, too. 


His colorful adornment includes 
neckties customarily fixed with q | 
pearl-topped pin. Wrist watches are _ 
draped with fancy chains bearing an — 
assortment of gold or silver charms. — 
Massive rings come in plain gold or 
with a stone. Cuff links are designed 
with plenty of sparkle. 


The Roman has no fear of look. 
ing conspicuous. He insists enthusj- 
astically that women should not be 
the only ones to adorn themselves 
with colorful and sparkling acces. 
sories. 


© © 


R. FREDERICK H. POUGH, 

JC-K’s gem consultant, being 
an expert on such matters, knows the 
proper places where gems should be 
found. He was accordingly sur- 
prised when a vein of amethyst was 
turned up in New York City, since 
he couldn’t recall any previous de- 
posit there of the semi-precious stone. 
He was even more astonished to 
learn that the vein, running to sev- 
eral pounds, was almost in his own 
back yard. Dr. Pough lives in River- 
dale, a section of New York City. 
It was there that workmen digging 
the foundation for a new house, 
found the amethyst. 


© © 


LD clocks never know what 

they’ll face next these days. At 
Claygate, England, jet airplanes are 
a bad influence on clocks of curio 
age. As the fast aircraft break the 
sound barrier, the old timepieces g0 
haywire. A 250-year-old clock gave 
up and just stopped. Another chimes 
when it shouldn’t. 


It looks like clocks of the future 
will need to be equipped with a full 
complement of protective devices, 
such as being magnetic-proof, water- 
proof, ordinary shock—and jet and 
rocket-shock proof. 
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The haberdasher is not a Jeweler, but he sells m more | —r Jeweny than you do! 
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/ PERFECT REPLICAS OF 14KT ORIGINALS » FLEX-LET BO 


MEN’S JEWELRY 
POINT OF SALE TRAY 


A custom-built showpiece for your 
showcase! Hand rubbed natural 
oak. A Men’s Jewelry Fashion 
Show right at your fingertips for a 
quick, over-the-counter presenta- 
tion to your customers! 
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MAGI WE! . 

BOTH OF THESE ! 
MTOMATIC SALESMAKERS ARE YOURS FREE Here's Your Pre-Merchandised Assortment: 


WIT 12 magnificent sets of matching 12 fabulous pairs of cuff links: 

i links: 50, 95, 
H YOUR ORDER FOR ONLY 36 PIECES OF | iors, ojo {5,200.40 0540 45 
BEAU BRUMMEL MEN’S JEWELRY FASHIONS! | 2285.22 9= 6@ 350, 6 @ 295 


This j | ye Just the sales-ammunition you need 
IS i$ no more... probably less... than your minimum to capture sales and profits from the 


requirement for the Fall selling season just ahead. haberdasher!!! ORDER TODAY!!! 
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A LUXURY BAND WITHOUT PRECEDENT 
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COMPELLING 
FASHION DISPLAY 


Features the watch band beauty that 
“ women want; that women have been 
waiting for! Tells them —Sells them 
the ultimate in watch band fashion. 
Included FREE with your order for 2 
each of 3 styles shown above! 
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makes fashion history: 


—the most exciting new, fashion for watches! 


> * 7. 


Ends fit like part of the watch; r < 
create a perfect blending of watch and band! 


Add luxurious new fashion where it shows 


* 


the most—closest to the face of the watch! 
For women, for men—smart fashion magic 
.. that enhances any watch! More siyle, 


more concentrated sales-power than ever before! 













i. Ctowlette 


» A RARE JEWEL AMONG WATCH BANDS 
Exquisite ends, ablaze with the shimmer 
and sparkle of imported rhinestones! 
Fitting mate for any diamond ELCUE 


Style No. 239—retails...ccccccc-. $995 7) 


—f 


Enbonce 


“4 fii ddd, 
ANOTHER FABULOUS FASHION FIRST“: © 


The classic, golden lines of these ingen- y te Sa a 
ious gem-cut ends blend beautifully to 3 ——.- 


__ form a perfect union of band and watch. q jet 





Style No. 215 —retails..c.c.ccccsssee.. $995 1). 


Srecative 

A TRIUMPH IN WATCH BAND DESIG 
Open frames connect the broad, bold, 
flexible end-links; center expansi0! 
links are fluted, adding beauty arc 
brilliance, and sparkle with evel 
turn of the wrist! 
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Straight ends — 
retails... 1 1 

















Style No. 186— 
curved ends — 


: FASHION IS BIG Te : ~> ENDS THAT BLEND™ IS BiG FASHION NEWS! ORDER TODA! 











ONCE IN THE HISTORY OF EVERY INDUSTRY 





COMES A PRODUCT ACHIEVEMENT 





THAT TS TRULY GREAT- 
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eo. FLATTERY”— the one 

tible fashion for every -— 
| n's watch. So new, so different, 
: utiful—it cannot be equalled! 


lutionary hug-fit design em- 
es the watch so closely that band 
w ch become one continuous 
> of beauty! Transforms any 
h into an exquisite bracelet 


mMBELIEVABLY PRICED 
 . AT ONLY 


' 


s\ | — | 
oN | Solem ar 2 | “GOLDEN FLATTERY” DISPLAY | 


with every 2 dozen bands you order! 


GOLDEN FLATTERY will Sell any woman. 


GOLDEN FLATTERY will convince her, 
as no sales-talk can—to discard 
her old band in favor of 

this fabulous watch band fashion! 


AMERICA’S MOST BEAUTIFUL WATCH BAND 


ORDER TODAY! JUST SHOW IT... YOU’LL SELL IT! 
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HERE’s $100,000.00 







TO CLINCH TEEN-AGE SALES FOR You 


THAT'S FLEX-LET’S BUDGET FOR THIS =| Wiscpp 


POWERFUL, NEW AD CAMPAIGN IN HIGH SCHOOL PAPERs 
Teen-Agers will flock into your store for the sensational 
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No. 360—white — 9.95 T.I. 
No. 365—yellow— 10.95 T.I. 
High Sch, 


ith Spd WISCONSIN HIGH scree 
\ORMAETT 208) till 
1” =: YOU CASH IN 
ON THIS 
TERRIFIC DEAL— 


“GUYS” 
No. 385—white — 10.95 T.I. 
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EM we'll send you an ad featuring your store name 
give it to your local high school paper 
EW send us the invoice 


FLEX-LET PAYS BALE TRE Bill 


LAVAVAVALLILET J 
cpt: 
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Eye-catching, full-color, & 
mensional display. Creat 
sure-fire, immediate sale! 
Just put it in your wind® 
...it can’t miss makilf 
sales for you! FREE will 
your order for % doa 
4-Picture ALBUM IDED vs 


FLEX-LET CORPORATION — EXECUTIVi ®FFICES: 580 FIFTH AVENUE, NEW YORK 36, NEW YORK — FACTORY: EAST PROVIDENCE, k 


Flex-Let in Canada — Norlé, Ltd., 637 “raig Street West, Montreal 3, Canada printed in Uy 

























We'll send you 2 powerful ad, 
completely made up, ready to 
run—with instructiciis for the 
school paper. This ad w:!! send 
the high school kids into » mir 
store! 
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Plans 

















Gold Filled Jewelry Are 


ut into Operation 





A five-year plan of promotion involving the investment of im- 


pressive sums for trade and consumer education—employing 


magazine, TV, and printed literature—has now been initiated, 


to emphasize the jewelry store character of gold filled jewelry. 








Top executives look at display of gold fillled products shown at a press luncheon given by 
the Gold Filled Manufacturers Association at the Hotel Pierre in New York City on June 
29 to announce their fall advertising and promotion plans. S. L. Cantor, sales promotion 
manager of the association, is at far left. At right, reading from left to right, are: Robert 
Elder, market research consultant of the association; J. Ottmar, chairman of advertising 
committee of the association; and Edson Sawyer, member of the association's advertising 


At a press luncheon held June 29 at the Hotel Pierre. 
New York, the Gold Filled Manufacturers Association 
announced the launching of a national promotion to in- 
crease consumer demand and acceptance of gold filled 
products. A large gathering of consumer magazine and 
trade publication representatives were given an outline 
of the campaign which, in the first year, will include four 
color advertising in national consumer media and net- 
work television. 

On exhibit at the luncheon were displays of Sheffield 
Silver (the gold filled manufacturing process is a direct 
descendent of the Sheffield process), a step-by-step 
exhibit showing how gold filled is made and samples 
of the wide range of jewelry, watches, optical frames and 
other products made from gold filled. 

The group was welcomed by J. Ottmar, chairman of 
the advertising committee of the Gold Filled Manufac- 
turers Association, who then introduced Robert F. 
Elder, formerly vice president in charge of marketing 
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committee. 


of Lever Brothers. who has been retained by the industry 
group -as a marketing consultant. Elder reviewed the 
history of the industry and outlined the results of a 
national survey he supervised to determine the problems 
facing the industry and how they could be met through 
a continuous promotion. 

According to Mr. Elder, only a portion of the public 
now recognizes the value and durability added to a 
product when it is manufactured from gold filled. The 
results of his survey pointed to an extensive promotion 
to be carried on for a minimum of three to five years at 
the consumer level and in all areas of manufacturing and 
distribution interested in gold filled products. 

Following Mr. Elder, S. L. (“Bud”) Cantor, recently 
retained sales promotion manager of the Gold Filled 
Manufacturers Association and head of their newly estab- 
lished public relations office in Attleboro, Mass., said 
his office would be ready to furnish information needed 
by the press in their treatment of gold filled products. 
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Pittsburgh Trade Conditions 


“Business is improving, though some dealers are complaining. The 
wealthy people of the city are doing much buying in the jewelry line 
but those with moderate incomes are apparently holding on to their 


money.” 
(November 25, 1903) 


Pittsburgh Trade Conditions (One Week Later) 


“The best jewelers report that the very wealthy people are doing 
little buying, but that the moderately rich are spending their money 


freely.” 
(December 2, 1903) 


J. R. Wood & Sons Ad 


“There’s a record behind our rings. A record of over half a cen- 
tury. ... And when we sell a ring we bear in mind that we have a 
record to maintain, and no slipshod methods, no careless workman- 
ship, no lack of quality is ever allowed to mar the record of the past. 
But to improve, if possible, this record is ever our aim. 

“Our plain rings are sold for as low a price as it is possible to sell 


reliable, plump quality rings.” 
(November 18, 1903) 


Jewelry Shipments Expedited 


“The N. Y., N. H. & H. R. R. Co. has started a most strenuous cam- 
paign to have its trains on time between Providence and Boston. 
Among other changes the amount of time allowed for loading the 
nightly jewelry shipments from the Attleboros upon the 10:29 train 
bound for New York and points west has been reduced to four 


minutes.” 
. (November 25, 1903) 


Isochronous Regularity 
“The city hall clock in Wheeling, W. Va., is again tolling the hour 
with isochronous regularity, after a period of idleness of several 


months’ duration.’’ 
(December 2, 1903) 


Clamming Season Ends on Mississippi River 


“The cold weather has brought to an end the clamming season on 
the upper Mississippi River. The season was a fairly good one for 
shells but the pearl finds were much less than in former years.” 

(December 2, 1903) 
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Philadelphia Notes 


“A. E. Bates, an Atlantic City jeweler, 
and also a football enthusiast, came to 
town last week especially to attend the 
Harvard game.” 


(November 18, 1903) 


Boston Notes 


“The American Waltham Watch Co. 
has given $250 to the Young Women’s 
Christian Association in the city of 
Waltham, to be used for gymnasium 
apparatus, in recognition of the value 
of the institution to the young women 
of Waltham, many of whom are in the 
employ of the company.” 

(November 18, 1903) 


Connecticut Notes 


“The International Silver Co. has pur- 
chased the property in Meriden known 
as the Curtis House, and will fit up 
the establishment as a boarding house 
for the employes of factory ‘H’.” 

(November 18, 1903) 


Providence Notes 


“Although a comparatively youthful 
organization, the Findings Board of 
Trade has demonstrated that it is & 
very lusty infant and that it is destined 
to make its mark in the community © 
where it had its birth. As a mild sort © 
of celebration . . . a dinner was held © 
at the Crown Hotel, Saturday evening, © 
which was attended by 24 members and : 
invited guests.” ; 


(November 18, 1903) 


Philadelphia Notes 


“J. E. Caldwell & Co. have made the ' 
prize cups and trophies to be awarded ~ 
at the Dog Show.” 4 
(November 25, 1903) : 
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DIAMONDS ARE A JEWELER’S BEST FRIEND —Keep Them That Way! 















by GLADYS B. HANNAFORD 


Well Known Diamond Lecturer 











Te ‘best friend” in any category is some- 
thing we are inclined to take for granted. We would 
all do well to remind ourselves once in a while of the 
qualities that make the best friend what he is. 

H. G. Underwood in Jacksonville. Florida, did a tele- 
yision show some time ago on “Forgotten Diamonds.” 
It was aimed at the couple who, for one reason or an- 
other, usually financial, did not purchase an engagement 
ring before marriage. They promised themselves this 
would come later. Because of the pressure of other things 
over the years, it never came and eventually it was 
forgotten. No one can be happy about this, but at least 
‘t is understandable. 

Much harder to comprehend are the forgotten dia- 
monds or diamond departments in retail stores where, 
taken for granted, they seem to be expected to go on 
doing a good job for the jeweler with little or no assis- 
tance. 

Let’s face it—neither friendship nor diamond business 
is built or maintained without some “give” as well as 


“take.” 


WHAT'S YOUR FRIEND LIKE? 


As a starting point, here are some of the things that 
make the diamond your “best friend.” 

According to the best available figures, diamonds 
account for between 20 and 30 per cent of your jewelry 
business. Do they take the same percentage of store and 
display space? Not in many stores. As so often happens 
with real friends. they give you more for less. 

Diamonds remain the most stable of all merchandise 
a jeweler carries and also the most important for pro- 
moting other lines as well. They are unaffected by fads 
—truly not a fickle friend! And given opportunity, the 
diamond, like any good friend will widen your circle 
of acquaintances, for the diamond well sold and worn 
with the pride it deserves will bring you new customers. 
Of all of the merchandise in your store, diamonds offer 
you the greatest opportunity to build consumer con- 
fidence because every customer knows he’s at your mercy 
for the value of the diamonds you sell him. As your sales 
build your reputation for reliability. the confidence you 
have created establishes leadership for you in your com- 
munity. For that reason. the diamond promotes the posi- 
tion of your whole store as nothing else can do. Viewed 
in this light it certainly seems as if we can accept it as 
a fact that “Diamonds are a jeweler’s best friend.” 


WHAT DO YOU DO FOR DIAMONDS? 


How do you treat this very good friend of yours? It 
makes a lot of difference in what you can get out of 
the friendship. 

If, for example, you handle diamonds casually when 
you show them, your customer will take his cue from 
you. If, knowing daimonds, you display a lack of regard 
for them, why should the customer treat them differ- 
ently? I have seen fine diamond jewelry treated like 
hardware! On the other hand, a touch of reverence will 
be equally contagious. The customer will see the dia- 
monds through your eyes. Your “best friend” deserves 
to be introduced in your best manner. with respect and 
admiration. 

The diamond is still your friend and still deserves the 


FOR AUGUST, 1954 


same respectful treatment even when someone else has 
sold it. Some of the most unfriendly treatment ever given 
to diamonds by jewelers is handed out in appraisals, 
and it rouses distrust in the consumer against the whole 
diamond business. If you make appraisals at all, it is 
to your own interest to make them with all honesty and 
not to use the appraisal as an opportunity to malign 
your competitor. 


IF YOU DON'T APPRAISE... 


If you don’t appraise, give a logical explanation for 
not doing so. If the request for an appraisal is curtly 
refused, the customer may jump to the conclusion that 
you are afraid to put a price on another jeweler’s mer- 
chandise because values are too indefinite. You might 
say something like this: “I’m sorry, but I don’t do ap- 
praisals. | get so many requests that it would take my 
full time to handle them, so I’ve had to limit myself to 
appraising only for my regular customers. To do a real 
appraisal job, I'd have to take the diamond out of the 
mounting. There could be a little imperfection under 
one of the prongs. It wouldn't affect the beauty, but it 
would affect the valuation. The only way I could be 
sure is to see the diamond out of the mounting. That 
takes time and costs money—more, in fact, than most 
people want to pay.” By such a statement you plant the 
thought that you know diamonds, which may bring you 
a sale in the future. At the same time, although you 
have refused to appraise, you have avoided creating in 
the customer that unhappy, brushed-off feeling. 

One retailer, whose approach to many trade problems 
I have long admired, believes that every jeweler able to 
make appraisals should do so. He feels strongly that all 
the controversy about appraisals creates a distrust of 
diamonds in the mind of the consumer and he cites real 
estate in contrast. His own policy on insurance appraisals 
is unusual. If the appraisal is sent direct to the insurance 
agent, he makes no charge for his work. He claims that 
in addition to building up an excellent mailing list this 
way, the recommendation of his store by these insurance 
agents has been productive of very satisfactory new 
business. 


EVERY DIAMOND CAN BE FRIENDLY 


I heard about a man who bought a diamond ring for 
$1500 a few years ago and, shortly after his purchase, 
moved to another city. In his travels, he saw a mounting 
that caught his fancy and he had the diamond re- 
mounted. Three years later, at the time his insurance 
came up for renewal, he was back in the city where he 
bought the diamond and he went for a new appraisal to 
the jeweler who had sold it to him. Unfortunately, 
neither he nor the diamond was recognized, and ex- 
tremely unfavorable remarks were made. In the uproar 
that followed, the customer demanded his money back 
—and got it. The story went on that the store now does 
no appraisals at all. | have no way of knowing whether 
the diamond was overpriced in the first place or whether 
the appraisal was unfairly derogatory. It makes no dif- 
ference. Either way, it was surely a case of stabbing 
your best friend in the back and paying for it. 

Of course, there is the other side of the picture. There 
is the diamond which you sell honestly and which re- 
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ceives an unfair appraisal at the hands of your competi- 
tor. William S. Preston of Burlington, Vermont, handles 
this in an excellent manner. He suggests that he take the 
stone out of the mounting and have some one in the 
family take it back to the appraiser and ask the cost of 
a matching diamond for earrings. The price then goes 
back up and the appraiser’s reputation goes down. 

Diamonds are one of the few items today where the 
customer is concerned with appraisal. If all jewelers 
would consider all diamonds their “best friends” and 
treat them as such, consumer confidence would be built 
and the appraisal problem would disappear. 


DON'T CUT YOUR FRIENDS 


Price-cutting is another way to undermine your “best 
friend.” It creates the impression that diamond values 
are fictitious. Price fairly, stick to your price, and the 
consumer will respect you for it. 

In San Francisco a few months ago, as result of a 
newspaper story, I had a telephone call from a man who 
wanted me to see his diamonds. He had four, all mag- 
nificent. He had done much reading about diamonds 
before he decided to purchase. When he set out to buy 
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one, he saw a beautiful stone in the shop of Constant 
J. Auger. It was of the quality he wanted but it was 
larger and cost more than he had planned. While he 
was considering the matter, he received a phone call at 
his office from a second jeweler who claimed to be able 
to save him $1000. He bought the diamond from Auger 
the next day. 

[In telling me his experience, he said, “I have no cop. 
fidence in anyone who does business the way that other 
jeweler tried to do. You know that Auger is a fine ethical 
store and I like to deal with them.” In other words, 
confidence can hold a customer in the face of price 
cutting. This one purchased his three other diamonds 
also from Auger. 


THE MORE THEY KNOW 


A jeweler asked me, “What can you do when you 
know someone is just shopping your store to get ideas 
about diamonds, intending to buy elsewhere—possibly 
wholesale ?”’ 

It’s an irritating problem, I admit. If I were behind 
the counter and had the time, I would give the customer 
as much information as he could absorb. I would make 
it as difficult as possible for the unethical dealer to mis- 
represent. 

R. D. Armstrong in Waco, Texas, uses a set of six 
rings to handle this situation. The diamonds are all the 
same size. all in identical mountings. He places the tray 
in front of the,customer and says, “These diamonds are 
the same size but they’re all different in quality. The 
prices range from $250 to $750. ll tell you what I'll 
do. I will let you have any one you choose for $500!” 
He has no taker. The offer gives him an opportunity 
to explain the difference in qualities. It also emphasizes 
the long chance the customer is taking when his only 
weapon with sharp traders is his own meager knowledge. 
It is a unique but effective way for a jeweler to protect 
his “best friend.” 


SAVE YOUR FRIENDS FROM BAD COMPANY 


Some types of promotion cheapen diamonds. | heard 
about one on my last lecture trip. 1 do not know who 
is sponsoring it or the names of the jewelers using it, 
but women who attended my lectures in three different 
cities made me very conscious of the ill will toward 
diamonds that it causes. 

The promotion takes the form of a contest. Everyone 
who enters wins a diamond but in order to get it must 
buy a mounting. The diamonds are said to be very small 
and poor in color. They sounded like light top brown 
single cuts. The wife of a naval officer first told me about 
it. Her husband has brought colored stones to her from 
different parts of the world and she has had them 
mounted so that she is familiar with the price of mount- 
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ings. A month before this “contest” she had paid $20 
for a simple mounting. When she went to collect her 
prize, she found that the only way she could get the 
diamond she had “won” was to pay $45 for a mounting 
of poorer quality than the one she had bought for $20. 
She did not collect her prize. 

In another city, a woman showed me the diamond 
she had “won” in an onyx and gold ring. It was a shoddy 
affair. She said, “I don’t know what to think. I won the 
diamond and paid $125 to have it put in this ring, but 
a jeweler here has a prettier ring with a larger diamond 
for $110.” It’s a sorry way to treat a “best friend.” 

Diamonds are the sole commodity of many wholesalers 
and their success or failure depends more on the com- 
petence of the retailers than on the ability of their own 
salesmen. Yet although some of them say the jeweler 
doesn’t know how to sell diamonds, the wholesalers in 
general are doing little to see that this “best friend” gets 
the best possible treatment at the hands of the retailer. 

C. A. Kiger in Kansas City is one of the exceptions. 
They have built a laboratory where retailers through the 
Middle West, who are their customers, can spend one 
or two weeks grading and evaluating diamonds and de- 
veloping knowledge and confidence. During his stay at 
Kiger’s, the retailer is given large doses of promotional 
ways and means, and no problem he has is too small for 
discussion. Often, too, in the office of Lazare Kaplan & 
Sons, in New York, you will see one of the younger 
generation of a fine retail store getting firsthand knowl- 
edge of diamonds. Other wholesalers supply the jewelers 


(Below, a still from N. W. Ayer's popular film for jeweler's use "A Diamond is Forever.") 


with excellent printed material and other selling aids. 

I think the jeweler has a right to expect help from the 
wholesaler. Theodore S. Grape, a very promotionally 
minded jeweler in Washington, D. C., says to salesmen 
who call on him, “If you don’t have an idea for me, I 
won't buy a thing.” The salesman who sets out to “un- 
load” merchandise on the jeweler is a menace. It is the 
sale of that merchandise at retail that keeps the whole- 
saler in business. Ideas that enable the retailer to do a 
better job are as important a part of the wholesaler’s 
stock as the merchandise. The diamonds themselves will 
always do their job, but they need the jeweler’s co-opera- 
tion. 

To have a friend—you've got to be a friend, the old 
saw says. The jeweler and his diamond department are 
in a similar position. Give your friend only time that is 
left over from other things and he will wander elsewhere. 
Do the same to your diamond department and the busi- 
ness will go to a competitor. Treat a friend rudely, speak 
of him disparagingly to others, and he is no longer your 
friend. The same holds true of diamonds—and your com- 
petitor’s diamond is still a diamond. 

Misrepresentation and outrageous overpricing are 
other forms of injury to the diamond. It is important to 
find ways of condemning and correcting the injury with- 
out letting it seem a fault of the diamond itself. Even 
the poorest diamond is a cousin of the one you have in 
stock, and the consumer thinks of it that way. 

Diamonds are your best friend—if you keep up your 
side of the friendship. 
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by DOROTHY DIGNAM 
Well Known Diamond Publicist 





DO make your advertisements talk to people in natp. 
ral, friendly language. Especially in newspaper adver. 
tising. Make it sound sincere. 


9 
DON T fill copy space with tired phrases sych 


as—diamonds of beauty, quality, value; a ring to suit 
every taste; service for three generations; sensational 
diamond offer; buy here and save. 


DO explain the advantage to the customer in buying 
from a gem merchant he knows. You're content ela 
fair, reasonable profit; you want the customer to get 
top value because, after all, you hope to sell him more 
and larger diamonds later on. 


“1 ' 
DON forget to use interesting reading material 


whenever possible. Where do you find interesting facts 
vn diamonds? You will find up-to-date information in 
“More Dollars from Diamonds” and “Histories of Some 
Famous Diamonds” and other booklets prepared for you 
by the staff of N. W. Ayer & Son, Inc., and distributed 
by the Diamond Promotion Department, Reuben H. Don- 
nelley Corp., 305 E. 45th Street, New York 17, N. Y. 





DO consider that more engagement diamonds are now 
being sold to young men alone. It’s a trend. How about 
a series of “value talks” to men, running on the sports 
page? Sell them on the solitaire, the most diamond for 
what they plan to buy. (Incidentally, tell them what a 
solitaire is. You'd be surprised what this younger gener- 
ation doesnt know.) 


DON’T forget that young men want credit today 
as never before. But don’t shout “easy terms.” Say 
something like this: “About the money—we know you 
want a good ring: let’s fit the payments to your income. 
A completely confidential service and very sensible.” 
Yes, that’s more words than “Down Payments Arranged,” 
but you wouldn’t throw that at a young man across 


the ring counter! 
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DO write this special copy at home, away from store 
interruptions. Put down on paper what you say over 
the counter in selling an engagment ring. Don’t think 
of it as being advertising; put it down like conversation 
_the way youd talk it off. Like as not, however, you'll 


have a pretty good piece of selling copy. Natural- 


sounding! 


or _ — 
DO say you re not an advertising writer! You 


can sell all right. What do you say when you sell? 


Write it down. 


DO watch the national diamond advertising in maga- 
zines . . . Life, Look and The Saturday Evening Post. 
Also, you can pick up words and phrases that will help 
you express your selling ideas. 


y : 
DON use an excess of heavy black type and 


reverse panels in your advertising. 





(Mats courtesy Cramer-Tobias-Meyer ) 


DO schedule a “bread ’n’ butter” series for your dia- 
mond department; small space ads, uniform in appear- 
ance, running on the same newspaper page, week after 
week, straight through the year. It’s a “bread and 
butter” campaign because it’s basic to your business. 


qr , aia 
DON T run these “bread and butter’ (or institu- 


tional) ads for a few weeks spring and fall. Keep the 
cost in line to allow at least an ad a week the year 
around. This is in addition to display ads on diamond 
merchandise. 


DO advertise anniversary diamonds—the larger stone 
that a man buys later in life. Talk in terms of at least 
one carat; actually you can sell two carats and up. 
Explain what you mean by “anniversary diamond.” 


2 66 9 
DON T run “name card” copy, month after month, 


in such media as society magazines and the country 
club bulletin. Even in two-inch space, you can tell some 
one interesting fact about the diamonds you sell. 
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DO tell the prospect over and over again that you're 
a specialist in diamonds. This isn’t boasting; it’s a 
repetition of a basic idea. Remind him that if he con- 
sulted a specialist in medicine, law, architecture, he'd 
have to pay for the advice. You charge no “consultation 
fee,” but you may well save him thousands of dollars 
just by a few explanations. 


DONT write advertising copy to the public. You 


don’t sell diamonds to “the public”; you sell them to one 
or two persons at a time. Have one individual, or one 
couple in your mind’s eye. Write to them just as you 
would talk to them. 


DO tell people what you know about diamonds. You 
choose all your own stones or buy all your own rings. 
Every diamond is different—in color, for instance. Even 
in white diamonds there are more different “shades” of 
white than the untrained eye can distinguish. People 
don’t know facts like that. Tell them. Capitalize on 
your knowledge. 


y] : , , 
DON T insert advertisements that any jeweler could 


sign. Make copy read like a personal message from you 
and your store. Even when you use dealer mats—and by 
all means, do use them—inject some message that links 
the ad with your own store. Do you have a good slogan? 
Buy some ideas from a local advertising agency—this is 
work for experts. 





DO sell the tradition of the engagement diamond. 
Remember the emotional significance of the diamond sets 
it apart from all other material objects. 


DONT put all your emphasis on price or try to 


outshine the jeweler across the street. 
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1. Against a background of columns reminiscent of an organ, diamond wedding and engagement rings are displayed. 


Treat your best friend right... 


by VIRGINIA DIXON 


= both in the store and in the 
window can contribute much to keeping diamonds a 
jeweler’s best friend. To sell diamonds through the plate 
glass, your displays must first of all get attention. At the 
same time, they must make people—both men and 
women—want diamonds; and finally, they must build a 
steady confidence in the reliability of your store on the 
part of prospective diamond customers. 

To have displays which will get attention, one must 
not be afraid to be dramatic—to use color and glamour 
and romance and striking eye-compelling props. It is 
not necessary to go out of the bounds of good taste, but 
it is necessary to be more daring than the average 
jewelry store has been in the habit of being. This applies 
not only to your displays of diamonds, but to all your 
displays for you must after all draw attention to the 
store itself and its personality must be consistent. 

Diamonds since earliest history have been so extrava- 
gantly cherished and coveted that it seems foolish to 
talk of making people “want” diamonds. They symbolize 
prestige and wealth and romance. Who would say he— 
or she—did not “want” a diamond? But the catch is 
that there are in this day and age so many other things 
to want! Selling diamonds means making people want 
them more than any of the other major cost items—some 
of which, but not all of which. the average family can 








2. Using heavy white drawing paper, feminine hands reach 
out for the most desirable of all gifts—diamond rings. 
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afford. Diamonds are not utilitarian but nothing else on 
earth has the enduring beauty, the romantic aura, the 
fascination that a diamond has. It is this story, there- 
fore, that your window displays must tell to make people 
want diamonds .. . and it can be a compelling story. fr a 
The confidence which your prospective customer P48 Fe 
should feel for your store cannot be built in one or two - | | Er ae oe Sere < 
displays, but will come from a consistent, friendly dis- . i, & - algal ids wkd ELMS a 
play program which tells your selling story in a frank, ££ a: | 2H ’ a 
open manner. Your window displays can attract new ° Sn a a, 
customers as well as interesting old customers, but do : 
not neglect the importance of your in-store displays in , Oe ee 
selling diamonds. The people who see these displays are a 
already sufficiently friendly to be in your store—even | : . 
though only for a watch band or a minor repair job. . Fy ig ” ao pp sg —_ 
They are already sold on your store, or they would have et nines ence ne ont. wad elena. 
taken their business elsewhere. Many of them can be 
sold diamonds. Be sure your diamond displays in the 
store have something to attract their attention and hold 
their interest in your diamond selling story. There is no 
reason why your interior displays of diamonds should 
not be as dramatic and interesting as your window dis- 
plays. You might duplicate your diamond window dis- 
play in the show cases, thus tying window and interior 
displays together. Or you could use the props from the 
previous week’s window display in the show cases, main- 
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taining a consistently interesting showing both in the 
window and the interior. 4. A romantic theme is used in this display. Near 

The chief emphasis in all your displays will of course le —— Ft: - — cca cat —— 
be on diamond wedding and engagement rings for this | 
is where the greatest proportion of your business is to 
be found, but don’t neglect other diamond sales oppor- 
tunities . . . the belated engagement ring, anniversary 
diamond gifts, diamond jewelry for men, diamond gifts 
to mark the very special occasions in life. — 

Because most diamond jewelry is small in size, it is | -.. 
desirable to get it as near eye level as possible. Some- oT 
times display units can be suspended from the window ‘ 
ceiling at a desirable level. More usually, displays are > ee 
built up from the window floor. An arrangement flat on 
window floor is monotonous as well as hard to see. Dis- 
play pads and boxes should be selected to adequately 
“frame” each piece, but should not be so large or ornate 
as to distract attention from the diamond itself. Colors 
in diamond displays should in general be soft and rich. 
Blues and greens tend to emphasize the desirable blue- 
white color of the stones, while yellows and browns may 
cause a yellowish cast. Soft blue-grays and white are 
fine with diamonds. Black is always good—and safe, but 
not as dramatic as we sometimes need to be. 

Lighting the diamond window adequately and properly 
is of the greatest importance. A combination of fluores- 
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5. Various steps in the cutting of a diamond are 
featured in this display. An outstanding diamond 
(Please turn to page 140) should occupy ring box suspended from the ceiling. 
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Ads Which Treat Diamond 


Illustrated on these pages are a variety of 


diamond ads, all different in copy and layout 


but all aiming at building public confidence. 
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Since before the turn of the Century, M. Lemp 
Jewelers have been privileged to served the for- 
ilies of Syrocuse and Central New York. Three 
generations have come to us for their Jewelry 
needs. We ore proud to hove been their Jeweler, 
called upon to assist in the selection of treasures 
which have helped moke so mony birthdoys 
engagements, weddings and anniversaries unfor- 
gettoble occasions 
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W hen the jeweler sells diamonds, he 
is selling not only a gem, but his training, experi- 
ence and knowledge of gemology. When he pro- 
motes diamonds, he tries to convince the customer 
that confidence placed in him will result in the best 
diamond buy. 

The retailers’ advertisements on these pages 
stress the important essentia!s of effective diamond 
merchandising, subtly or pointedly. Though they 
differ in layout, copy and approach, they all are 
designed to sell store prestige; the reputable 
jeweler is featured as being of prime importance 
in the selection of a diamond. Through their skilled 
services, these various stores say, the customer will 
get honest diamond values for his money. Some 












as a Jeweler’s Best Friend . . . 


of these ads are from campaigns designed to pro- 
tect the customer by warning him about the dangers 
in “special” diamond sales. Diamonds are not 
seasenal merchandise. In these ads, diamonds are 
sold as precious stones of stable, intrinsic value— 
a year ‘round value. They are not offered on a 
price basis alone, with an appeal to the customer 
to save money now. As one store put it, “The 
only thing we can save you is doubt.” 

The main goal of these advertisements is a 
simple and healthy one. They tell the customer 
that the one thing he must buy with a diamond, 
if he is to continue enjoying it, is a feeling of cer- 
tainty that he received full value in his diamond 
selection. 
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CONVENTION PROGRAM 


Monday, August 9. Panel discussion, “Jewelry Merchap. 
dising Clinic.” Speakers: Leo Kaplan, Lazare Kapiay 
& Sons, Inc.; Craig D. Munson, Vice President in Charge 
of Sales, International Silver Co.; Stanley E. Church. 
Secretary, Church & Co.; Teviah Sachs, President. Wa). 
tham Watch Co. 


Monday, August 9 (Evening). “The President’s Ad. 
dress’ by Arnold A. Schiffman, President, ANRJA. 
Schiffman’s, Inc.. Greensboro, N. C.; Address “Business 
Looks Ahead.” The Hon. Everett M. Dirksen, United 


States Senator from Illinois. 


Tuesday, August 10. Address, “The Excise Tax Today” 
by Victor Paul. Vice Chairman, Jewelry Industry Tax 
Committee, Wiss Sons, Inc., Newark, N. J.; Address. 
“What the Jewelry Industry Council Does for the Retail 
Jeweler” by Irving N. Chayken, Chairman of the Board, 
Jewelry Industry Council, Armstrong’s Jewelers, Inc., 
Hammond, Ind.: Address, “The Importance of Consumer 
Credit” by William J. Cheyney, Executive Director, Na- 
Hon. Everett M. Dirksen, . tional Foundation for Consumer Credit, Washington, 
Guest Speaker D. C. 
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Wednesday, August 11. Panel discussion on “Fair Trade 
and Discount Houses.” Speakers: Albert A. Carretta, 
Commissioner, Federal Trade Commission; Irwin D. 
. Wolf, Chairman Executive Committee, NRDGA, Kauf- 
mann Department Stores, Pittsburgh, Pa.; Herman D. 
Page, President, New Hampshire Retail Jewelers Asso- 
ciation, Portsmouth, N. H.; Lewis G. Bernstein, Attorney 


at Law. New York. N. Y. 





On Monday evening, August 9, there will be the 
ANRJA Fashion Show, under the direction of Miss 
Martha Percilla, Fashion Director of the JIC. 
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Accro Watch Co., Inc....... Space E-12 
Ace Auto Luggage Co., Inc...Space 137 
Adams, William, Inc...Spaces 57 and 58 
MR nn cccnscnnccveceonne Space 127 
Aetna Creations, Inc........ Space E-22 
Aisenstein & Gordon, Inc.. Barclay Hotel 
Aisenstein, Louis & Bros., Inc. 

Spaces 41 and 42 
Allcraft Novelty Co., Inc.....Space 15 


Allsopp-Stellar ....... Suite 915-917-919 
Be TO nc inst ct Spaces 221 and 222 
Altheimer & Baer, Inc......... Space 16 


Aluminum Co. of America 

Spaces E-6, E-7 and E-8 
Alva Pearls, Inc................ Space 21 
American Thermo-Ware Co...Space 128 
i itn ee eh ke eh haned Space 1 


Arbor Jewelry Co............. Space 44 
Ardalt Imports, Inc........... Space 515 
Asien Trophy Co............. Space 101 
Arnart Imports, Inc........... Space 155 
Sk eerrrTererry Space 147 
Axel Bros., Inc........ Suite 666-668-670 
B 
Pa gs UNS eee Space 47 
Babcock Box Co., Inc......... Space 306 
Baden & Foss Co.............. Space 4 
SS ee Se ee Space 18 
Ballou, B. A., & Co., Inc.. Spaces S-7, S-8 
Banner Watch Co............ Room 693 
Barrington House, Inc......... Space 155 
Bates, C. J.. @ Son........... Space 224 
Baume & Mercier............ Space 329 


Benrus Watch Co., Inc. 
Suite 878-880-882-884 


Berwin Jewelry Co., Inc....... Space 22 
Betty Allan Corp........ eorere Space 24 
Bloom, Roy M., Inc........... Space 211 
Blumstein, A., Inc.............. Space 7 
Boardman, J. C., & Co........ Space 330 
Bogoff, Jewels By............ Space 205 
gg Serene Spaces 218 and 219 
Bolsey Corp. of America..... Space 509 
ge a re Space 112 


Briddell, Chas. D., Inc. 
Spaces 228 and 229 


Bristol Seamless Ring Co..... Space 33 
Brown & Gravenson, Inc...... Space 152 
Brown & Richie, Ltd......... Space 152 
Bruner-Ritter, Inc. ........... Space 19 


Bulova Watch Co., Inc. 
Rooms 6A, 6B, 6C, 6D, 6E, 6F, 6G, 
6H, 6J, 6K 


Cc 


Caplen Jewelry Display 

Spaces 113, 114, 115 
Catamore Co. .............; Space E-23 
Chastell Clocks ............. Space E-2 
Chesterfield Jewelers, Inc.....Space 326 
Chicago Printed String Co....Space 110 
EY i cane wer cudaenke ae’ Space 320 
ES errr Room 591 
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rade Show, August 8 to 12 


LIST OF EXHIBITORS 


Clariss de Paris, Jewelry By 
Spaces 220 and 230 
Cohen, A., & Sons Corp. 

Jansen Salon and Jansen Blue Room 
Colonial Mfg. Co., Inc....Rooms 590-592 
Columbia Silver Co........... Space 327 
Columbia Walescraft, Ltd.....Space 319 
Compass Instrument and Optical Co., Inc. 

Space 325 

Courtney, John J., & Co...Suite 914-916 

Craft Watch & Jewelry Co....Space 141 

Cramer-Tobias-Meyer ......... Space 2 

Cross, A. T., Pencil Co....... Space 516 
Croton Watch Co. 

Space 51 and Suite 842-844 

Cuckoo Clock Mfg. Co., Inc...Space 212 


Customized Rings ...... Rooms 575-577 
Cyma Watch Co....... Spaces 55 and 56 
D 
a Space 159 
Davids, Lothar .............. Space 400 


Davidson & Sons JlIry. Co., Inc. 
Spaces 49 and 50, Room 765 


D’Eite @ Sem........... Rooms 907-909 

Dennison Mfg. Co....... suns Space 52 

Dershowitz, L., & Co......... Space 328 

Dorsay Products ............. Space 206 

Dorset Products, Inc........... Space 17 
E 


Eagle Watch Co., Inc...... Suite 679-681 
Eastern Metal Products Co.....Space 23 
Elco Identification Bracelet Co. 


Space 111 
Electric City Box Co......... Space 100 
Elgin American ....... Ball Room Stage 


Elgin National Watch Co. 
Spaces 27, 28, 29, 34, 35 and 36 


Endura Time Corp............ Space 308 
re Room 692 
Enicar Watch Corp............ Space 72 
Evans Case Co..Spaces 511, 512, 513, 517 
Eversharp, Inc. .............. Space 503 
F 
Fantasy of Jewels............. Space 15 
Feature Ring Co., Inc............. Suite 
Feinstein, E. S., & Co......... Space 317 
Firestone Trading Co......... Space 303 
Firman Leather Goods Corp...Space 105 
Pe Ge GAs kc c ic wecaces Rooms 907-909 
Fleischmann, Lewis .......... Space 307 
Flex-Let Corp. ..... Spaces S-1 and S-2 
Flo-Ball Pen Corp............. Space 99 
EET Te Space 102 
Le re Space 207 
ee eee Room 593 
Forever Yours Ring Co....... Room 673 
Forman Family, Inc........... Space S-9 


Forstner Chain Corp. 
Spaces 73, 74 and 75 and Suite 795- 
94.92 
Foster Metal Products, Inc....Space 507 
Frackman, Harry & Ben, Inc. 
Display Room 








Freed, Edwin, Inc. 
Spaces 404, 405 and 406 


G 


Gemological Institute of America 
Space 94 
Glass, Leo, & Co., Inc.....Suite 953-955 
Gold Filled Manufacturers Assn. 
Space 412 
Gorham Co., The. .Suite 942-944.946-948 
Gruen Watch Co., The 
Spaces 4J, 4K, 4L, 4M-1, 4M-2, 4M-3 
Gutschneider, Jack, Jewelry Co. Inc. 
Space 410 


Hamburger H., Co., Inc....... Room 573 
Hamilton Watch Co. 
Spaces S-19, S-20, S-21 and S-22 


Harman Watch Co............ Space 103 
ee ee Space 308 
Hartman-Cutler Corp........... Space 5 
Harves Jewelry Co.......... Space E-24 


Hayman & Lindenberg, Inc...Space 320 
Heirloom Clock Co., Inc. 
Spaces 315 and 316 
Heller, L., & Son, Inc...Spaces 9 and 10 
Heuer Watch Co...... Spaces 41 and 42 
Holzer Watch Co., Inc......... Space 45 
Honora Jewelry Co........... Space 323 
Huvye Space Saving Box System, Inc. 
Spaces 95 and 96 


Illinois Watch Case Co. 
Ball Room Stage 
Imperial Lamp & Shade Co...Space 208 
Imperial Pearl Syndicate 
Spaces 39 and 40 
Incaboloc Corp. ....Spaces E-1 and E-2 
Ingraham, E., Co., The 
Spaces 125 and 126 
International Silver Co. 
Spaces S-10, S-11, S-12, S-13, S-14, 
S-15, S-16, S-17, S-18, S-23 


J 


Jebel Ring Mid. Ce............... Suite 
Jackson Vitrified China Co. 
Spaces 143, 144, 145 and 146 
Jacoby-Bender, Inc. 
Display Suite 768-770 
Jewelers’ Buyers Guide....... Space 121 
Jewelers’ Circular-Keystone ..Space 124 


Jewelry Industry Council 
Spaces 122 and 123 


Jewelry Magazire ........... Space 
Jones & Woodland Co..Suite 915-917-919 
K 
Kehoe, L. & M., @ Ce............:; Suite 
Kaplan, R. & H., Ine....... Space E-ll 
Karp, David, Co., Inc....... Space 4V-1 


(Please turn to page 261) 
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Geology for the Jeweler “x 


How the gem minerals are formed, where they are found and why they are so 
rare—this is important information the alert jeweler should have at his 
finger tips. It will help him explain to his customers why gems cost so much. 


Part VII 


Mi rastonpnisa is a long, but fairly com- 


mon, word which owes its origin to Greek, the meta 
part meaning “after” or “change” and the morph refers 
to “form.” A metamorphic rock, then, would be one 
which had changed in form from something else. Tech- 
nically, almost as soon as a rock becomes solid it may 
start to change. 





A curiously water-worn sillimanite boulder from Jequitinonha 
River, Brazil. (Photo courtesy Inter-Ocean Trade Company). 


Under the broadest usage of the term, the sedimentary 
rocks would be included with the more usually recog- 
nized metamorphic formations, the schists, the gneisses, 
the marbles, and the less altered slates and phyllites. 
However, few geologists have used the word in such a 
broad sense. In practice, it is used to designate that 
group of. rocks which are almost always sedimentary in 
origin but which have been altered by heat and pressure 
into new mineral combinations. The formations are more 
compact than the sediments, and the grains are cemented 
more firmly together. The gneisses and schists are com- 
posed of high temperature minerals, identical in nature 
with those that originally crystallized from a molten 
magma. They have reverted back, after going through 
the sedimentary cycle of weathering, transportation, and 
deposition. 

Obviously, if a gneiss or a schist is to be the product 
of pronounced, thorough, metamorphism, the rock that 
is to be altered must be composed of grains that are 
quite unlike those that can crystallize from a molten 
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by DR. FREDERICK H, POUGH, 
JC-K Gem Consultant 


magma. The high temperature, granite minerals are 
feldspar, mica and quartz, with a few dark grains like 
hornblende and pyroxene. On exposure to air and water 
at the surface, those minerals break down to form the 
soil, mainly clay minerals, and to dissolve in the 
trickling rainwater. Many of the fragments are carried 
away. The quartz grains are broken up, but their com. 
position does not change by the removal of some ele. 
ments and the addition of water and oxygen, as in the 
other and more complex compounds. 

As the particles break loose, many are carried off and 
eventually they are deposited somewhere else, winding 
up finally on a sea floor. The running water sorts out 
the particles and concentrates the like grains in the same 
places. So, instead of a great mixture of minerals as 
they formed in granite, we find that the sedimentary 
formations are all neatly sorted out in layers of sand- 
stone (the sand). shale (the clays), conglomerate (the 
pebbles) and limestone (the calcite, chemically or bio- 
logically precipitated far out in clear seas). The sus- 
ceptibility of such layers to alteration by pressure and 
by the earth’s internal heat varies greatly. 

A clay mineral (aluminum silicate with lots of water) 
is easily changed by simple heat to something with less 
water. The sand bed, on the other hand, will not change 
very much, for chemically it is still just the same as it 
was when the original quartz crystals crystallized from 
the magma. Calcite, a mineral that doesn’t crystallize 
from an ordinary magma at all, but which has been 
formed from the calcium in the feldspar and the carbon 
dioxide from the air, may change a lot. If the carbon 
dioxide can escape, or if new elements can come in with 
solutions from below it will join readily into new com- 
binations. If nothing comes in, and the carbon dioxide 
in that case couldn’t escape, then it will just recrystallize 
in larger coarser grains right where it is. The problem 
is to get the heat and pressure to make these changes, 
and that proves to be no problem. 

The earth’s crust is far from the motionless stable 
surface that it seems in our day to day familiarity with it. 
The emergence of pegmatites and granite on the surface 
proves that formations which originated several miles 

(Please turn to page 143) 
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WAILHDANU 


that for the first time 
makes revolutionary 
improvements possible 


in both STYLE and 
COMFORT! 


























~NEW DESIGNS! NEW SnAP 


all made possible by Speidel’s Exclusive 
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1\ A new leather watchband 
that converts your 


leather strap customers 
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CHBAND YOUR 


F 
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DEMONSTRATION 
CLINCHES 
SALES 


Here is the Secret of Speidel’s 
New “Floating Link’ Construction 


Segments of the band are joined by spring-action links at not jus 
one, two or three points but at pivotal points IN ALL 4 CORNERS! 
It now becomes possible to achieve the bold, massive designs 
that distinguish the new Speidel Watchbands. The new-type link 
permits motion in multiple directions. They conform to every 
motion of the wrist effectively and comfortably. 





A bold display for Speidel’s ‘Bold Look”. from a beautiful picture frame. Small size 
The Rich Velvet panel adds an exciting extra makes it ideal for counter or corner window 
dimension by extending out into foreground display. Order as FL/12 Unit. 


a 


ORDER AS FL/12 UNIT which 
contains: 


INDIVIDUALLY BOXED: 2 ‘ Check- 
erboard’, 3 ‘“Masculink”, 3 “Pieces 
of Eight”. Balance of 4 on 
Display. 


YOUR COST -FL/12 UNIT eee 
re J-DIMENSIONAL DSP 
YOUR SELLING PRICE (F.T.I.) ———— My 
$155.40 Bees | 
3-DIMENSIONAL DISPLAY N/C Bea a AAT HES Wit Il MAKt 
ee ae Behe Bat UU! | | 





Speidel’s new ‘’Floating Links” Speidel’s new ‘Floating Links” Speidel’s new “Floating Links” 
are so Flexible they are so Flexible they can are so Flexible the band 
bend at right angles be twisted 180° can even be turned inside out 


er tT aa iaa tase kak 


——— 
« ri - 


y ELEGANT! ees 


L's 


Sells Leather As It’s 
Never Been Sold Before 


Beautiful, luxurious background of this display has 
all the traditional richness seen in leather itself. 
Makes Speidel’s new Leatha-Elegance Watchbands 
80 outstanding in appearance that to show them 
is to sell them. A display that’s so small in size 
you'll want — and can use — one for counter and 
another for window display. 


ORDER AS LE/12 LEATHA-ELEGANCE 12 pc. 
unit with Floating Links. 


ON DISPLAY — 4 Speidel Leatha-Elegance Watch- 
bands (2 Tan, 1 Cordovan, 1 Midnight Blue). 


INDIVIDUALLY BOXED: 8 Speidel Leatha-Ele- 
gance Watchbands (4 Tan, 3 Cordovan, 1 Midnight 


Blue), 

YOUR COST OF LE/12 UNIT . . $ 70.20 
YOUR SELLING PRICE (Fed. Tax Incl.) $155.40 
DISPLAY SHOWN a N/C 
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VERSATILE STREAMLINED DISPLAY 
GOES ANYWHERE! WORKS ANYWHERE! 


~o. - 


V7 | | q HANGS ON WIRE IN WINDOW. SQ = q STAND UP EASEL DISPLAY IN 
Bu, 


Just the display in size and WINDOW. Makes an ideal cen: 


brilliance for back drop window oe ter piece display for watch win- 
display. pre ees dow — or as a sectional night 


USE AS COUNTER DISPLAY. > — we USE AS TILTED FRONT FOR IC/72 
You just couldn’t have a more UNIT. Serves as magnificant dis- 
brilliant compelling, counter dis- , play front for Speidel Inventory 
play. Use it at your Watch counter i Control Unit. (See next page). 

or at your best display point to 

catch your Watch Repair Depart- 

ment customers. 


YOURS FREE when you order SP/24 Unit which contains 14 ladies — 10 
men’s watchbands mounted on the display. Cost to retailer $123.50. 














HOOKS ON AT 2 POINTS 


LIFTS ON OR OFF 
CABINET IN A JIFFY 





SPEIDEL’S !©/72 THE MOST COMPLETE, EASIEST-TO-OPERATE 
INVENTORY CONTROL UNIT IN JEWELRY STORE HISTORY! 


HOLDS STOCK! DISPLAYS STOCK! CONTROLS INVENTORY! 


The entire unit is such a marvel of compact design , 
that it measures only 21” wide and 15” high. Order as IC/72 Unit 











YOU GET... 


A A. Versatile brilliant plastic 
frame display — easily re- 
movable for window or sepa- 
rate counter display. Velvet 
pad holds 24 most popular 
designs (see SP/24 Unit) 


. 48 most popular SPEIDEL 
watchbands, including all 
the newest designs. (24 
Ladies — 24 Men’s) in Plastic 
Utility Drawers. 





C. Additional cabinet space 
for 72 additional SPEIDEL 
WATCHBANDS .. . To give 
you a complete Watchband 
Department. 


YOUR COST OF IC/72 UNIT $363.39 
Counter Cabinet, Plastic Display, Velvet Pad and 8 Plastic Drawers—all...... N/C 











ny BUS 


CID CAESAR 


IN A NEW SHOW THAT'S 
TV’S GREATEST! 


STARTS MONDAY EVENING, SEPT. 27th, 8:00 P.M. to 9:00 P.M. (E.S.T.) 
OVER TREMENDOUS N.B.C. STATION NETWORK. 
(DETAILED STATION LIST TO FOLLOW.) 


STARRING ARLENE FRANCIS 
Every Morning, 11 A.M. to 12 Noon — 
Monday Through Friday — NBC Network 
(DETAILED STATION LIST TO FOLLOW.) 


ON BOTH SHOWS=SPEIDEL’S "DIAMOND LOOK” WATCH 
BRACELETS WILL ALSO BE FEATURED IN SALES MESSAGES 


‘» EP . } ¥ ace : Sh ie 
Announced only 6 months ago Speidel’s new ae ty ee : et 
“Diamond Look” Watch Bracelets are already ay | ae peidel y 





EXQUISITE NEW LADIES 


the fastest-growing ladies’ watch bracelet de- at w Shee QRACELETS WN THE SPARKLING LOOK 


signs introduced in years! 


ORDER MS/6 UNIT from your Speidel dis- 
tributor. It includes 4 pieces on display —2 am 
additional boxed. Cost to you: $34.50, — 4 
NEW TOUCH OF THE MOON — 

TOUCH OF SPRING DISPLAY UNIT 

shown at the right is yours FREE. 
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THE FINEST WATCH BAND YOU CANOWN § 
LEO HEILBRUN DISTRIBUTORS, INC. 


RYom m(-lile)aelam Pia elUirolem later 


49th St. 


60] Fifth Ave. N.Y. 


We wish to express our thanks to you for making this move possible. 
Our entire operation has been carefully planned to better serve you. 
The thoughts in our mind was to afford you quick, efficient service 
and pleasant surroundings. We look forward to your visit with us 


when you can see for yourself why we feel justifiably proud of our 


alcauvan aleliile 


This is your invitation to make our new location your headquarters 


whenever you are in the vicinity. 


Sole Distributor of Speidel, Greater New York, Metropolitan Area 


48th St. 
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I'm looking for a deal” 
in my diamond! 


“Who cares about color, clarity or cutting. What | 
want is sie and a bargain. 


As Los Angeles’ Oldest Jewelers we know there are young men 
and thes fiancees who would be perfectly happy (for a time! 
with such a diamond. But the wise man knows that you can't 
get something for nothing He knows that a diamond graded 
by Donavan & Seamans Point Rating method of evaluation 1s 
his best bargain. He knows what he 1s buying! He knows that 
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Important purchases require important consideration. At 


“Los Angeles’ Oldest Jewelers” assurance as to beauty, 
quality and value is attested by three generations. Visit 


either of our two stores, a friendly showing awajts you. 


Prices Include Federal Tax « Charge or Budget 
438 WEST 7TH STREET, at Olive « 





IS WHAT YOU PLAN TO SPEND- 


DIAMOND FACTS 
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W trout od! getion seed fer evr cop 
reghted somerd booklet explaining 
ont Rotng— ite revee!ing. 
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$656 WILSHIRE BLVD., Miracle Mile 











DIAMONDS 





DIAMOND FACTS 


One link does aot moke @ chein.., 
nor does ene facter determine the 
value ef @e diamond. All three fecters 
—Color, Clarity, Cutting—ere mighty 
importont. Our Point Rating system of 
diomend evaluction explaias this 
easily and simply. ; 


integrity and prestige does not mean added cost. 
Diamond Rings from $125 


VY 


TEELeT 
‘BBS 
Educating the Public ————eraa 
Lo Diamond Quality 


CERTIFIED GEMOLOGISTS. - REGISTERED JEWELERS AMERICAN CEM SOCIETY Donavan & Seamans, Los Angeles, conducted an excel- 
lent diamond advertising campaign designed to edu- 
cate the public to understand the nature of diamond 
quality, and, at the same time, build good-will and 


consumer confidence as “Los Angeles oldest jewelers.’ 
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435 W. SEVENTM STREET © TR 7971 + SESG WILSHIRE BOULEVARD © WY 2121 
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CUTTING 660 
Totar 1800 
Without obligation send fer eur copy- 


righted diamond booklet explaining 
Point Rating — it's revecling. 











by W. B. STODDARD 





“Pp 
ECAUSE the average person knows little 
about jewelry, especially diamonds, a few extra minutes 
spent in explaining them is the best way to secure his 
good will and confidence.” This is the diamond merchan- 
dising principle of Donavan & Seamans Co., Los Angeles 
jewelers, and the company recently staged a newspaper 
diamond advertising campaign that carried out this idea. 
Seven ads were used in this campaign. i SEEEET 
“Not one factor, but three, make up the value of the ae 
diamond,” the store emphasizes, and the series of ads 
explained its point rating method, based on color, clarity 
and cutting of the diamond. The company produced a 
booklet explaining point rating and invited all interested 
in diamonds to ask for a copy, which would be sent free. 
Their first ad showed the attitude of the majority of nineetiieimaglemnnttiece 
people who know little about the real value of gems. It —niomenaanensan 
showed at the top the picture of a young man and was 
headed “I’m looking for a ‘deal’ in my diamond. Who 
cares about color, clarity or cutting? What I want is 
(Please turn to page 141) 
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There is « time proven jewelry axiom, “The finer the 
7 VHC A 


store the finer diamond and value.” Either of our 


two stores has @ friendly showing for young engaged 


Y 77, / 0. 


5036 WILSHIRE BLVD, Mirecle Mile 


couples seeking their ring in any price range 


Prices Include Federal Tax * Charge or Budges 
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ACCENTING THE EXCEPTIONAL 


LE ( OULTRE 


‘ 


THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


Today, more and more Authorized LeCoultre 














Jewelers are enjoying the plus-sales and plus- 
profits they have won by “Accenting the Excep- 
tional’. The LeCoultre franchise can become one 
of your most profitable assets when you mer- 
chandise and sell these—‘’The Most Exceptional 
Watches and Clocks in All the World”. 





LE COULTRE WRIST ALARM. Representing the 
most outstanding value in the entire watch industry 
—a perfect all-occasion gift that sells on sight. It has 
an irresistible appeal for executives and salesmen, 
doctors and lawyers—in fact, all business and pro- 
fessional men. Gold-filled, $77.50. Moisture-proof, 
$82.50. Federal Tax Included. 


ATMOS—THE PERPETUAL MOTION CLOCK. Busi- 
ness firms everywhere are choosing ATMOS Clocks 
to hecome the gifts of utmost prestige for Achievement 
Presentations, Years-of-Service Awards and for 
gracious giving. Your plus-opportunity for plus- 
business. $150. Plus Federal Tax. 







LE COULTRE 


DIVISION OF 


ONGINES-WITTNAUER 
WATCH COMPANY | 
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DIAMONDS 





An improved diamond cutting process has made possible heart-shaped diamonds in quantity. 


A new tune for retailers... 


Hearts and Diamonds 


Bove since 1456, when a young Belgian, Luis 
de Berquem, began cutting diamonds for the Duke of 
Burgundy, a heart-shaped stone has been the prize of 
the diamond cutter’s art. Until recently, they were col- 
lected only by diamond connoisseurs. But now because 
of a recent development of an American diamond cutting 
firm, heart-shaped diamonds are available to the jeweler 
—and his customer at regular—not premium—prices. 
Today, with jewelers seeking something new and differ- 
ent, something that removes a staple item from price- 
cutting competition, such heart-shaped diamonds are 
worthy of consideration. 

Many of the magnificent diamonds studding the pages 
of history have been heart-shaped. The most famous of 
these was the 67-carat deep-blue diamond that Louis XIV 
of France wore in his celebrated “Necklace of the Golden 
Fleece.” This diamond vanished during the French Revo- 
lution, to reappear mysteriously in Paris many years 
later. It is now accepted that this was the original stone 
from which the world-famous 44-carat Hope diamond 
was cult. 

It is interesting to note that the two largest diamonds 
ever mined, when cut up into many smaller stones, each 
produced one heart-shaped diamond. 

The heart has always symbolized love and _ betrothal. 
as has the custom of diamond engagement rings. There 
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was an ancient belief that diamonds had magical powers 
as love potions. To be fully effective, the diamond had 
to be worn on the left. the heart side. 

Even the finger on which the betrothal ring is worn 
is connected to the idea of the heart, since the fourth 
finger, left hand. was believed to contain a vein that ran 
directly to the heart. It isn’t surprising then, that heart- 
shaped rings have been traditional in English, French. 
Austrian and even Chinese jewelry. 

However. heart-shaped diamonds have heretofore been 
quite rare, because all the difficulties in cutting a con- 
ventionally shaped diamond are enormously magnified 
in producing a true heart-shape. 

A true heart-shaped diamond is always plump, never 
flat. Therefore. a good sized piece of diamond “rough” 
is needed to begin with, since so much is lost in the 
polishing. 

In cutting the ordinary. “brilliant” shape, for example, 
about 50 per cent of the diamond is ground to dust. In 
cutting a heart shape. as much as 75 per cent of the 
original stone may sometimes be lost. 

A heart shape must have a point at the bottom and 
two swelling curves on top—and the diamond cutter’s 
headache has been getting at the niche between these 
curves. Until recently. polishing this niche has been 


(Please turn to page 149) 
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qa new color movie 


to help you sell diamonds 


it’s yours FREE...to show in your town 


Produced to help you promote diamonds . . . and just 
released .. . this spectacular new film, in sound and 
color, is yours to use, on a free rental basis. It’s ideal 
for showing before high school and college students, 


to club groups in your area, and for presentation as 
a sales-training aid. 


With romance setting the scene, this new movie 
tells a spell-binding story about diamonds. There’s 
an authentic sequence on diamond cutting. photo- 
graphed at a leading New York cutting house. There's 
an interesting tour through the diamond mines, filmed 





on location in South Africa. Fast action and magnifi- 


cent color photography make it a really memorable 
diamond film. 


For details on how you may obtain the film, “A 
Diamond is Forever,” to show in your town, write 
to the exclusive distributors, Association Films, Inc., 
at the address nearest you: 


347 Madison, New York 17, N. Y.; Broad and Elm, 
Ridgefield, N. J.: 79 East Adams Street. Chicago 3, 
Ill.; 351 Turk Street. San Francisco 2, Calif.; 1915 
Live Oak Street. Dallas 1, Texas. 


Tie in with the all-out diamond promotion...keep diamond sales coming your way 


De Beers Consolidated Mines. Ltd. 
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PROMOTION | 


Magnificence of Crown of the Andes 
is demonstrated by Carl Greve, Sr., 
as he holds a contrasting five carat 
emerald and diamond ring beside it. 





‘Crown of the Andes’ Exhibit 


Stirs Public Interest in Gems 


, exhibition of spectacular achievements 
of the jeweler’s craft in order to make friends and add 
to store prestige has become a promotional specialty 
with jeweler Carl Greve, Portland, Oregon. An ex- 
hibition recently stopped most of his business for three 
days—and he liked it. The exhibition was the showing 
of the fabulous Crown of the Andes, valued at five 
million dollars. 

Karl Greve, son and partner of Carl Greve, founder 
of the store, explained the firm’s policy in connection 
with such exhibitions: “To get a customer into his store 





by MABEL C, OLSON 


for the first time is the jeweler’s hardest problem. Once 
the customer is in, it is much easier for him to come 
back. So it is as ice-breakers that these exhibitions pay 
off. 

“When unusual pieces are available, we try to give 
this service to the public. We keep looking for outstand- 
ing items. Now we have built up a reputation to the 
point where exhibitors look for us, and we are forced 

(Please turn to page 149) 


Crown of Andes was exhibited in center 
display of the store where public could 
see the masterpiece clearly but was not 
encouraged to touch it. In this loca- 
tion, visitors saw other jewelry depart- 
ments which surrounded the exhibition. 


THE JEWELERS’ CIRCULAR-KEYSTONE 























- paealdaiteaiaaaaaas +e + ee ee ee ee eur taaiitar*aideedie eT ee | ee 


i 7 bis 


VANCOUVER 














yy 








































: . ¥ ee —) 
Py % : ; ~~ z ; he Y S. . ss - 
pio & od) i it | : esos Mm 
EL 4 = SS 2g 
I a4e pa toe & v 4 =) + 
im: 3 © =o8s GZ ae 
4) ie > 5 = > = = + 
oF et, Pose - @) fee © 
be ge i ‘ is m 7} = = 8 © or 
é 44 ' ‘ f w bn — a= © - 
Cats. 4 ° ns 2 Oo & < 
‘ 3 ee 2 3 § Z yn" > 2 eS a =) 
Biihe Sari He > > ng 5335 
eg : ees > 
te 6 —— ‘ : Y 
tag Mig, “sy i. tm A, — Fe - 
of “* ‘ fe *. Pa ot i hs ;*% 4 on GO mm ® > 
i ie e we ; ae a “ : 123 ae ; om = = S = o 
Bhs ER Baws Pee SUB oe ee SRI ae PERE gs 
ig .% ‘ iy P as © ~ ; 4 iat 4 dl 
ah et A ee Jd ; §: oy "A ad a ~ 2 
Y Ping, pee eh Mm . a & Je Maas Whe S = 2 « 
me aoe oe wed ‘ a ae if > 9 & 5 = 
MAT 1 OE ety ee cm ~ ma atc Bed = -—a2r SS © 
ie Rp 1m St ee hbase rk si Lx 5S PB SS ets YD 
AGL th Whe cee ee et eee wR be > = 2 fs he 
a gS BW a aa * v . ; me 4 £ on & BRE: ; 4 Fy t & KS i! 83 © aeons 
‘ pits ‘“. oi a mv oF oe a uN PG 4 acs Pe OT i an eB a 5 “=F DD —*QHN 
x ° : Mom rs * thé tn m cs x Pb: vom 4 % ak ail ‘4 $ wnat ‘ ie — — i~T 8) 
is Re Fe” 4 et ‘e Ce ERS. bk) 2 XE % ris ; “ed a! es at ¥ Fa a Ma a” 5 = i) 8 = 
RAS Gk BR marae me ie git Re Siml PEE 
. “i g ° $ a teach , z ‘ ‘ - 2 i ) ~ se — 
Br 5 i Saad: <x id ° Le ty a Z te > a ; | ~ 5 — faa) t~ 
4 ; ‘ hn 'g x”. wit We es 8 tof aa Bs, se cs ey 
x ans vr ae Be é % fee, ieee p. , tt: 2 Ss ~~ = 
NEEL © ee ee = * ffisi nes 
i? Te y nf : 4 Ss os 
2 Pay 3 x ¥ ide: $ i 4 $ kB $ yg J a © = ”N 
y , Pile AS ‘ “Y beni Fa | 6 rs aE 8 8) 
; ey $e is 32 ; P~ ee 
| > 
N 
e 
. - 
. = 
& _ 
eo 
iB = 
= 
| | < 
he 7 © 
| : <) 
° = 
2 sted a a J ==) 
@ 
\ > 
a ® 3 
: :. 4 nd 
‘a < 
Ss 2 
Hi R= 





Jewelers’ Circular-Keystone’s Report on the 


DIAMOND INDUSTRY 1993 


WORLD PRODUCTION 
PART Il 








ATLANTIC. 
OCEAN 


0.4% 





BRITISH GUIANA JERRA LEONE qh 
—. Se | 
GOLD COAST 
—AOBZcoNGO\ ON 
+... B20 a, OBE ero 
“\ AMERICA a 


*. 





OCEAN 


Ceaenie 
BRITISH S'WEST 
AFRICA 


3.1% \ y CARAT PERCENTAGE 
/ / 1953 
SOUTH AFRICA DIAMOND PRODUCTION 


3 W FRACTIONAL PRODUCTION 
& USS. NOT | SHOWN 









































Accurate figures regarding diamond production are not avail- 
able for all countries. Exact figures received from official sources by GEORGE SWITZER, 
are given in most instances. Where estimates are given they are 
believed to be reliable. 

Total world production of diamonds during 1953 was approxi- Division of Mineralogy and Petrology, 
mately 12,100,000 carats. This is the highest production in history, Smithsonian Institution, Washington 25, D. C. 
and approximately 1,500,000 carats higher than in 1952. Details 
are given in the following table. 


Associate Curator, 


SOUTH AFRICA-GENERAL 


WORLD PRODUCTION OF DIAMONDS. 1950-1953 In 1953 total production in the Union of South Africa and 
BY COUNTRIES, IN METRIC CARATS South West Africa was 3,318,000 carats. This includes an esti- 
(Including Industrial Diamonds) mated 100,000 carats from the State diggings in Namaqualand. 
a eae Details of South Africa production for 1953 follow: 
19520 Union of South Africa 
De Beers Group of Mines 1,127,830' 
— laine 
538,867 | 734,324 | 743,302 | 729,377 Premier Mine - 1,269,925 
Belgian Congo. .... ; 10,564,667 | 11,608,763 | 12,580,256 Alluvial production ... 203,000° 
French Equatorial | : . : if Dh , 3 
an... 4s) Seek 136,000 | 163,400, ~—-140,144 _ State Mines of Namaqualand 100,000 
French West Africa .| 126,346 | 101,000 | 136,080 | 180,000 South West Africa 
4 eae | 950,000 1,752,878 2,189,557 2,167,364 a FS . . 
Sierra Leone.......| | 655,474 475,759 | 451,426 | 472,934 Consolidated Diamond Mines of S.W. 
Southwest Africa... 488,422 478,075 | 541,027 617,411 990,534 
Tanganyika........| 164,996 | 108,625 | 143,023 170,679 
Union of South | 


Africa: | | | (1945) Ltd. ge 6.877 

Dee ons oe | 916,194 1.967.272 2,093,138 | 2,397,755! 2 ? 
231,6744 289,063 4 282,681 4 300.0002 - 
200,000 200,000 200,000 | 200,000 3,318,000 








| 1950 |) 1951 | 


Africa: 





British aa 37,462 43,260 | 38,305 35,306 





———e 





a ee 60,389 63,226 98.291 | 84.790 - — acacia teen ae = i 
Other countries. ..... 3,000 3,000 | 5,000 5,000 'Ineludes 70,559 carats from Kleinzee, South West Africa. 

; ents | - “Includes 117,000 carats from pipe mines outside of DeLBeers 
Grand Total control. 


(Round Figures)..| 15,232,000 | 16,917,000 | 18,694,000 | 20,080,000 * Estimated. 








—_———_— ————— er 


1 Pip? mines under De Beers control. 
2 Includes: (1) Approximately 117,000 carats for pipe mines outside DE BEERS GROUP OF MINES 
De Beers control, and (2) an estimated 100,000 carats for State Mines of De Beers Consolidated Mines. Ltd produced chiefly from the 
Namaqualand. ; , ' - 9 
3 Estimated. Wesselton and Bulfontein mines in Kimberley. The Premier mine, 


4 sti 1 100,000 c¢ s S Mines N A - 4: . 
Includes an estimatec carats for State Mines of Namaquatanc operated by a De Beers subsidiary, the Premier (Transvaal) 
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Diamond Mining Company, Ltd., is also a major producer. Smaller 
production is also reported from other areas. 

Of the total 1953 production from the Union of South Africa, 
production from the De Beers group of mines was as follows: 





Carats | Average | Average 
Loads Carats per Cost per | Cost per 
Washed | Recovered | Load Load Carat 





— - -— 2 ee ee ee ee —_— —— a ee ee 























NS ons x sab cuew.cna bu 1,963,292 | 379,358 | .193 6/7.5 34/3 .2 
Bultfontein Mine................ 1,970,893 | 409,464 | .208 6/10.3 | 33/0.3 
Dutoitspan Mine Sampling........ 7,951 = 22 Fee Se 
Bultfontein Cyl. Lumps........... 34,751 5,553 | .160 7/3.3 45/6.7 
Wesselton/Dutoitspan Cyl. Lumps.} 135,145 16,778 | .124 3/3.1 26/2.7 
De Beers Mine Sampling.......... 5,861 4 ge Eh IR Rees 
De Beers Cyl. Lumps............. 91,904 9,755 | .106 5/10.1 | 55/0.2 
Kimberley Floors................ 133,430 11,115 | .083 4/8.1 56/1.6 
Old Pulsator Tailings Dump....... 74,497 73,721 | .990 | 17/8.0 | 17/10.2 
Miscellaneous Sampling........... 6,929 289 | .042 | 29/2.8 | 701/6.1 
Stadium Heap................... 255, 502 15,110 | .059 1/5.4 24/7.0 
i ac eee 408,314 70,559 | .173 7/7.7 44/2.7 
Jagersfontein Mine............... 2,016,362 | 132,852 | .066 6/8 .3 101/6.6 
Koffiefontein Mine Sampling...... 16,114 1,062 | .004 |..... es eee 
ER Rrra: | eRe TRE eee 

ES Fi aia etre ec ne ae ek GR FS ee See Sere 





PREMIER MINE 


During 1953 the Premier mine produced 1,269,925 carats of 
diamonds, from 4,763,677 loads, for an average yield of 26.7 
carats per 100 loads. 


OTHER PIPE MINES 


In 1953 only three pipe mines operating outside the De Beers 
group showed results of importance. Their production was as 
follows: 











Mine Carats Value 

Star Diamond Mine.............. 12,017’ £113,407 
Mallin Diamond Mines Ltd....... 96,551 

Treasure Trove Diamonds Ltd..... 8,613 66,470 
117,181 





| Production for year ending June 30, 1953. 


The Star Diamond Mine is located 20 miles northwest of Win- 
burg, Orange Free State. The main shaft has been sunk to a 
depth of 254 feet in a kimberlite fissure. Treatment of 42,398 
loads of kimberlite and retreatment of 11,048 loads of tailings 
yielded 12,017 carats of diamond. The average yield per 100 loads 
of kimberlite was 26.1 carats, while the average per 100 loads 
of tailings was 8.5 carats. 1952 production was 11,179 carats. 

Mallin Diamond Mines, Ltd., is located in the Rustenburg 
district, Transvaal. The mine is serviced by two vertical shafts. 
The lowest depth being worked is the 500 foot level. The dia- 
monds are confined to a narrow kimberlite fissure averaging 
from two and one-half to three feet in width, and having a strike 
length of approximately 12,000 feet. According to a report by 
the consulting engineer, during 1953 a yield of 96,551 carats 
was obtained from 61,500 tons of ground treated, for an average 
yield of approximately 123 carats per 100 loads. This is prob- 
ably the highest yield of any diamond mine in the world. The 
deposit. is reportedly proved to a depth of 1400 feet, and the yield 
steady to the greatest depth worked, 650 feet. At the present 
time only about one-half the strike length of the fissure is being 
worked. 

Treasure Trove Diamonds Ltd. holds a number of properties 
but only the Doornkloof and So-Ver Diamond Mines were in 
production during 1953. Treatment of 50,692 loads yielded 8,613 
carats of diamond, for an average yield of 10.12 carats per 100 
loads. Of the total production 5,133 carats was yielded from 
mining and 3,480 carats was yielded from retreating concentrates. 
Price obtained per carat was £12/2/6, excluding recoveries from 
retreatment of concentrates. Production in 1951 and 1952 was 
5,356 and 4,691 carats respectively. No activity was reported for 
the Frank Smith Mine and the West End Diamond Mine. 

The Leicester Mine, Barkley West District, ceased mining opera- 
tions in July, 1952. It was reported that the New Eland Mine, 
in the Boshof area, Orange Free State is to be reopened soon. 
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SOUTH AFRICAN ALLUVIAL DIGGINGS 


The alluvial diggings have shown little change. There is little 
available new ground and old ground is becoming exhausted. 

Total uncontrolled alluvial production in 1953 from the Union 
of South Africa was 202,715 carats, valued at £1,174,313. This 
production includes that from small pipe mines operating outside 
of De Beers control, which according to annual reports of the 
companies, amounted to about 117,000 carats. 


STATE MINES OF NAMAQUALAND 


The state owned and operated alluvial diamond mines jp 
Namaqualand are located south of the mouth of the Orange 
River, in the vicinity of Alexander Bay. Official announcements 
during the year revealed that the State diggings are slowly be. 
coming worked out, and for that reason the Government did not 
take up £2,360,000 of its quota of diamond sales during 1959. 
It was also stated that the State has kept the annual production 
constant at 100,000 carats annually so that the richest parts would 
not be the only ones worked. This policy has helped to prolong 
the life of the diggings. 

Details of production from the State Alluvial Diggings, Nama. 
qualand for the years 1948 through 1951 follow: 


Year Carats Value 

ree 146,542 £3,599,062 
os wee wey 110,772 2,239,114 
1950 ........... 83,642 2,955,384 
1961 ........... Ea 3,137,473 


Practically the entire production is of gem quality. 


SOUTH WEST AFRICA 


The alluvial diamond deposits of South West Africa are a 
northward extension of those in Namaqualand. They extend from 
the mouth of the Orange River north 300 miles to Conception 
Bay. 

The Consolidated Diamond Mines of South West Africa, Ltd., 
hold the diamond mining rights to the area under a concession 
extending to 1991. 

The chief producing areas are Areas G, U, and M. 

Production has been steadily increasing, as the following five- 
year summary shows: 


1949 243,818 
1950............ 391,788 
1951....... 478,075 
1952........... 512,674 
1953............ 590,534 


Production from mining and prospecting combined in 1953 was 
590,534 carats. Of this total prospecting accounted for 13,94 
carats. Monthly production averaged 49,211 carats, an increase 
of 6,488 carats per month over the previous year. 

The average yield per cubic meter mined decreased from 0.72 
carats in 1952 to 0.56 carats in 1953. The average size of diamond 
recovered was 0.92 carats compared with 1.33 carats per stone 
in 1952. This is due to increased production from Area M, where 
the average size stone is 0.5 carats. 

Production was greatly increased in Area M, where monthly 
average production was 11,806 carats in 1953, compared with 
970 carats per month in 1952. 


A summary of mining operations is given below: 
Cubic meters 





Overburden stripped—Mining .......... 3,939,484 
Prospecting ...... 3,086,508 

Gravel mined—Mining ................. 1,028,370 
Prospecting ............ 38,914 

8,093,276 


Total weight of ground handled in stripping, mining and pros- 
pecting was approximately 14,200,000 tons. The overall yield was 
equivalent to 3.3 carats per 100 loads. 

Two new screening plants of improved design and capacity 
were commissioned in Area G and one in Area U. The railway 
track from Area G has been extended from Area U to Area M. 

(Please turn to page 243) 
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DIAMOND 
PLATINUM 


acted 


by Raymond Abrahams 


A truly outstanding collection of 
superb diamond platinum 
bracelets ... offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — VAnderbilt 6-0457-8 


For prompt attention please address all inquiries Dept. K-20. 
FOR AUGUST, 1954 





MODERNIZATION 


From the street, a passerby feels compelled to look in and enter this new store. 


Light and Air Conditioning 


Gives New Store Sales Appeal 


O.. of the most modern, attractive jewelry 
stores in the East was formally unveiled last March. Dur- 
ing a three-day grand opening, over 14,000 people 
visited the Haserodt jewelry store at its new location, 
332 Broad St.. Elyria, Ohio. Owned by Frank and 
Eleanore Brandau, the Haserodt firm’s new store is es- 
sentially symbolic of local public confidence in the in- 
_tegrity of the owners. 

The move to new location was motivated by several 
factors. It was in the Spring of 1953 that Mrs. Brandau 
was confronted with an unsatisfactory lease arrangement. 
In addition. she stated, “The traffic had _ definitely 
changed in our town and after some surveys were made. 
we found that traffic in our new location was two and 
half times greater than where we were formerly located.” 

Behind the transparent glass front of the new store 
lies a carefully planned floor layout designed to show 
merchandise by individual departments. This arrange- 
ment enables customers to view the full line of each 
section in which they are interested without being dis- 
tracted by other kinds of merchandise. 

On the left of the front entrance is the diamond case. 
behind which is a large, attractive mural entitled 
“Gems.” dramatically showing stones fading into the 
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horizon. On the right is a watch display with a backing 
of fine clocks. The largest single section of the store is 
the costume jewelry. section in the center of the store. 


During the grand opening, Mrs. Brandau, left, arranged for 
a bride to walk through the store modeling diamond jewelry. 
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...TIMELESS 
IN THEIR 
EXQUISITE 
APPEAL... 





the heirloom quality of Cultured Pearls from Borrelli . . . 
in necklaces or loose . . . presents an 
unparalleled opportunity for you to offer these 
gems of the ocean ... in all sizes, colors and prices 


» ,.. to please every taste and desire. 
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IMPORTERS 


665 Fifth Avenue, New York 22, N. Y. © Telephone MUrray Hill 8-0648 


CHICAGO ° LOS ANGELES ° 7UE YO 
ee ~ 








There are 8 counters reserved for this popular merchan- 
dise. On the right of the center counters, next to the 
watch display, are four sidewall cases of all leading per- 
fumes, and next to it, a seating space for customers, 
backed up with a floral display. 

A sterling silver flatware department with two sit-down 
flatware display tables and a wall display showing 60 
different flatware patterns follow. 

Just before reaching the right rear of the store are 
four wall cases of fine dinnerware, domestic and im- 
ported china. On the left, next to the “Gems” mural, 
are three sidewall cases with figurines followed by a 
sidewall display of plated flatware showing five company 
makes of silverware in 32 patterns. Five silver hollow- 


The table top fashion department, located at the rear of the 
store, features five tables reserved for brides’ displays. 
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On the left, near the front 
entrance, is a diamond case, 
behind which is an attrac- 
tive mural entitled "Gems." 





ware display cases are next to this department, and 
next to them are five wall cases of fine crystal. 

Before reaching the rear of the store on the left-hand 
side are two private rooms for consultation on diamonds 
and precious stones. These two special diamond rooms 
are designed with special lighting so that even the in- 
experienced eye can detect color. These rooms are eight 
by eight feet. 

A rear center display, several feet removed from the 
rear wall, are five tables for brides’ displays. Behind the 
rear wall of this 165 foot by 28 foot room is a large 
stockroom and receiving department. 

The store has an Amherst Sandstone front and it is 

(Please turn to page 150) 





Nearest to the all glass front is a counter case devoted to 
timepieces; behind it is a wall case featuring fine clocks. 
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New! Genuine 





OxNekm@ Parts 


in Balaneed Assortment Kit! 


For the first time a lighter repair kit with the assort- 
ment of parts balanced scientifically. More of the parts you 
use most... fewer of the parts you use least. Yes, Ronson 
brings you a time-and-money-saving Balanced Assortment 
Parts Kit, with complete, simple repair instructions... all 
information and parts you'll need for an established repair 
service or to start a new one. 


More Customers—More Profits: Ronson lighter 
owners will be attracted to the store that repairs lighters 
with genuine Ronson Parts. This means greater lighter 
repair volume for you—plus added profits through 
increased store traffic and good will. 





“New Open Stock Plan” Ronson has expanded its 
open stock parts service to supply more parts faster. 

Youll find ordering and re-ordering really simpli- 
fied...time saved...thanks to the Ronson Lighter 
Repair Guide, free on request. 











“Build profits with 





©1954 RONSON CORPORATION 


FOR AUGUST, 1954 


world’s greatest lighter specialists.” 





+ KONSON 


QUICK Stevics 


ae | WUAI ry WORKMAN SHIe 


GINuNe 2 
© RONSON PARTS UseD ExciusivE 





New genuine Ronson Parts Kit (BA#1 ) includes: 


Sturdy reinforced storage box holds eighteen 

types of parts in handy labeled vials of transparent 
plastic, plus an extra vial for spares. Parts are scientifically 
selected to make complete or most frequent repairs on 95% 
of all Ronson lighters. Convenient index inside lid. 


Ronson lighter repair guide has on one side, a 

handy trouble analyzer with amazingly complete 
repair instructions. On the other side, an automatic parts 
selector showing name, stock number, price and ordering 
procedure for all parts. Greatly simplifies repairs. 


Permanent window plaque of durable plastic to 

attract new customers to your store. This smart, 
colorful plaque tells people you repair lighters with 
Genuine Ronson Parts. Newspaper mat also available. 
“Order your BA#1 Kit now from 
your Ronson supplier. Only °50...le 





your regular discount.” 
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For Profit’s Sake— 





an Engraving Machine 


This jeweler felt that an engraving 
machine in his store would be not 
only a customer service, but also 

a profitable move. This idea has 


since proved sound many times over. 


A REALIZATION that an engraving machine 
in the store would mean quicker service to the customer 
and more profit for his department, led J. H. Stancil 
to install one for the Pearson Jewelry Co., Manchester. 
Georgia. 

At that time Stancil owned the watch and jewelry 
repair department in Pearson’s. About a year ago, he 
purchased Pearson’s and is now owner and _ operator 
of the establishment. He feels that the engraving ma- 
chine was a great help in enabling him to take over the 
store and states that it has paid for itself many times 
over. 

Formerly, Pearson’s sent all engraving work out, and 
attempted to get the work done with all the delays and 
inconvenience to both store and customer that invariably 
resulted. At the present time, the store charges 50 cents 
for from one to five letters and 10 cents for each addi- 
tional letter. 


128 





PROMOTION 
























Left, note prominent position 
of engraving machine on top of 
showcase. Below, the jeweler's 
wife demonstrates ease of oper- 
ation. She does all of the 
engraving work for the store. 





The engraving machine is not complicated to use, and 
Stancil found that an inexperienced person could operate 
it in a short time. As a matter of fact, Mrs. Stancil does 
all the engraving for the store and has made a very 
successful operation out of it. 

The Stancils learned that the engraving machine met 
all their jewelry engraving needs, and, as far as they 
are concerned, it has no limitations. Different engraving 
techniques are required for silverware and stainless steel. 
the latter requiring a more specialized method. Silver is 
usually “cut” and stainless is “shaved” The Stancils 
experienced good engraving work even with stainless 
steel pieces. . 

The engraving service is advertised by Pearsons 
in its newspaper ads. Within the store the machine has 
a prominent position on one of the showcases, out where 
every customer can watch it being operated, if he so 
desires. 
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¢ Ey All Squire Tie Clips have 


Famous Alligator Action Grip 

















——// Uj ) @ All the beauty of authentic Currier & 
Ives prints has been captured in miniature scenes 
by Squire. Hand painted in full color 
on imported crystals. Packed in handsome, useful 
Squire Travel-Pack. Free, full-color 


counter display with every dozen sets ordered. 
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The Celebrated Clipper Ship Dreadnought ‘ 
(Shown in Squire Travel-Pack) € 
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All Currier & Ives Sets 6.00 Plus Tax : “Rounding a Bend” on the Mississippi 
Passing the Stand ‘ ae 
Links 3.50 (Shown in Ladies’ Style) 
Clip 2.50 


Currier & Ives ladies’ sets of links and pin 









CURRIER & IVES 
Hard Painted Reproductions 
y squire 


are available in pastel Travel-Packs at 7.50 


retail. Le 





The Currier & Ives panoramic display in full 





color is a real stopper for window, counter | io opens 
or showcases. Free with every dozen sets , guanits og Exolusit 
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gilt Past squire} 


ordered. bait ott 
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2WT Clip 
Red & White 2-Tone 


In Handsome Gift Box 
2ws Set 5 


3.00 
2.50 
Pearl 





Shown In Link Box 
s Set 6 


Ww .00 
3WL Link 3.50 
3WT Clip 2.50 
Flying Duck on Genuine 


Mother-of-Pearl 





2AS Set 6.00 
2AL Link 3.50 
2AT Clip 2.50 
Imported Goldstone 
2BS Set 4.50 
2BL Link 2.50 
2BT Clip 2.00 
Brown & Grey 
Cat-Tiger Eye 
2cS Set 5 
2CL Link 2.50 
2CT Clip 2.00 
Red or Blue 
Spotted Crystal 
2DS Set 4.50 
2DL Link 2.50 
2DT Clip 2.00 
Spotted Moonstone 
2ES Set 3.50 
2EL Link 2.00 
2ET Clip 1.50 
Red or Blue 


Faceted Stone 







' Min, 
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se 
SCJEEEVC presents 
SOMETHING EXTRA IN MEN’S JEWejpy 


All Squire Tie Clips have 
Famous Alligator Action Grip 


2MS 


2NS 











2PS 


2Q5$ 


2FS Set 3.50 
2FL Link 2.00 
2FT Clip 1.50 
Red or Blue 
Star Sapphire 
2GS Set 4.50 
2GL Link 2.50 
2GT Clip 2.00 
Antique Jet 
with Chaton 
2HS Set 4.50 
2HL Link 2.50 
2HT Clip 2.00 
Oval Jet with Chaton 
25S Set 4.50 
2JL Link 2.50 
25T Clip 2.00 


Red, Blue or Black 
Antique Half Stone 


2KS Set 4.50 
2KL Link 2.50 
2KT Clip 2.00 


Red,Blue or Black 
Oval Half Stone 
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All prices shown are keystone, before Federal 
Tax, and are subject to change without notice. 
All items are Hamilton Gold Plated or Rhodium Finish. 


2LS Set 3.50 
2LL Link 2.00 
2LT Clip 1.50 


Red, Blue or White 
Round Stone & Chain 


2MS Set 3.50 
2ML Link 2.00 
2MT Clip 1.50 
Red or Blue Crimp 
Edge Stone 


2NS Set 5.00 


2NL Link 3.00 
QNT Clip = 2. 
Engraved Metal 


2PS Set 4.50 
2PL Link 2.50 
2PT Clip 2.00 


Large Antique Unicom 


2S Set 4,00 
2QL Link 2.50 
2QT Clip 9 
Rhodium or 
Hamilton Viking 
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The Squire lin 


extra” shows UP ! 


e brings you originality of design. This “something 
n metal, stones, pearl, wood — some daring — 


some dignified. All priceless — at prices you'll love. Squire Men's 


Jew 






ain 











All Squire sets are packaged in handsome, 
hinged Gift Box (Plush or Leather). Links 
and slides also packaged separately. 


2RS Set 3.50 
2RL Link 2.00 
Rt Clip 1.50 
Rhodium or 
Hamilton Siamese Girl 


285 Set 3.50 

SL Link 2.00 

ST Clip 1.50 
Sailing Ship 


MS Set 3.50 
271 Link 2.00 
mT Clip 1.50 
Rhodium or 
Hamilton Diagonal 
Black Background 


2US Set 5.50 
2UL Link 3.00 
WT = Clip 2.50 


Pistol on Wood Plaque 


NT Clip 2.50 
Colorful Painted Trout 
on Wood Plaque 


2XS Set 5.00 
2X1 Link 3.00 
2XT Clip 2.00 


Mosaic Pearl Black and 
White or Red and White 


2YS Set 5.00 
2YL Link 3.00 
2YT Clip 2.00 


Antique Tu-Tone, Red, 
Blue or Smoked Pear! 
with Contrasting White 


2ZS Set 4.00 
2ZL Link 2.50 
2ZT Clip 1.50 
Mother-of-Pearl Buckle 
3AS Set 3.50 
3AL Link 2.00 
3AT Clip 1.50 


Red or Blue 
Stone Buckle 


3BS Set 5.50 
3BL Link 3.00 
3BT Clip 2.50 


Red, Blue or Yellow 
Hand-tied Trout Fly 





elry is a product of Taunton Pearl, Taunton, Massachusetts. 


Mosaic Pearl Assortment 
(2 sets each style 
in 1 SALESMAKER Tray.) 


Sets 5.00 in Red & White / 


or Black & White { 









Set 5.00 
Link 3.00 
Clip 2.00 


Colorful Sailboat 


3DS 
3DL 
3DT 


Under Crystal 


Set 5.00 
Link 3.00 
Clip 2.00 


Colorful Flying Duck 


3ES 
3EL 
3ET 


Under. Crystal 


Set 5.00 
Link 3.00 
Clip 2.00 


Masonic Emblem 


3FS 
3FL 
3FT 


on Pearl 
(Other Emblems 
Also Available) 


Set 4.00 
Link 2.50 
Clip 1.50 


Masonic Emblem on 
Red or Black Plastic 


Set 3.50 
Link 2.00 
Clip 1.50 
Round Crystal 
Knighthead 
Set 5.0 
Link 3.00 
Clip 2.00 


Mother-of-Pearl 
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All Squire Tie Clips have 
Famous Alligator Action Grip 


























Set 
Link / 
Clip 2.00 
Ball Player with Mother-of-Pearl! 
Set 5.00 
Link 3.00 
Clip 2.00 
Golf Bag with Mother-of-Pearl 
3MS Set 5.00 
3ML Link 3.00 
3MT Clip 2.00 
Pistol, Hamilton with White Pear! 
Handle, or Rhodium with Smoked 
Pearl Handle 
3NS Set 5.00 
3NL Link 3.00 
3NT Clip 2.00 
Horse Shoe with Mother-of-Pearl 
Set 6.00 
Link 3.50 
Clip 2.50 
Mother-of-Pearl-with double band 
Set 
Link ; 
Clip 2.00 
Interlocking Pearl Links, Black 
& White or Plain White 
Set 
Link 
Clip .00 
Domed Shape with Mother-of 
38S 
3SL 
3ST 
Diagonal Band 
3TS 
3TL 
3TT 
Banded Antique Pearl 
3.50 


6.00 

3.50 

2.50 
Crossed Pistol on Pear! 
3XS Set 6.00 
3XL Link 3.50 
3XT Clip 2.50 

Engraved Horsehead on Pearl 
3YS Set 5.00 
3Y¥L Link 3.00 
3YT Clip 2.00 
Knighthead on Pearl 
3Z$ Set 5.00 
3ZL Link 3.00 
3ZT Clip 2.00 
Knighthead with Pearl Helmet 

4AS Set 5.00 
4AL Link 3.00 
4AT Clip 2.00 
Engraved Mask on Pearl 


All prices shown are Key- 
stone, Before Federal Tax, and 
are subject to change without 
notice. 
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A weekly TV show, juvenile panelists wait their turn to compete in 
word guessing game, shown by young contestant in action, at right. 


Building sales and goodwill... 





A TV Panel Program 
For the “Small Fry 


by ROBERT A. LATIMER 


A UNIQUE “Pee Wee Panel” television show 
is probably the most effective advertising program ever 
undertaken by the Kortz Jewelry Co., Denver, Colorado, 
considering the results in both goodwill and sales. 

According to Phil Kleiger, owner of Kortz Jewelry, 
the popular program, now presented on television station 
KBTV each Friday night at nine o’clock, owes its incep- 
tion to a rare coincidence. In January of last year, 
Kleiger took his 10-year-old daughter to a_ birthday 
party. He found the girls playing a game, which con- 
sisted of filling in a series of dashes on a blackboard. 
each series representing a word. The children competed 
in guessing what letter went over each dash until the 
word was completed, each girl dropping out when the 
letter hazarded didn’t fit. 

After the party, Kleiger was talking to one of the 
girls’ fathers, and he turned out to be the head of a 
Denver advertising agency, who likewise had become 
interested in the game which the children had staged. 
From that conversation, the idea of presenting the game 
on a video broadcast developed. 

Since that time, Kortz Jewelry Co. has presented over a 
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period of a year 380 youngsters in the 10-year age 
group. Another 510 are on the waiting list. The “Pee 
Wee Panel,” under direction of a popular television 
master of ceremonies, Grady Franklin Maples, has be- 
come so popular that it successfully meets the stiff com- 
petition offered by top national shows, and enjoys the 
top ranking spot with Denver’s juvenile TV audience. 
After being forced to use a Sunday night spot for a few 
months, Kleiger obtained time on Friday night, which 
experience showed was most convenient for the average 
Denver TV viewer. 

Four panelists, all girls, are featured on each presen- 
tation. A huge hlnsbiound, headed with the slogan “Pee 
Wee Panel” is to the right of a platform, along which 


(Please turn to page 153) 
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Mrs. Clime shows ring to customer. Boards in background indicate store's watch repair volume. 


Getting ‘Downtown’ Volume 


In a Neighborhood Location 


Though located in a neighborhood store, sev- 
eral miles from the downtown shopping area, 
Robert Clime attracts customers from all parts 


of Seattle. How does he do it? Read on! 


Goon location is regarded as an important 
factor for a successful jewelry store operation. The 
scope of a jeweler’s operation is generally limited by his 
location. Thus, it is considered impractical for a jeweler 
in a neighborhood location to try to expand his opera- 
tions to reach residents of areas outside the geographi- 
cal boundaries of that district. 

A jeweler who has ignored the limitations of his 
neighborhood location is Robert Clime of Clime’s 
Jewelry, Seattle, Wash. Since he established his store 
seven years ago in a typical neighborhood business dis- 
trict, Clime has gradually expanded his operations so 
that he now attracts customers from all parts of Seattle 
and even from outlying smaller cities. Five employees 
are now required to handle the firm’s expanded volume 
of business. 

The store is located in what is known as the Greenwood 
district, which would be classified as a “secondary” 
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MERCHANDISING 





















This huge sign makes sure the store will 
be easily found by newcomers to the area. 


by EDWARD LUCAS 


rather than one of the major outlying business districts. 
It is located several miles north of the city’s downtown 
shopping area. 

“The main advantage of being able to achieve down- 
town volume in a neighborhood location is that rent 1s, 
obviously, much lower in the outlying district,” observes 
Clime. “Of course, to attract that kind of volume you 
must spend money for advertising that you would other- 
wise spend for rent. But despite that expense we still 
figure we’re a good deal farther ahead than we would 
be in a high rent downtown store.” 

His clientele of out-of-district customers was built up 
gradually, Clime explains. He believes four factors have 
been primarily responsible: (1) variety of merchandise, 
(2) special services, (3) television advertising, and (4) 
a sign that can be readily seen. 

(Please turn to page 152) 
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An Ageless Masterpiece, FLYING MERCURY 
by Giovanni da Bologna 











FACETS MIRROR THE SKILL OF THE CUTTER. IN PROCESSING 
A DIAMOND, THE MASTER HAND TRANSFORMS WHAT WOULD 


BE AN ORDINARY GEM INTO ONE OF UTMOST BEAUTY. 








A DIAMOND CUT BY LAZARE KAPLAN IS A MASTERPIECE. 


oomiscemeee — LAZArE haplan & Sons, Ine. 


result in competitive prices. 


The “‘cutters of the Jonker Diamond”’ Importers, Cutters of Fine Diamonds 
cordially invite your inquiries . 
concerning diamonds. 630 Fifth Avenue, New York, N. Y. 


WELCOME TO NEW YORK—Visit us at our offices in Rockefeller 
Center, 630 Fifth Avenue, during the ANRJA convention. 
You will find a warm welcome in cool surroundings. 
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public acceptance. This is true in the 


case of Al Groboske, whose business has 

























B UILDING a successful career in politics, on 
the basis of a pleasing personality, is one thing. Develop- 
ing a successful jewelry business through personal popu- 
larity is something else—or is it? 

In any event, a winning personality has been the key 
to the success of Al Groboske of Syracuse, New York, 
who recently moved from a small side street location to a 
larger store on the city’s main street. 

Over the years, Al Groboske has built up an enviable 
following of loyal customers. First, with the long- 
established M. Lemp firm for nine years, then with Wil- 
son’s Leading Jewelers for the next seventeen, until in 
1943, he finally went into business for himself, using the 
name “Albert’s.”’ 

It is legend, now, that the wife of the man who was 
later to finance “AI” in his first business venture stood on 
the street talking to him one day and was so impressed 
by the number of passersby who greeted him by his 
first name that she afterward described the street scene 
in detail to her husband. 

“Al” has an instinctive way of making his customers 
feel that their problems are his problems. He is sin- 


-cerely interested in them. It is a matter of deep pride 


that the children, and now even the grandchildren of 
his early customers, are coming to him. 
He boasts that Albert’s first account is still active and 


this customer made it a point to be the first one to make 


a purchase in the new Salina St. location. 
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A Store with Personality 


A modern store is symbolic of continuous 


grown because of his personal popularity. 


MODERNIZATION 










The modern Albert's store, above, is located on 
a main street in Syracuse, New York. The in. 
terior, left, features a gray motif; the specially 
designed wall and floor cases have a gray finish, 


by MARION WILCOX 


At the time Albert’s opened for business ten years ago, 
in what was formerly a men’s hat shop with less than 9300 
sq. ft., there were merchandise shortages. “AI” recalls 
that he only had 35 watches in stock. He had only three 
show cases, a cashier’s desk and small mezzanine space. 
However, customers flocked to him and the small store 
was always crowded with people who wanted to have 
“Al” wait on them. 

He continued to build a reputation for service and a 
few months later was ready to expand. By this time, he 
had definite ideas on the kind of equipment he wanted 
and proceeded to work with a local fixture firm to design 
wall and floor cases for the new store, which is four times 
the size of the previous one. 

The specially made wall cases, with mirrored backs 
and picture frame moulding, run five feet wide, 6’ 6° 
high and 18” deep, with vertical lights on either side of 
each door. The majority of the lower sections is devoted 
to tray drawers 1144” deep. Although an expensive patt 
of the equipment, Groboske wanted them for his smal 
costume jewelry. 

The floor cases, designed and made for the new store, 
are frameless and Groboske uses no lights in them, pre 
ferring two rows of incandescent spots in the ceiling 
directly above the cases, spaced about two feet apart, 

(Please turn to page 157) 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 


NEW YORK 20, N. Y. 
London: 32/34 Holborn Viaduct 











We are alwa ys interested in purchasing estates—or 





4 . wels which your customers submit to you for sale. 


| js We have a large 
Star Sapphires ¥% iP tock ot eens a 

Star Rubies = Stones, mounted and 
1 unmounted from 


Sapphires ) 4 which to make your 
ee. selection. Let us 

Emeralds ') cooperate with you 
x Cat's Eyes és = on your special 


actin 








JEROME RICHHEIMER 
= a ooo 


608 FIFTH AVE. | ‘NEW YORK 20, N. Y. Y. 
: c “Phone Clrcle 5-5673 | 
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Interior shot from rear of Williams Jewelers shows the clean, open views of all merchandise. 


Both ‘site’ and ‘sight’ must be considered 


When Modernizing a Jewelry Store 


Waes Williams Jewelers moved to a Main 
Street location on the “buying block” of Clarksburg. 
West Virginia, they considered store modernization the 
most vital part of their re-location. In line with its 
merchandising policy of catering to all types of custom- 
ers, the firm set out to make Williams Jewelers into an 
outstanding modern store, designed to attract the atten- 
tion of every passer-by. 

The firm decided to build a type of front that would 
be new to the Clarksburg area. The building material 
selected for the wall space above and below the windows 
was Perma-Stone. Delbert E. Williams, head of Wil- 
liams Jewelers, says his firm was the first to ever use 
the material in a store front in Clarksburg. The stone 
is two inches thick and high and of varying lengths. It 
lends a dignified and custom-built appearance to Wil- 
liams’ jewelry store, making it a distinctive establish- 
ment. 

Show windows were projected out over the stone wall 
to create an over-hanging effect, also something new for 
Clarksburg store fronts. The area around the clear glass 
door was filled with plate glass, creating a display type 
of jewelry store whose “open appeal” is a strong selling 
point with customers. 
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The ceiling of the main part of the store, a space 18 
by 120 feet, was dropped ten feet and acoustical tile 
was used. The side walls were painted colonial green. 

(Please turn to page 154) 





This type of front, new to the city, by using stone and over- 
hanging effect of windows, makes the store very distinctive. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








A History Making Announcement 








TWO ALL EXPENSES 
PAID TRIP TO JAPAN 


(Via Northwest Orient Airlines) 


300 ADDITIONAL 
lus PRIZES 


Plus 
of Imperial Pearl Jewelry 


Every Entry a winner of a prize Imperial Cultured Pearl Valued at $5.00 


EXTRA FOR THE JEWELERS 


TWO ALL EXPENSES PAID TRIP TO JAPAN 


Every jeweler wins thousands of dollars in extra business and some lucky jeweler is going to win a 
duplicate 2 week all expenses paid vacation to Japan for the most outstanding success with 
this phenomenal promotion. 





GRAND 
PRIZE 














® e ese = 
To be Nationally Advertised Mailing Pieces for Your Store 
Imperial's $500,000 contest will be the talk of your com- Imperial $500,000 contest will be directly tied in with 
munity brought to the attention of all your customers your store through mailing pieces imprinted with your 
through extensive national advertising in leading maga- store name for you to send to your customer. Every entry 
zines and publicity on television and radio. must come into the store to get into the contest. 


Get Complete Details Now... 


American National Retail Jewelers Assoc. Show, New York 
Waldorf-Astoria Hotel—August 8th to 12th—Booths 39-40 


OR WRITE DIRECT TO: 


Imperial Pearl Syndicate 


NEW YORK CHICAGO DETROIT LOS ANGELES 
607 Fifth Ave. 5 N. Wabash 914 Michigan Theatre Bldg. 607 S. Hill St. 
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Keepsake Helps Three Leading Jewelers 


Basch s Named “1953 Retailer -of -the-Year’” 





mone holds prominent position in walhenethed wiuihew of Basch’ s Leading Jewelers, repeat- 
2 winner in Cleveland, Ohio. Vice President Stanley B. Stone (inset) says: “Year-round promotion of 
Keepsake Diamond Rings played a most important part in our attaining this . . . highest honor in... 
jewelry retailing. The high quality of Keepsake merchandise, plus the character and integrity of the fine 
organization behind it, present a keen incentive for progressive jewelers everywhere to feature Keepsake 
" Diamond Rings. As each year has progressed, our diamond sales have shown a very considerable increase.” 
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Bernard Fields, president 
of Pinsker’s Jewelry Store, 
Middletown, Conn., winner of 
three consecutive Certificates 
of Distinction. Mr. Fields says: 
“Your (Keepsake) national 
. advertising is a tremendous as- 
| set for any jeweler and we are 
happy to say that we have 
made many extra diamond 
: sales because of it.” 





Rings enlarged to show details 
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Win National Brand Name Awards/ 


Wilson’s and Pinsker's Receive Certificates of Distinction 


W ays and 
ring boxes, illustrates aggressive brand name advertising that won this Keepsake Jeweler his second 
consecutive Certificate of Distinction. Vice president Jerome M. Wilson (inset) says: “Our Keepsake sales 
grow greater every year. We speak from experience when we say that every alert jeweler who wants to 
increase profits in his diamond department with a minimum of selling effort should look to Keepsake. 
It’s the brand identified with profits!” 





YOU, too, May Profit from these Strong Selling Advantages: 


@ NATIONAL ADVERTISING: The biggest in diamond rings, Keepsake ‘‘dealer-localized”’ 
advertising works directly for the jeweler with a Keepsake franchise. 


@ SALES HELPS: Newspaper mats, point-of-sale displays, radio and TV spots, full-color 
movie playlets, outdoor posters, bus cards, literature for mail or counter, and special pro- 


motion features. 
@ QUALITY OF PRODUCT: Keepsake guaranteed perfect quality makes sales easier. 


@ PROVEN SALEABILITY: Keepsake consistently outsells all other diamond rings and makes 
selling easier, especially in profitable higher-priced units. 


a Te ec sake 











Write or Wire Toda ry | 


a information concerning 
the availability of a valuable 


€epsake Fra o- ; 
nch 
area. ise in your 











A.H. POND COMPANY, INC., SYRACUSE 2, NEW YORK 
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Part of the great crowd that turned out for the sale. 


‘After the Flood —a Jewelry Sale! 


PROMOTION 


by BARNEY SLAWSON 


This Topeka, Kansas, jeweler stimulated interest in an anniversary sale by 


tying in with the memories his customers had for the famous Kansas flood. 


The successful result was the First Anniversary A. F. (After Flood) sale. 


we 
A SMALL store can realize as much 
percentage-wise as a large one on a special events pro- 
motion—if the sale is scaled to size, properly timed and 
has an emotional tie-in for the customer.” 

That’s the belief of M. E. Hess, owner of the Hess 
jewelry store in Topeka, Kansas. It is also a summation 
of the merchandising he has learned in three years as 
a jeweler. After being struck with polio, Hess became a 
watchmaker and then a jeweler, bringing with him 
retailing experience as a supermarket manager. During 
his first year, a flood knocked him out of business. At 
the same time he held his special events promotion, a 
jewelry store with about four times as much selling 
space and stock opened less than a block away and used 
daily newspaper spreads, radio spots and give-aways that 
threatened to make the Hess promotion look like nothing. 

‘“‘A poor time for a sale,” someone told Hess. “Let the 
big store have its opening promotion, and then have your 
sale after the excitement dies down.” 

But, in spite of all his adversities, Hess believed in 
proper promotion, and he needed a special event to make 
it successful. The timing was right because it was just 
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after payday for most large Topeka businesses. Since it 
was the first part of December, people were ready for 
early Christmas shopping. And after only three years in 
business, he needed institutional advertising. 

For his emotional tie-in for the customer, Hess thought 
of the event that had had the most effect on him as a 
jewelry store operator. The 1951 flood had destroyed 
his store on the east side of Kansas Avenue. 

Eighty per cent of his customers lived in the area that 
had been a dozen feet under water. The word “flood” 
still packed a terrific emotional impact for them, and it 
was just a year ago that he had opened at his new loca- 
tion on the west side of Kansas Avenue. He tied all this 
together by advertising in a display ad: “We're cele- 
brating our First Anniversary—A. F. (After Flood).” 

Hess also knew what his customers felt about any 
businessman who had guts enough to come back to the 
flood area. They knew what it cost them to move back 
into flood ravaged homes. Their admiration was an 
additional tie-in for the memories about the flood. 

In addition to his emotional tie-in with his customers, 

(Please turn to page 155) 
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Diamond Quality and Value that Win On-Sight Approval 








DIAMONDS ENLARGED FOR DETAIL 
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Confidence is the keynote of diamond-selling . 
















Retailers have discovered they can place their 
confidence in Courtney Rings. These exquisite 
olToTskolaome tol itielia-s- Mme late 4-10lellale Mole lslok Miolai-lamial- 
“A -Yeke fale -Mmeol atoms il-ta am ol-tollla mm Zell] ameltl tcelnil-1a- Mme la-telan 
fo] ofo]0] eeeeco] mu olaiel-t i ialelm@eld-Mel-selalli-1h mmole) aarscont-tolaial 
Courtney quality is assured by the care with which 
Yokoi aM dlale ML Mold -1eli-o Mam Ral-mrellolslelalok Mill tmeeliul-mele 
Kommalel ome tielaleleldek me) mali mmelalommoldliilelsra= 
The 14 Kt. Gold Mountings must be distinguished for 
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PLACE YOUR CONFIDENCE IN 








DIAMOND SOLITAIBES and WEDDING RINGS 


Address Inquiries to 
Visit the Courtney Exhibit during the 


JOHN J. COURTNEY & CO. ANRJA Show... Suite 914-916 
452 FIFTH AVENUE, New York 


Waldorf-Astoria Hotel . . . August 8-12 














represents the home town of diamond purchasers since 
April 20, 1951.” 


The servicemen’s post is Scott Air Force base near 


Home Towns of Servicemen Customers 
Are Theme for Diamond Promotion 
























A dramatic means of focusing the attention of service- St. Louis; it has a population in excess of 20,000, many 
men from a nearby U. S. Air Force base on its diamond of whom are in their early 20’s and meeting girls jp 
department was developed in an unusual window display St. Louis. Diamond engagement and wedding rings are 
at Slaughter-Straub jewelers, St. Louis. The display was thus of prime importance to the store. 
designed by Enos Slaughter, well-known baseball player Scattered over the surface of the 20 by 15 inch map 
and a partner in the store. are more than 300 pins, each carefully placed geographi- 


cally to indicate the home town of the serviceman cus. 
tomer, no matter how small it might be. “Naturally, it 
takes only a glance at the map to inform the window 
viewer that a lot of our diamond volume is done with 
servicemen, Slaughter said. The display has been very 
effective in creating store traffic and general good will, 
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Display Diamonds the Year Round 


(From page 107) 


cent and incandescent lighting is considered best since 
4 : | it provides both strong overall lighting and brilliant spot 
ee : | lighting. If you have any special lighting problems in 
mai . . | eer your diamond windows, it is well worth the cost of 
s | experienced and competent consultation with a lighting 
a He posted a framed map of the United States in a engineer to achieve the best possible result. 
33 small display window at the left of the store, shown The sketches with this article suggest a few of the 
oe in the photo. Printed across the top of the glass is the possibilities of more imaginative diamond displays which 
m slogan, “‘Slaughter-Straub Sells Diamonds from Coast to will sell the romance and prestige of diamonds. Sketch 
st! Coast!” Below, a small card points out the colored pins number one uses tall columns reminiscent of an organ as 
a driven into the map with the explanation, “Each pin a background for diamond wedding and engagement 
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rings. The columns are entwined with a rope of orange 
blossoms. Smaller columns covered in pale blue velvet 
display wedding rings while engagement rings are ar- 
ranged in simple ring holder on a shallow set of steps. 
A wedding invitation is shown to the right and copy is 
lettered on a narrow paper ribbon. 

Hands cut from heavy white drawing paper seem to 
be reaching for the diamond rings suspended from the 
ceiling of the window or showcase in sketch number 
two. One hand seems to pluck the ring from its box on 
the floor of the case while a sheaf of colorful roses add 
qa romantic note. 


A LIVE WINDOW DISPLAY 


Love birds set the theme in the third sketch. For a 
really much-to-be-talked about window use a pair of 
live parakeets borrowed from your local pet shop. These 
charming little birds lend themselves to such use quite 
readily if proper precautions are taken as to feeding, 
draughts and ventilation, all of which the pet shop can 
advise on. One of the exclusive New York specialty shops 
used pedigreed poodles in their window to promote 
poodle cloth coats. so you have the best of authority for 
such an exhibit. Get as decorative a cage as you can, 
decked with streamers of gay ribbons. Arrange the rings 
on simple stands which resemble bird perches. If live 
birds are an impossibility, the same theme can be ar- 
ranged with figures either in or out of a decorative cage. 

Romance again sets the scene in the fourth sketch. 
The tree trunk may be real or simulated, but much 
preferably real. Sprays of autumn leaves fill in the back- 


ground while rings are shown on tall cone shaped units 
which serve the double purpose of getting the ring nearer 
to eye level and of giving dramatic color accents. 

The steps in the cutting of a diamond are displayed 
in sketch number five. The handsomest ring you can 
show should occupy the ring box suspended from the 
ceiling. Thin cords or wire extend to the various models 
of the cut stone. Other rings are shown again on the tall 
fabric covered cones. 





Educating the Public 
(From page 114) 


size and a bargain.” The ad went on to say “As Los 
Angeles’ oldest jewelers we know there are young men 
and their fiancees who would be perfectly happy (for a 
time) with such a diamond. But the wise man knows 
that you can’t get something for nothing. He knows that 
a diamond graded by Donovan & Seamans point rating 
method of evaluation is his best bargain. He knows 
what he is buying! He knows that integrity and prestige 
does not mean added cost. Diamond rings from $125.” 

The next three ads took up the three factors of value. 
The first called attention to color, and showed how by 
the store’s point rating method a prospective buyer could 
determine its color value. The second was headed “Rare 
Flawlessness,” and advised “The relative flawlessness 
(clarity) is a major factor in determining the rarity and 
value of a diamond.” The last ad of the three was headed 
“Sparkling Brilliancy,” and said “Exactness in cutting 
and polishing is a major factor in determining the bril- 
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liance and beauty of a diamond. The importance of 
cutting, along with a diamond’s color and clarity, is 
easily understood with our point rating method of evalu- 
ation.” 

Another ad summarized the three points of evaluation. 
It was headed “Simple Addition,” and showed how the 
stores booklet on point rating told the whole diamond 
story without mystery or confusion. Customers were 
urged to secure the free booklet and were advised charge 
and budget accounts were welcomed. 

In the last phase of the campaign, Donovan & Seamans 
Co. gave pertinent facts on diamonds of different prices. 
The first ad was headed “Spending between $200 and 
$300?’ Three rings of different types, were shown, call- 
ing attention to the point rating system. The second ad 
was headed “Three between $300 and $400.” It like- 
wise showed three diamond rings on a black background, 
and said “They're naturals for the young people with 
this amount to spend on the all important ring. Beyond 
the sheer beauty of these diamonds lies the dormant 
factor of true worth.” In all of the ads, the wording and 
the cuts were set in an abundance of white space which 
made them stand out distinctly. 

Donovan & Seamans Co. complemented their news- 
paper campaign with an interesting window display 
which brought its diamonds to the attention of people 
who had not read the ads. On a raised platform, in little 
metal racks, were nine two-inch glass replicas which 
illustrated how a diamond is cut to bring out its greatest 
brilliance. Little cards told of the different cutting 
processes. Scattered through the window were a number 





of little booklets, ““Your diamond and what determines 
its value,’ and a card advised that they were given free 
for the asking. Down front was a card containing “JQ 
helpful suggestions for the young men about to buy a 
diamond.” 





Music Is Note of Early Fall Window 





This early fall window of Harry Morris Jewelers, Seattle, 

has for its theme glamorous fall events. To symbolize 

evening concerts, black music notes are suspended from the 

ceiling of the window, and a miniature stage, with figures 

of pianist and violinist in evening dress, forms the center 

piece. Costume jewelry and evening wear accessories are 
displayed in the window. 























These 


DIAMOND MASONIC PINS 


mean big profits to you! 







11404 $32.00 K 


15302 $20.00 K 


107SD!1 $12.50 K 
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Avon means 


the resumption of lodge 

activity . . . and that 
means new members all 
over the country. If you're 
wise, you ll check your stock of 
Wefferling Berry Masonic Jewelry 
right now to be sure you get 
your share of this bonus busi- 
ness. Buttons illustrated 
are available in white or 

yellow gold set with 

fine diamonds. Illus- 

trations slightly 

enlarged. 
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Geology for the Jeweler 
(From page 112) 


below the surface have been lifted until they are exposed 


to the light of day. Their resistant minerals, which 
could only have formed in a hot and seething laboratory 
have slowly been freed from the rocks that enclosed them, 
with some of them eventually winding up in jewelry. 
The changes of level work both ways. As one portion of 
the earth’s crust is being raised, another section is being 
lowered. The raised section is eroded and the lowered 
region has the sediments from its higher neighbors 
dumped in its lap. As the process continues, the earliest 
sediments may find themselves rather deeply buried. 


What has happened to the mineral environments? One 
group of minerals has been lifted rather suddenly from 
a set of conditions where they were stable, though they 
would not have formed there at such moderate tempera- 
tures, to a chemically active environment (the surface), 
where they were quite unstable. A second group of 
minerals, actually those that formed from the first in the 
new environment, has slowly been pushed back into the 
environment of the original material. In this environ- 
ment the pressures are high and the temperatures 
steadily mount. The new combinations that were stable 
on the surface in that environment now begin to find 
themselves in an unsuitable environment. 


The interior of the earth still seems to be contracting, 
and as it shrinks, the crust must buckle. At the weak 
points in the crust, and they will be where the sedi- 


mentary layers are arching it down most strongly with 
their loads, it will push them in from either side. Layers 
which were originally flat will be compressed into great 
folds running across the thrust directions. We are all 
familiar with the effects of minor folding on the sedi- 
mentary formations. The upward bends plunging down 
on either side are known as anticlines. Oil geologists 
search them out for an impervious capping, for such an 
arch can trap oil which rises above the water in suitable 
formations. Adjoining the anticlines on either side we 
are likely to find synclines, the trough half of the anti- 
cline-syncline combination of folds, and of economic 
interest only because it is usually associated with the 
anticlines. 


SEDIMENTARY DEFORMATIONS 


These structural deformations and _ banded strata 
influence our scenery. A series of sedimentary forma- 
tions is bound to have harder and softer members. When 
the layers have been lifted uniformly so that they still 
lie horizontally, even though they underlie land, the 
hard beds will wear away more slowly. They may 
appear on the mountain tops, creating the flat table-like 
“mesas” of the West. They can create a waterfall like 
Niagara, which drops down into a canyon just where 
the river has cut through a hard rock formation, remov- 
ing its protection from the soft shales below. 

When the sedimentary formations are arched into a 
series of anticlines and synclines, the underlying rock 
structures will show up in the surface relief, creating 
long parallel hills, or mountains like the Appalachians 














JAMES 





chuls watches 


FINE WATCHMAKING 


since 1909 by 





chuls 


Sch 


TRACE Jo. MARK 





304 East 45th Street ° Allied Arts Building °* New York 17, N. Y. 


ILLUSTRATED CATALOG SENT ON REQUEST 





FOR AuGusT, 1954 


























































— ~ 


a 


[SRE LEAST SSS Te SRL ets as 





which run southwestward through the Eastern states fr 
New Jersey to North Carolina. : 
The crustal shortening, together with the pressure and 
the heat it produces, may sometimes become stil] more 
intense. The crustal shortening represented by the 
Appalachian folding is only a few miles, but the com. 
plex folds of the Alps are said to represent the thrusting 
of over 100 miles of the African continent on top of 
southern Europe. Great heat accompanies such pressure 
and granite magma may eat its way into the very cores 
of the sharper anticlines. Some of the sediments can he | 
remelted by the heat and pressure combination, while — 
more of them are changed right where they are, grain 
by grain, without ever actually liquifying. There is q 


PR O PER group of geologists which firmly believes that very little 
| granite is the result of a primary magma. Most granite 

_ is now thought to have been formed by changes in place, 

iB A LAN CE resulting from deep burial of sediments and the invasion 
of gases and solutions that reworked the old sediments 


| « TH e | and metamorphic rocks into a true granite. The process 


is known as granitization, and still the subject of heated — 


SECR ET argument. 


EFFECTS OF METAMORPHISM 


Whether or not metamorphism goes so far as to actual- 
ly create a granite from sedimentary rocks, or whether it 
stops short of that at the stage of the metamorphics is not 
a matter that concerns us here. We are interested, how- 
ever, in the effects of ordinary strong metamorphism and 
the minerals it produces. The alteration may be accom | 
plished by heat and pressure, working together and both of | 
equal importance, or it may result from heat alone, with — 
gases and water, with only the pressure of the over- 
YOUR protective insurance program can be out of lying load. The first is related to crustal shortening and — 
balance several ways—duplications and overlapping will affect a large area; it is known as regional meta- — 


coverages cause overpayment of premiums—while at , ; ‘ 4 
the same time, many essential coverages may be morphism, and characterizes the rocks of mountainous 


lacking. That’s why Jewelers’ Block Insurance is so areas, and the very ancient deeply buried rocks of a 7 
valuable to you. It adapts itself to your business, period known as the Pre-Cambrian. Such rocks, for — 
giving you the protection you need, where you need it example, are exposed at the base of the Grand Canyon, 
and in the proper amounts. , . : oe 
though that is not a mountainous region. The other is 


ONE POLICY—that’s all. Coverages you need which more local, the metamorphism is accomplished by the 
are unattainable with separate policies—yours with ; : ‘ , 5 
invasion of a body of sediments by magma, with a ~ 


a Saint Paul Companies’ Jewelers’ Block Policy. . . , | 
retinue of volatile, mineral-bearing compounds. The — 

SEE YOUR SAINT PAUL AGENT OR BROKER | solutions penetrate the rocks in advance of the molten 
magma and react with the no longer stable compounds © 

of the sediments. This type of metamorphism, and it is 7 
most important with respect to ore bodies, is known as | 
contact metamorphism. 
The effects of the squeezing and heat will not be- 
especially marked when the rock so mistreated is granite. | 
Its minerals are quite content in such an environment,» 
born in fire deep under the crust, the metamorphic con-| 
ditions represent no great change for them. The isolated | 
mica plates may twist about and line themselves up S07 
that they lie parallel, and at right angles to the direction” 
of pressure. The quartz grains may become granulated 
and show the signs of the pressure when they are studied - 
under a microscope. Such changes are not especially 
notable. The granite might show a little banding in 4 
hand specimen, and an especially mica-rich one might © 
take on the aspect of a gneiss (pronounced: nice). Such” 
EASTERN DEPT. HOME OFFICE PACIFIC DEPT. a gneiss, though, would have no more mica than was) 
90 John Street 111 W. Fifth St. Mills Building normal to some granite and we would hardly know 
New York 38, N. Y. St. Paul 2, Minn. San Francisco 6 whether to call it a metamorphic rock or a plutonic rock 
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NT STYLE: Value beyond com- 

4 most attractive, petite clock. 

Flor metal curved base. Easy-to- 
metal dial with luminous figures. 

ar bell alarm. 
Rize: 278 square 
No. 1968 Rete 
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easy - to - read 
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Size: 3%” x 4! 

No. 1910 Retail $4.98 





ct 


ee ae 


reo 








—— id 
(ane eee moa 


{ia} 





-= _ 








oo 


a, 
. 

Bee 
| 
° 

i 
mr 
wr 
a 

Li 


i! 


PB > tl eet cnet eet el a eal atl ceed ell ee el ed ee, eee iat 





t 
; ' 
} ‘ 
} ' 
. SRM RE Pe LEE oho oe . 
’ ' . } 
P | \ ' 
' ‘ 

' } ’ 

’ ‘ ; 

‘ \ 

. = 

' 

, ‘ 

: , ‘ 

‘ 

aS 

' x } 

} , } 

es. 

' \ \ 

\ ‘ \ 

\ , i 

a cn gel aga eee? el eal cel act call age ie Atl aA a A ee ee Cae weet } 

} 

‘ 


e 
© OO AE GO AOC OE OO AE AOE a OO a GO A gl geet get capt aga agit gel ane pt ah get gt ill 





‘OUTSTANDING GROUP OF 
‘GUILD ANTS Lee Gee 






OF PERFECTION 





You Are Cordially Invited to 
Visit Our Booth No. 308 — 
ANR]JA Convention, Waldorf- 
Astoria Hotel, N.Y.C., Aug. 
8-12. Also Our New Show- 
TOOM... 











MUSICAL alarm to waken you 
gently with a melodious serenade. 
Decorative, lacquered, gold 
trimmed case with artistic flower 
design. Choice of popular tunes. 
Colors: Gold, Black, Red. 

Size: Height 434’ 

No. 1984 Retail $10.95 
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SUITCASE TRAVEL ALARM: 
Unbelievably low priced! 
Genuine finest quality top grain 
saddle leather in luggage tan 
with contrasting saddle stitching. 
Clear bell alarm, automatic 
alarm setter. Fine dial with clear 
radium figures, gold color bezel. 
Size closed: 2%" x 3” 

No. 1981 Retail $9.95 





















DESK AND MANTLE CLOCK: 
8-Day, 7-Jewel Movement. 
Heavily embossed aqua blue 
dial on a golden field in diamond 
design. Gracefully curved solid 
brass case, bevelled glass crystal. 
Size: 44%” x 4%" x %" 

Retail $27.50 
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EMPIRE: 
Antique French carriage clock authentically reproduced ir 
every detail by Bayard. Fine golden polished case. Thick 
bevelled glass front and sides exposing highly polished Baya 
8-day, 7-jewel lever movement. Faithful reproduction 
white dial with Roman figures. Gift boxed. 

Height: 4%", width: 34%”, depth: 242” 

No. 1889 Retail $35, 














DIRECTOR: 

The executive gift for office or home. Decorative clock 
with fine quality Bayard 8-day, 7-jewel lever movement in 
assorted genuine leather, with contrasting saddle stitching. 
Gold color base, numerals and hands. Gift boxed. 
Colors: Pig, Brown, Green. Size: 642” x 52” 

No. 1890 Retail $21.5) 
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MODISTE: a 
Chic travel alarm with the Parisian touch! Bayard fine 7-e# ‘ 
clear bell alarm with automatic setter and clear radium Git” 
Stunning hornback crocodile grain leather case with 
polished gold color trim. Colors: Red, Brown, Tan, Greet” 
Gift boxed. Size: 4” x 3” p 
No. 1892 Retail $14 
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The sparkle of a diamond brings a sparkle to her eye.. 
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You'll find it profitable to carry a complete 





line of Church & Company diamond earrings 
All women want diamond earrings! exquisitely designed in 14K gold, 
in a variety of the most-wanted 


button and drop styles. 
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Dependable TIMERS 


AVAILABLE THROUGH YOUR WHOLESALER 








GALCO TIMERS 
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Catalog offers the 


GALLET TIMERS 
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selections of Timers. 
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GALLET CHRONOGRAPHS 
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with banding brought about by flowage while it was stil] 
plastic. 

Regional metamorphism is much more apparent when 
the rocks are sediments. Here we have minerals that 
have suffered two drastic changes. First, the primary 
minerals have altered and now contain water and carbon 
dioxide gas, volatile compounds that can be driven out of 
them by heat. Once freed, they flux other transforma. 
tions in the rocks, and they can take into solution and 
carry along small quantities of many elements. They 
permeate the rocks, and foreign elements diffuse through 
them, assisting other reactions with easily altered scat. 
tered mineral grains. 

Secondly, the minerals of the sediments have been 
sorted out and like ones concentrated. One layer will 
contain mainly quartz and little else, another will be 
mainly clay, and a third mostly calcite (limestone), 
Even if such beds were to completely remelt and rein. 
vade the surface as magma, the final rocks that formed 
on cooling would be very different from the original 
granite magma. With the different beds the ease of 
alteration varies, but the final metamorphic product 
would tend to be made up of one principal mineral, 
instead of being a hetergeneous mixture like granite. 


MICA AND FELDSPAR 


Mica and feldspar alter to clay on the surface, so 
shale, essentially made of clays, changes back to mica, 
since there is usually not enough potassium available 
to make the richer potassium aluminum silicate, ortho- 
clase. If iron is abundant, the black biotite mica may be 
formed, or even the hornblende we sometimes find 
making up one of the schists. The regional pressure 
forces the growing mica plates to align themselves at 
right angles to the pressure, and the metamorphosed 
shale becomes a banded mass of parallel mica plates. 
The schists are highly metamorphosed rocks, their min- 
erals are the same as those of granite, but, because of 
the sorting that took place during their sedimentary 
incarnation, percentage-wise the mineral make up is 
very different. There may be small seams of quartz and 
feldspar, indications that the shale was not wholly clay. 
A conglomerate, composed of pebbles, would be more 
likely to change to a gneiss. The gneissic rocks ex- 
posed in the harbor at Rio de Janeiro, a shoreline with 
which many gem dealers are familiar, still show signs 
of the conglomerate origin, in the “augen” or “eyes” 
representing pebbles incompletely amalgamated with the 
stone during the metamorphism. Gneisses and _ schists 
grade into each other. It is all a matter of the relative 
quantity of mica, and a gneiss broken parallel to the 
banding may give a misleadingly high mica appearance. 

Gneisses and schists, then, form from shales, shaley 
sandstones and conglomerates. Pure sandstones, in which 
there is little but quartz, cannot change very much, no 
matter how they are squeezed or how they are heated. 
Quartz has a very high melting point, a point not 
attained by an ordinary magma intrusion loaded with 
volatiles and fluxes that keep it liquid well below its 
ordinary freezing point. The sand grains have not been 
changed in anything but grain size on being freed from 
the primary rock. Hence, a bed of pure sandstone, on 
metamorphism, becomes a bed of pure quartzite, and 
a harder rock is seldom found. It looks very little dif- 
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ferent from the way it did before. The sand grains are 
cemented more firmly together, and the rock was so 
friable that it is easily worked into building stones (New 
York’s famed “brownstone” fronts are Connecticut sand- 
stone), becomes so solid that it takes a mighty sledge- 
hammer to break it. Mineralogically, it remains what 
‘+ was at the start, a layer of quartz. Incidentally quartzite 
is one of the most resistant rocks; in a region of meta- 
morphic rocks the hills are likely to be topped with 
quartzite. 

Pure limestone, too, may not change greatly during 
metamorphism. The fossils lose their shapes, and the 
calcite recrystallizes into coarser units which interlock 
to make a massive, crystalline rock, often one of dazzling 
whiteness. Limestone becomes marble, and upon the 
purity of the original limestone depends the purity of 
the marble. White and uniform statuary marble is 
rather uncommon, and the Carrara quarries have been 
noted since the days of the Greeks. Impurities in minor 
amounts color marble red or brown, yellow or green, to 
make the decorative stone we use in buildings. 

While the calcite is recrystallizing, the elements are 
in solution and free to make other combinations of suit- 
able impurities present. If the limestone contains a little 
clay, the calcium may take some of the silica to make 
lime silicates, leaving the aluminum oxide to crystallize 
as corundum. If magnesium is available (as in dolo- 
mitic limestones) it may combine with the alumina to 
make spinel. Such crystals are not uncommon in mar- 
bles; in northern New Jersey we have found pink crystals 
of both of these minerals. The corundum crystals of the 
Campo Lungo district of Switzerland contain more of 
that rare impurity, cromium, and are a little pinker 
than the New Jersey ones. The process reached its peak 
in Burma, where we find the ruby crystals scattered 
through a coarsely crystalline marble; developed by the 
metamorphism of that least interesting and least likely 
gemstone source, a common fossiliferous limestone, laid 
down by separation from sea water on the floor of an 
ancient ocean. 

Actually, these impure, often magnesia-rich, lime- 
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Bride and bridegroom heads on sticks and flowers and net- 

ting in this window at Smith-Patterson's, Boston, capture 

the attention of shoppers looking for bridesmaid gifts. A 

series of windows of this type could include all members 
of the wedding party. 





FOR AUGUST, 1954 

















e When you attend the 
A.N.R.J.A. Jewelry Show 
in New York, 

August 8th-12th 


You are cordially 
invited to visit 
our offices 


(Only 4 short blocks from 
the Waldorf-Astoria) 








— Created by— 


A. Edward Fisher 


INC. 





“Serving Jewelers for 43 Years” 


665 FIFTH AVE. 


Corner 53rd Street 
NEW YORK, N. Y. 

















+ - 
— —— eo = = « =< 


Se ee 

















NOW! 


COLLEGE SEAL 
brings you 14K Gold 


COLLEGE CHARMS 


Suggested retail prices 
not including tax. 
All prices Keystone. 








, XP108 17.50 

= XP38 18.50 

XF% 7.50 
They're Beautiful! 
They're Different! 


~- just think of the extra profit you can make with 
just’a few inches of display space. College Seal’s ap- 
pealing Charms are a money-making proposition. They’re 
the gift of a lifetime for any college graduate. All charms 
are made to special order. You can order them as you need 
them. School seals are available for almost every ac- 
credited 4-year college in the United States. No memos. 





Jordon Marsh (omfany 


DIAMOND CENTER C N ow 

nop a Za Being 
By 

Leading 

Stores 


Order one of each 
for your sample board. . . 
ege Seal Choose any seal you wish! 


> WITH A 14K GOLD 


College Charm by Coll 
et ig. 


FREE MATS AVAILABLE 


COLLEGE SEAL & CREST COMPANY 


Dept. J-8 
236A Broadway, Cambridge, Massachusetts 











Featured 














148 


stones become, after metamorphism, the home of min. 
erals to rival pegmatites in interest for the mineral col. 
lector. The jeweler will not find many of his commercial 
stones coming from marble deposits, for gemmy crystals 
are few and far between and we are still dependent upon 
the other, weathering, process of nature before we find 
a workable mineral deposit. Never-the-less, the number 
of jewelry stone minerals that can be found in such a 
deposit is impressive. In addition to corundum and 
spinel, they include scapolite, danburite, diopside, zircon, 
green and brown tourmaline, pink, green and white 
garnets, tremolite and sphene. Most, of course, are 
among the rarer stones, and even diopside, scapolite and 
sphene mainly interest the collectors. 





Mid-West Jeweler Offers Free 
Diamonds to French Brides of GIs 


Barnett C. Helzberg, mid-west jeweler with stores in 
Kansas City and ten other large cities in that area, on 
a recent trip to Europe, tied in with the continuing 
interest shown in French brides taken by American Gls. 
Three June brides in these international marriages were 
offered sets of diamond engagement and wedding rings, 
called the “Helzberg 1-2-3” series of rings, designed 
especially for June brides. The first three French girls 
who married members of any branch of the U. S. Armed 
Forces in Europe from the middle until the end of 
June were eligible. Awards were to be made through the 
American soldiers’ newspaper, The Overseas Weekly. 





a 


Shown in the photo are Paris couture models, wearing 
the double sets of diamond rings. They are, left to right, 
Yvette, wearing a wedding gown from Gormaine Lo- 
comte; Danielle, modeling a wedding gown from Nina 
Ricci; Nicole, wearing a pre-wedding party dress from 
Madeleine de Rauch; and Barnett C. Helzberg. 

Of the event, Helzberg said, “We ought to understand 
the material problems faced by couples who must start 
their homes after returning from overseas, and we ought 
to do all we can to encourage and help them.” 

Helzberg visited France to study the diamond and 
jewelry idustry and to arrange for an exhibit of out- 
standing French jewel creations to be shown at a gala 
benefit for the Kansas City Philharmonic Orchestra. 
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Hearts and Diamonds 
(From page 116) 


almost impossible. But recently, Baumgold Bros., Inc.— 
internationally established diamond cutters—perfected a 
tool, tiny and tough enough to cut this delicate niche in 
diamond. These niches, thus being easily cut and pol- 
ished, make it possible now to produce heart-shaped 
diamonds in quantity and make them available for the 
first time at prices similar to the going prices of con- 
ventional cuts. 

The introduction of these fancy cut stones, priced 
competitively and available in quantity in a variety of 
sizes, comes at a time when the market is such as to 
make their novelty a merchandising asset. 





Wise Diamond Buying 
Is Subject of Ad 


Tips on selecting diamonds were given by the Rogers 
jewelry store, Scranton, Pa., in an institutional type 
newspaper ad captioned: “A Declaration of Principles 
and Business Practices of the Rogers Jewelry Company.” 

The ad stated: “Have you ever stopped to consider 
that the average layman is not familiar with the qualities 
of a diamond and that he can easily be deceived by 
‘special’ diamond sales. 

“Bear this fact in mind. Diamonds sold for less than 
the standard market value are not first quality stones, 


and to infer otherwise is a gross and misleading public 
statement. Many such diamonds, regardless of guar- 
antees, are not worth their so called ‘sale’ price. 

“The difference lies in the color hidden from the 
naked eye, which the purchaser cannot detect. For 
example, all the various flaws hidden in ‘sale’ diamonds, 
such as carbon spots, feathers and bubbles, you, the 
purchaser, cannot see. But they are there, any one of 
which affects the true value of the diamond. 

“When choosing a diamond, remember that color, 
cutting and clarity contribute to a diamond’s brilliance, 
beauty and value. To make sure you are not deceiving 
yourself, always séek the counsel of a trusted jeweler.” 

The ad carried illustrations of diamonds from the 
Rogers store, including rings, brooches, watches and 
bracelets. 





‘Crown of the Andes’ 
(From page 118) 


to turn down many more than we accept. It is necessary 
to be selective, for three days’ business is sacrificed if 
the showing is successful. Naturally we want it to be a 
success. 

“The cost to us, outside the great lessening of jewelry 
sales, of exhibiting the Crown of the Andes was $3,500 
insurance for three days.” 

The crown itself was carved from a solid block of 
gold, and decorated with 453 emeralds, the largest of 
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45 carats. The people of Popayan, Colombia, high in 
the Andes, made the crown for the statue of the Ma- 
donna in the cathedral of their city, when they were 
spared from an epidemic of deadly fever in 1590. 

The fascination the Crown of the Andes inspires in the 
public is illustrated by Karl Greve: “One lady who came 
here to Carl Greve said she saw the crown in St. Louis 
in the 1930s, and visited the store because she wanted 
to look at it again.” | 

A circular center-aisle fixture in the store provided 
excellent display surface for the spectacular crown. 
There it was enclosed from the reach of anyone who 
felt an urge to handle it, and was also placed where it 
could be seen equally well from any point on the sales 
floor. On top of a tiered turntable covered with red vel- 
vet, the dazzling crown was elevated slightly above eye 
level. As it turned slowly, spectators could examine the 
points of interest, over and over again, no matter where 
they stood. 

Eager spectators, viewing this spectacular work of art, 
ranged from high school students to elderly people, and 
came from all walks of life. 

To increase appreciation of the crown, Greve’s dis- 
tributed descriptive folders on its history. These were 
handed out by the policeman on guard. The back of the 
folder was used for a store ad, headed with the firm’s 
slogan: “You'll be proud to say, ‘It came from Carl 
Greve.” 

Though the Crown of the Andes received short ad- 





































which is the famous Atahualpa emerald, weighing over 


vance publicity, the first day of the showing drew 1.450 
viewers. The exhibition was advertised through a de 
play ad featuring a picture of the crown. 

The method of displaying the crown on a tiered turp. 
table was not a special way for Greve’s to display it 
“Our plan in displaying jewelry,” Karl Greve said, “i 
to show goods in tiers, with no flat floor. In this way 
merchandise stands out.” 

Neutral tones of walls and ceilings, light flooring and 
blond mahogany cases also show jewelry to best ad. 
vantage at Greve’s. Blue velvet is the background for 
rings and other jewelry. Wall cases are adjustable 
through use of standards and brackets, and glass shelves 
display watches at a slant. 

Despite the cost of showing unusual pieces, Greve’s 
has found that their exhibition stimulates friends and 
good public relations, which pay off in future sales, 





Light and Air Conditioning 


(From page 126) 


completely fireproof. The finest combination fluorescent 
and incandescent lighting are featured in this light. 
conditioned store. Haserodt’s is air conditioned by the 
Chrysler Airtemp system, a point about which owner 
Frank Brandau is quite enthusiastic. Air conditioning, 
he noted, keeps the store clean and encourages business- 
as-usual during hot periods in the summer. 

A suspended acoustical ceiling is another feature 
found in this attractive store. The color scheme is pre- 
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dominantly gray and green with fixtures in light gray 
and fittings in the cases green and gray. 


“Our grand opening,’ Mrs. Brandau said, “was more 
successful than anything we had anticipated. We had 
a three-day opening. The first day we sold no merchan- 
dise whatsoever; however, we were open for business the 
following two days. We gave out 3,000 balloons to chil- 
dren and ordered 30 gross of ash trays. We ran out of 
these and gave special cards to customers and were com- 
pelled to order 20 more gross. We featured a bride in 
our china and glass department and she wore about 
$30,000 worth of diamonds which she displayed along 
with the china and glass selections for brides. This was 
a huge success.” 

Both Frank and Eleanore Brandau were born in Elyria 
and both participate actively in community life. For 
example, Frank Brandau is a past master of the Frank 
Harmon Masonic Lodge, past exalted ruler of the Elks 
and a member of the Grotto and the Al Koran Shrine 
of Cleveland. 

Eleanore Brandau is past matron of the Order of the 
Eastern Star of Jerusalem, mother advisor of the Rain- 
bow for Girls and a member of the Women’s Club. The 
initial first lady of Elyria chosen by Beta Sigma Phi, 
she has worked on the Community Chest for years. In 
addition, Mrs. Brandau is a member of the Chamber of 
Commerce and the Credit Bureau. 


One of the employees said about the new store during 
the opening, “This is the type of jewelry store every 
jeweler dreams about but very seldom ever realizes.” 
This feeling is in harmony with all those people who 
have seen the new store. 





Club Credit Plan Extended to 
All Departments by Buffalo Jeweler 


Tanke’s, operating two jewelry stores in downtown 
Buffalo, N. Y., extended its successful Club Credit Plan 
to include all departments, after first concentrating on 
silverware. 

In a three-column, 15 inch newspaper ad, Tanke’s 
featured a wide variety of jewelry in the Credit Plan, 
such as rings, watches and costume jewelry. A mailing 
coupon, attached to the ad, stated: “I wish to join 
Tanke’s Club Credit Plan, which places me under no 
obligation to buy other than the order indicated below 
—paying no interest or carrying charge on any purchase. 
Just the small weekly payment shown above.” 

Tanke’s explained its change in policy this way: “Yes, 
right now, you can purchase any article in our two com- 
plete stocks on our famous Club Plan. No down payment. 
Just 50 equal weekly payments complete your purchase. 

“For example, on a $25 purchase you pay 950 cents 
weekly; on a $50 purchase, you pay $1 weekly; on a 
$100 purchase you pay $2 weekly. No interest or carry- 
ing charges. You pay only the low cash prices for first 
quality Tanke prestige merchandise. Prices include fed- 
eral tax. 

“If you can’t come to one of our stores, join by mail- 
ing this coupon—or telephone. Prompt delivery to your 
home assured.” 

Arthur J. Block, president of Tanke’s, described re- 
sponse to the initial newspaper ad as “satisfactory.” 
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Getting ‘Downtown’ Volume 
(From page 130) 


A good variety of merchandise was the first require- 
ment, if he expected to compete with downtown jewelers, 
Clime reasoned. One problem was space, as the store 
is wide enough for floor cases on only one side. 

One method of solving the problem was to design 
special display fixtures that would hold a maximum 
amount of merchandise in a minimum of space. In pur- 
suit of that objective, the owner designed a slowly revolv- 
ing plastic wheel for display of earrings. The wheel is 
three feet in diameter and is 18 inches wide, with space 
for some 600 pairs of earrings. The owner patented the 
wheel and later sold it to a manufacturer. The original 
wheel is still revolving in the window of Clime’s jewelry 
store. 

Rings are displayed in a specially designed tray inside 
the show case at the rear of the store display area. The 
case here is only four feet long, and with conventional 
ring trays would not be able to hold the store’s full 
assortment. However, with the specially designed tray, 
about 200 rings can be effectively shown in the case. 

Typical of the variety of merchandise carried in dif- 
ferent lines are the 45 flatware patterns. In earrings, 
about 2000 pairs are carried in regular stock. A similar 
variety is carried in costume jewelry, in which the store 
specializes. 

A special service that attracts many customers is 
Clime’s jewelry manufacturing and repairing. It helps to 
widen the scope of their operation and enables the firm 





to make a number of sales other jewelers would not 
ordinarily be able to make. In setting stones brought 
in by customers, they permit customers to watch the 
work being done, particularly in cases where they want 
to be sure that their own stone and not a substitute js 
being used. The firm’s watch repair business is good, 
two repairmen being required full time for this work, 

In the spring of 1952, Clime decided to see what kind 
of results he would be able to achieve by advertising jp 
television. He went in as co-sponsor with two other 
Seattle retailers of a weekly half-hour program. 

“Our television sponsorship has been well worth its 
$300 monthly cost to us,” Clime says. “It has enabled 
us to reach out and attract to our store customers out- 
side our district whom it would have been difficult or 
impossible otherwise to reach. It has even brought in 
out-of-town customers from as far away as Olympia, 
some 50 miles south of Seattle.” 

The influx of new customers coming into the Green- 
wood district specifically to go to Clime’s, created one 
other problem. That was the difficulty that many cus- 
tomers experienced in finding the small store after reach- 
ing the district. To correct that difficulty the owner had 
installed last year one of the largest jewelry store signs 
in the city. 

Dimensions of the sign are 27 feet high by 11 feet 
wide, and the letters are 28 by 32 inches. It is adjusted 
automatically to turn on at 9 A.M. and off at 11 P.M. 
and literally dominates the street on which the store is 
located. 

A reproduction of the sign is used on the television 
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rogram so that those who come to the district will know The Diamond Import Sale is based on stones flown 





what to look for. The cash price of the sign was $6,000, direct from African sources to Denver. Banner signs 
but Clime’s Jewelry is renting it on a monthly basis, and used on streamers under the ceiling of the store, and 
will buy it at a greatly reduced price when the lease printed posters along case ledges pointed out “They 
riod is over. Came Air Express to Lee—and They’re Beautiful.” Two 
Besides solving the problem that it was designed to dozen of these signs, also used in the display windows, 
overcome, the sign is serving as an excellent promotional were successful in creating good public interest, accord- 
medium to attract other shoppers who come into the ing to Jess Kortz, president of the firm. 
district, Clime reports. Dramatizing the promotion at the Lee store in down- 
town Denver was a scale model airplane, shown in the 
Dramatic Displays Sell Diamonds photo, which was suspended on bright satin ribbons 


from the ceiling over the center island-display case. The 
model, with three and a half foot wing span, reproduces 
a transport plane in keeping with the air express theme. 

During last year’s event, the downtown Lee store gave 
children of all visiting customers miniature plastic 
models of the DC-6’s in which United Airlines had trans- 
ported the diamond shipments to be shown in the store. 





A TV Panel Program 
(From page 129) 


the panelists are seated in typical quiz show fashion. 
At the beginning of each program, the guests are given 
$2 in quarters, or the same as eight chances each, with 

—_— which they compete in filling in the blank words, out- 
Colorful displays help make a success each year of lined in dash form on the blackboard. Much good 





the “Diamond Import Sale” by Lee Jewelers, operators humor, good-natured “kidding” and many announce- 
of nine retail jewelry stores in the Colorado-Wyoming ments of interest to 10-year-old girls are featured. 
area. Each of the panelists takes her turn at filling in the 
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dashes. Whenever the girl misses, she deposits a quarter 
in a glass fish bowl as her penalty for guessing wrong, 
When she guesses right, she keeps the 25 cents, and in 
this way the “juvenile jury” may earn up to $2 each 
depending upon their knowledge of words and luck. ss 
addition, Kortz Jewelry presents each girl with a gift 
at the end of the show, such as bracelets, billfolds, pock. 
etbooks and costume jewelry. 

All money which is “lost” by the little girl panelists 
is turned over to a worthy charity, like the Community 
Chest or March of Dimes. The youngsters have also 
donated their allowances or obtained extra funds from 
parents for donation to the charity campaign current 
at the time. 

Through presenting at each session of the “Pee Wee 
Panel” four new-comers, Kortz Jewelry has created 
audience interest tremendously. Most of the studio audi. 
ence at each presentation are girls in the same age group, 
all of whom have been required to visit the store and 
register in order to obtain tickets. In addition, the 
Denver jewelry store has extended the contestant invita- 
tion to the entire area served by KBIV, which brings 
into the scope of the program youngsters in other large 
communities. The fact that each youngster can be de- 
pended upon to widely publicize her appearance on 
television has insured a huge audience at every presen- 
tation, and gives much more impact to commercials on 
each successive show, Kleiger has found. 

Probably the most unusual aspect of the “Pee Wee 
Panel” form of advertising has been the fact that Kleiger 
has been literally forced into becoming a toy supplier. 
So many requests came in for equipment with which 
to play the work game that he arranged with a school 
supply manufacturer to produce a light-weight slate, 
eraser and a set of instructions, which are handily boxed 
in a gift carton, with a cut of a typical “Pee Wee Panel” 
on the cover. They are sold at a nominal price at Kortz 
Jewelry, creating more traffic and interest for the show. 





When Modernizing a Store 
(From page 134) 


In order to reduce the depth of the store, the far back 
wall was painted ruby red. 

The lighting system makes free use of both fluorescent 
and incandescent illumination. Down the center of the 
ceiling are six eight-foot fluorescent units, recessed flush 
with the ceiling. Featuring instant-starting lighting, the 
units have four lights each, and are so wired that either 
two lights burn or all four burn. Directly over the floor 
cases are two rows of recessed incandescent lights for 
“punch” lighting effect. Every other one or the entire 
row can be illuminated. 

Since the store is only 18 feet wide, the floor was de- 
signed to give an illusion of width by installing three 
rows of gray asphalt tile and then one row of green. 

Williams, who is a Registered Jeweler, American Gem 
Society, was very interested in having a fine diamond 
room as an important phase of the modernization. He 
wanted a secluded room where, with the aid of the 
diamondscope and other gemological instruments, he 
could explain to customers the kind of diamonds their 
money was buying. The private diamond room was 
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made six and a half feet square. As much foreign color 
was eliminated as possible. Thus the ceiling was made 
white, and a soft textured, gray wall paper and gray 
carpet were used. Blond furniture was also used for 
the same purpose. 

The display cases in the store feature a special flatware 
table containing serving pieces. Chairs are placed in 
front of it for customers’ comfort and to encourage them 
to take their time while making selections. Directly be- 
hind the table is a slanting display with china and more 
silver pieces. Williams report that many transfer sales 
hetween silver and china are created by their close prox- 
imity in the two displays. Below the slanting display is 
a 36 drawer cabinet for additional merchandise. 

Near the flatware table is a vertical silverware display, 
which is arranged to show flatware patterns at eye-level 
height. It is large enough to serve as an additional wall 
or room divider, and the private diamond room is lo- 
cated behind it. 

Between the big silver display and the flatware table 
is located a large table for place settings to illustrate 
the store’s selections of silver, china and glass, as they 
would be used in the home. The table is always set with 
place settings or hollowware, and is varied according to 
advertising and seasonal occasions. Taking a term from 
THE JEWELERS CIRCULAR-KEyYSTONE, Williams Jewelers 
calls this table display ““Table Top Fashions.” 

Though he moved to a better location at the same 
time he modernized his store, Williams attributes an 
almost 20 per cent increase in business to his moderniza- 
tion program alone. 


‘After the Flood’ 


(From page 138) 


Hess needed a traffic builder. He knew that he couldn’t 
compete with the thousands of dollars worth of mer- 
chandise featured in the opening celebration of the big 
jewelry store opening down the street at the same time 
he had set for his sale. But he could give away a little 
of his regular stock in proportion to the size of his 
12 by 22 foot selling space. He chose a diamond bridal 
set, a man’s 17-jewel watch and a lady’s 17-jewel watch. 

He announced the give-away in his display ad, and 
showed an interior picture of the new store. He also 
included a thank you note to the store’s old customers 
saying, “It has been a fine year . . . thanks to the loyal 
patronage of our many friends.” He also sent a con- 
gratulatory note and flowers to the big jewelry store 
opening down the street. 

The success of the promotion lay in whether the 
“A. F.—After Flood” would have enough emotional 
appeal. Hess knew before the first day of the sale was 
over. He was making sales nearly a third faster than 
the same time a year ago. When he figured up, business 
had increased 35 per cent during the two days of the 
sale. When it came time for the give-away, the crowd 
couldn’t begin to get into the store. The door had to be 
opened and announcements made on a portable public 
address system. 

Customers were still showing up six weeks after the 
sale and telling how one of the prize winners had told 
them about the store. The give-away program designed 
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@ NECKLACES 


@ EASTERN STAR 
JEWELRY 


I 


Pin 743--$4.00 Keystone. 
Just one of the many 
designs to choose from. 


WRITE TODAY! 


for free folder showing 
B. David's new designs 
and proven best sellers. 
Representative will call 


PROTECT YOUR PROFITS WITH 
RHINESTONE DESIGNS BY 
B. DAVID 


at your convenience, 
Only you, the jeweler, are permitted to 
sell this jewelry ... none is sold to 
Department Stores or catalog houses. B. 
David also guarantees complete cus- 


B. DAVIDa. 
tomer satisfaction. See the full line of oobeibtetins Maeno te 


designs in Rhodium or gold plate... | 2508 Vine 














prong set Austrian, machine cut stones Cincinnati 19, O. 
in all new colors. 














A TRUSTED NAME IN 


Cultured Poors 


KIBITZ AND COMPANY 
545 FIFTH AVENUE 
NEW YORK 17, N. Y. 


Imports Personally 
Supervised In Japan 


By Appointment MU 2-3433 
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JEWELERS’ INSURANCE , 


Newly Reduced Rates for the 
JEWELERS’ BLOCK POLICY 


bring this comprehensive insurance pro- 
tection for jewelers into sharp focus asa 


necessity for the financial security of your 
etal Sho 


“4 Standard ‘a 
3 protection & 
















business. 






<oane see 
local insurance agent and broker of your choice. 
Inquiries to us for complete information are 


welcome. 


It is available through the 






COMMERCIAL UNION - OCEAN GROUP 


INSURANCE SINCE 1714 
@ Specialists in insurance for the Jewelry Trade @ 


New York 16, N. Y. 
One Park Avenue 175 W. Jackson Blvd. 


Atlanta, Ga. San Francisco 4, Calif. 
1438 West Peachtree St., 315 Montgomery Street 
Los Angeles 5, Calif. 
610 Shatto Place 





Chicago 4, Illinois 


Commercial Union Assurance Company Ltd. 
and Affiliated Companies 


* 
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as trafic-builder was thus also furnishing a lot of pro- 
motional and institutional advertising. 

Hess and his wife, who now works full time in the 
store, have other sales and promotional policies they 
believe are important in their success. The store features 
a liberal adjustment policy, and Hess notes that ex- 
changes often bring additional sales or an upgrading in 
merchandise. 

Despite trends toward self-service merchandising, both 
Hess and his wife believe strongly in the service and 
personal factors in selling. Their store was designed with 
a full glass front without a window display so that they 
could wave to customers passing on the side walk. They 
think it’s a good way to remind customers that they 
need something in the store, like watch repairing, new 
clocks or other merchandise. 

Hess also attributes part of the store’s success to easy 
parking facilities in the North Topeka area in merchant- 
owned parking lots and to local merchants policies of 
cooperative promotions. 





Changing Color Scheme Changes 
Store’s Appearance 


A simple but effective way to create eye-appeal in the 
jewelry store is by regularly changing color backgrounds 
in counter cases, wall cases, and windows, according to 
Frederick Nissenbaum, head of Frederick’s, Springfield, 
Mass. 

Because many customers visit the store several times a 
year, it is wise to always have “something different” to 


offer in the way of display, Nissenbaum believes. For 
that reason, he has patiently worked out a schedule 
whereby the draperies, cloths, posters and case linings 
involved are changed periodically. 

Colors are changed and so are the positions of mer- 
chandise in wall and counter cases. Thus, the sterling 
flatware display which appears at the right side of the 
store during February is more likely to occupy the 
left-rear counter case in August. 

There can be a lot of advantage in transferring the 
location of departments, this Springfield jeweler stated. 
“Quite often a customer who has come in for a specific 
item will go directly to the case in which she last saw it. 
Upon not finding it there, the new merchandise may 
attract her attention and a buying impulse is created. 
This is particularly important in the case of costume 
jewelry, which the customer may overlook if her interest 
lies in watch or diamond merchandise.” 





A Store with Personality 
(From page 132) 


to give the desired effect. Stock is carried in the lower 
sections, a solid bank of drawers, which is another indi- 
vidual feature of the store-planning. 

Blending with the overall gray and blue color scheme, 
wall and floor case are hand-rubbed gray oak finish. 
The floor is blue and gray tile, ceiling and wall spaces 
are blue and the decor is accented by red throughout. 

A walk-in vault on the selling floor, small appliance 
bar, repair desk at the rear and four specially-designed 
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Be sure to see the biggest 
re-order item the Jeweler 
has had in years, 


RIST-LETTE® 
hy Ludo Jewelry 


366 Fifth Ave. New York I, N. Y. 
QUALITY SINCE 1911 


And of course, our all new Fall line of Frozen Fire* 


Costume Jewelry 


See "Ledo" at the Waldorf-Astoria Hotel 


Booths 402-3—Jade Room 


NEW YORK SHOW 


HAMA TARA AAAI 
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Here's Your Key To 





Spartan soi 





© RHODE ISLAND 


FRATERNAL 
JEWELRY 








PROFITS 


Your never know how profitable the Emblem Business 
can be until you go after it. For both ‘$ and ¢’’, and 
sheer satisfaction, you'll welcome this suggestion: 


Use your Harvey & Otis Catalog. You'll find 766 emblems, 
rings, tie chains, lapel buttons, charms, pendants, crosses, 
medals, pins, Jewels, etc., illustrated in full size—with as 
many more described—retailing from 50¢ to $50. Order 
through one of our 450 wholesalers, or direct. If the lat- 
ter, we will ship direct and will bill through him. See 
how easy it is to get set for Emblem profits. 


Harvey © Otis 


PROVIDENCE 














ODD SIZE MOVEMENTS 


All Steel Water Resistant Men's and Ladies’ Watches 





STEVEN MAYER, Inc. 


Watch Importers 
PLaza 7-7586 


580 FIFTH AVENUE NEW YORK 19, N. Y. 



































WANTED 


SALESMEN 
LOOSE DIAMONDS 


Leading diamond concern seeks 





several able men. We are looking 
for jewelry salesmen, preferably 
with loose diamond experience, who 
are go-getters and who expect 
their efforts to be rewarded. 


If you are looking for a permanent, 
self-satisfying and financially re- 
warding position, send full details 
to Box ''S-992,"" Care Jewelers’ 
Circular-Keystone, 100 E. 42nd St., 
New York. 








St. Joseph of Copertino 
Flying Medallion 


designed by 
Go C. Paul Jennewein 





This medallion, not limited to a single creed, and 
made famous during World War II, as a special 
guardian of air travelers, is available again for the 
first time since 1946. 


Comes in dime, quarter, and dollar sizes in bronze, 
Sterling silver, gold plate, and 14 KT. gold. 


@ Write for price list @ 


AIRBORNE MEDALLION CO. 


104 East 56th St. 


New York 22, N. Y. PL. 5-4818 
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credit booths where customers give personal information 
when opening accounts, complete the equipment in the 
new store, which is strictly jewelry and small appliances. 
“Qur volume is large enough without going into TV and 
large appliances,” says the personable proprietor. 


PROMOTES BRAND NAMES 


One of the organizers of the local jewelers association 
many years ago, “Al” has always esteemed the importance 
of brand name merchandise. This was indicated in the 
three full-page newspaper spreads announcing the open- 
ing of the new store, when considerable space was de- 
yoted to the reproduction of leading manufacturers’ 
brand names. “Al” likes animated displays and uses 
them frequently. He is a 52-week newspaper advertiser; 
he has also used some radio advertising. 

Today, he employs a staff of ten salespeople and three 
watchmakers. He claims the repair department is a “big 
thing” in his business, which is 60 per cent credit. 

After conducting business in the new main street loca- 
tion for several months, he says, “We have increased 
our business almost 35 per cent since coming over to 
Salina St. and having the advantage of larger quarters.” 
And, “From 10 to 15 per cent of this increase is due to 
transient and Canadian trade,” he added. 

While “Al” may attribute much of his success to his 
location and “working tools” the general public is con- 
vinced that he, himself, is responsible for the friendly 
atmosphere at Albert’s. He is constantly on the floor 
and even when he is occupied with one customer, has 
the faculty of delegating the next one to a clerk in such 
a way that the customer is completely happy! 


Jeweler Builds Prestige with 
Special Diamond Laboratory 


An interesting, prestige-building ad on diamonds was 
run recently by Michael Prohodsky, jeweler at Ellin- 
wood, Kan. The headline read: “New laboratory of 
Michael Prohodsky takes guess work out of diamond 
buying!” 








3 Beat =e a 


Below this head was a picture of Prohodsky’s Ac- 


credited Gem Laboratory, American Gem Society, shown 
in the photo, with the jeweler demonstrating the true body 
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A 20TH CENTURY-FOX 
PRODUCTION IN 


CINEMASCOPE 
OPENING SOON 


AT THE Roxy 


NEW YORK CITY 


COPYRIGHT 1954, ADMARK 
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WALDORF-ASTORIA HOTEL 
FROM AUG. 8 TO 12— BOOTH 116 


FOR A SENSATIONAL PROMOTION 
TIE-IN WITH “THE EGYPTIAN” NOW! 
This multi-million-dollar movie is a natural for rocketing sales 
of scarab jewelry. Our publicity tie-in includes photos of 
Anitra Stevens (Queen Nefertiti in “The Egyptian”) 
wearing “Egyptian Head” Jewelry . . . also the use of 
the world’s largest scarab bracelet for display. This is too 
good to miss! Write for complete details at once! 
P. S.—See the original movie gown worn by Anitra 
Stevens at our Show Booth. 


SHOWING AT THE 
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color of a diamond. The laboratory features the 
“Examolite,” a special lighting unit. Copy read: “The 
Examolite unit pictured here is a constant true daylight 
lighting. The source of the light is both incandescent 
and fluorescent, which causes it to approach normal 
sky-light, free from troublesome reflections. 

“The plastic planes of the lights have been developed 
in such a way that they affect the light coming through 
them in the same manner that the sun’s rays are affected 
by atmospheric conditions, giving . a ‘constant’ 
daylight. 

“Under this light you can accurately select the true 
color of a diamond and compare your selection against 
our Master Diamonds Graded by the American Gem 
Society.” 





Fascinating Wedding Gown History 
Used to Promote Wedding Rings 


Significance of the white wedding gown was tied-in 
with an unusual newspaper ad on wedding rings by 
Scheer Jewelers, Rochester, N. Y. The interesting history 
of the wedding gown—not always white—was explained. 

The ad led off with the caption “The White Gown,” 
and stated, “White is the ceremonial symbol of purity 
and virtue, and has always been so since Biblical times. 
But white has not always been in fashion for wedding 
gowns. Colonial brides, for instance, wore pastel bro- 
cades and even cherry red satin. Nellie Custis, however, 
revived the wearing of white at her marriage to George 


Washington’s favorite nephew on the ex-president’s lag. 
birthday, February 22, 1799, and white for bridal gowns’ 
has now been traditional for nearly one hundred and fifty 
years.” 

The merchandising phase of the promotion carried ” 
a listing of wedding and engagement rings, and copy 
read: j 
“The bride wore a beautiful diamond wedding band that | 
matched her engagement ring —the final, glamoroys | 
touch to the glamorous occasion. From our comprehen. | 
sive collection, we show but seven that were made for | 
each other—in keeping with the trend for matched sets,” | 





Can You Top This? 


Everyone has heard a woman say at some time, 
“I wouldn’t be caught dead in that dress!” Walter 
J. Gipprich & Son, manufacturing and wholesale 
jewelers, Reading, Pa., had experience with a woman 
who expressed a similar opinion about a certain brand 
of ladies’ wedding ring. 

She requested the jeweler who was ordering the 
ring to tell the wholesale firm to remove from it the 
word “Cinderella,” which was the ring’s trademark, 

The woman was afraid that if she met with a fatal 
accident, the ring would be removed from her still 
finger, and she would be identified as Cinderella! 


Write us a note about your unusual business experience | 
(Literary style is unimportant). $5 will be paid for each | © 
story published. Address JC-K Editorial Dept., 100 E. | 
42 St., New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 


























BETTER THAN A STRING ON YOUR FINGER 


630 FIFTH AVE. 





AND NOW! . .a ouatity wrist ALARM AT A LOW PRICE 


For a low price in Wrist Alarm Watches see the 
New Merit TonArist Alarm watch. It's 17 Jewels, 


Shock Proof — Unbreakable Mainspring — Non Magnetic 


Runs 42 Hours With One Winding 


MERIT WATCH CO., INC. 


(Rockefeller Center) 
A.N.R.J.A. Visitors Cordially welcomed 


Full Lever Movement. 


AVAILABLE IN TWO MODELS: 
White Top — S.S. Back #800 °57*? 
Yellow Top—S.S. Back #801 $59° 


PRICES 
KEYSTONE 


MERIT SJon_Ayist 


Stand for desk or night table 


NEW YORK 20, N. Y. 
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AUTOMATIC CHAIN CO. ¢ PROVIDENCE, R. I. 
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Picture frame, locket, and bracelet are all gold filled 


— a great value and a new selling idea. Ask to see 

this line starting at $8 retail for a 2-piece set. Thru 

wholesalers. Cheever, Tweedy & Co.. Inc.. North 
Beg U S Per oe 


Attleboro, Mass. 


Feature | &€ R De Luxe EMBLEMS 


with this new Counter Display! 


Beautiful and compact 
this new De Luxe Emblem 
Display is an attraction on 
any counter. 


FREE with any six De Luxe 


Emblems. 

Shown with four Masonic, two 
Shrine (one with diamond), in- 
cluding individual gift boxes, 
$36.00 Keystone. 

Drop ship direct . . . billed 
through your wholesaler. 


IRONS & RUSSELL COMPANY 


PROVIDENCE, RHODE ISLAND 
Emblems Since 1861 through 
your wholesaler 





RIPLEY & GOWEN CO.., Inc. 


eading Wholesalers 


PITMAN & KEELER 


HEAVY 


STERLING 


When you are asked for something different, show 
this link and tie bar set made of heavy Sterling 
Silver. The P. & K. Sterling line has been a profit 
maker for years. Place orders with your wholesaler. 
$13.75 Keystone. 

PITMAN & KEELER INC., ATTLEBORO, MASS. 





Get your full share 
of sales with the 
new wide bracelet 
style trend. Show 
the many new 
BARROWS brace- 
lets for greater Fall 
sales .. . in Gold 
Filled and Sterling 


—plain, engine 
turned engraved 


and chased designs. 
Ask your whole- 
saler. 


H. F. BARROWS CO. 
N. ATTLEBORO 
MASS. 





A beautiful example of the skill and art of jewelry 
designing is shown in this handsome La Mode set 
—the designer carefully chose contrasting fine 
diamond tooled lines with brightly polished mirror 
finish and accented this with a small ruby stone. 


La Mode sets like this one retail for $8.50. 








Attleboro, Mass. | 
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Here’s the newest, most beautiful Universal Coffeematic of all... 
in the newest decorator style ...in gleaming penny-bright copper. America’s Favorite 
Coffeemaker, with all the features that have made Coffeematic the leader... 
now in a sparkling color to catch every eye and SELL! 











a size for every family ...a price for every budget! 














For Gift-Giving Deluxe — For Those Who Want the Coffeematic Quality at a For Small Family Conven- 
Universal Copper Coffee- Finest — Universal Chrome Budget Price —Universal ience — Universal Automatic 
matic—5 to 10 cup capacity. Coffeematic—5 to 10 cups. Chrome Coffeematic — 4 to Chrome Coffeemaker—3 to 

Model 4411—$32.50 Model 4410—$29.50 8 cups. Model 4408—$24.50 6 cups. Model 4486—$19.50 


ANOTHER IN AMERICA’S ONLY COMPLETE LINE OF 
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T’S BEAUTIFUL — 

















ONLY A GENUINE UNIVERSAL 
COFFEEMATIC CARRIES THIS DESIGN. 
IT 1S YOUR ASSURANCE OF 
UNIVERSAL QUALITY AND CRAFTSMANSHIP 





Model 4411 
10-cup capacity 
Manufacturer’s suggested 


Retail or 
Fair Trade % 3 ° 50 
Price 














The Answer to “instant ’’ 


coffee — Universal Automatic 
Chrome Coffeemaker — 2 to 
4 cups. Model 4484—$17.75 


AUTOMATIC COFFEEMAKERS LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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new pro duct, new! 
add accounts for 





Underwood completely redesigns its popular Leader 
Portable! Watch your sales volume climb when you offer 
the new Underwood Leader! New design, smart tan-tone 
finish, Family Keyboard and brand new mechanical fea- 


tures make the Leader an account-building “hypo” 
for any business. HERE’S THE NEW 
UNDERWOOD 
LEADER! 


% DECORATOR 
COLOR STYLIN 


S88 486 65 6S 66. 4&5 


é 
‘.. 


Underwood fills your requirements—fast! Through its nation-wide 
network of branches Underwood gives you prompt service on stock 
replenishments. 


% y se! 


wk STREAMLINED 
DESIGN! 
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*% BIG MACHIN: 





FEEL! 
< te SEGMENT SHI 
Underwood gives you 34-piece traffic-building sales kit! sincee-FORN 
Here's a real service— free to Underwood Dealers! Sales kit * awe, : | 
contains high-attention “stoppers” for use in store and on ; 
windows .. . a complete store promotion! Also gives x FULL-SIZE 
ae details on big dealer prize contest about to begin. FAMILY 
~~) KEYBOARD | 


Underwood launches national TV campaign! Here’s a TV program 
that’s a real traffic-builder! It’s national in scope . . . delivers powerful, 
tested sales messages! Hits the very best prospects and persuades them 

to see their Underwood Dealer—fast! 


\) Underwood gives you a proven account-opener! 


In a recent survey, credit jewelers overwhelmingly voted the Underwood Leader 
i their No. 1 account-opening portable! Get a// the facts on the Underwood Leader 
and the Underwood Plan. 
st. 2 DEALER DIVISION 
UNDERWOOD UNDERWOOD CORPORATION . ONE PARK AVENUE, NEW YORK 16, N. Y. 

















3 UNDERWOOD LTD., TORONTO 1, CANADA 
5 Bu : SALES- AND-SERVICE EVERYWHERE 
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UNDERWOOD CORPORATION, ONE PARK AVENUE, NEW YORK 16, N.Y. 
STARTS 


Gentlemen: 


SEPT. 7 k Rush me full details on the Underwood Leader Portable 
Typewriter and the Underwood Plan. No obligation, of course! 


NAME TITLE 











SEND COUPON TODAY! $ STORE NAME 


ADDRESS 





CITY ZONE STATE ¥ 
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BOOKS 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'in print’' at the time 
orders are received. We can supply titles from leading publishers. All prices 


quoted are net. No accounts opened for book purchases. 


anywhere in the United States. 


Books sent post-paid 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMS AND GEM MATERIALS $6.00 
Drs. Kraus & Slawson 


A KEY TO PRECIOUS STONES $3.50 
J. Spencer 


GETTING ACQUAINTED WITH MINERALS $4.50 
George L. English 


REVISED LAPIDARY HANDBOOK $3.00 
J. H. Howard 


A ROMAN BOOK ON PRECIOUS STONES $6.75 
Sydney H. Ball 


STORY OF THE GEMS $4.00 
H. P. Whitlock 

STORY OF DIAMONDS $1.85 
A. C. Austin and Marion Mercer 

FAMOUS DIAMONDS OF THE WORLD $1.25 
Robert M. Shipley 

HANDBOOK OF GEM IDENTIFICATION $5.00 
Richard T. Liddicoat, Jr. 

GEM TESTING $5.00 
B. W. Anderson, B.Sc., F.G.A. 

GEMSTONES $8.50 
G. F. Herbert Smith 


POPULAR GEMOLOGY 
R. M. Pearl 


GEM IDENTIFICATION CARDS 
Wilburt M. Draisin 


THE ART OF THE LAPIDARY 
Francis J. Sperisen 
PROPERTIES OF GEM VARIETIES OF 
MINERALS 
Edward Wigglesworth 


DIAMOND TECHNOLOGY 
Paul Grodzinski 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY MAKING AS AN ART EXPRESSION $6.50 
D. Kenneth Winebrenner 


JEWELRY DESIGN AND APPLIED DESIGN $25.00 
C. A. Jakobb 

JEWELRY AND ENAMELING $4.25 
G. Pack 

REFINING PRECIOUS METAL WASTES $7.25 
C. M. Hoke 


ART MONOGRAMS AND LETTERING 
J. M. Bergling 
(Special 18th Edition—Paper Cover) $2.50 
19th Edition—104 Pages—Hard Cover $6.00 
METALCRAFT AND JEWELRY $3.25 
Emil F. Kronquist 


PRINCIPLES OF ELECTRO PLATING AND 
ELECTRO FORMING 
Blum & Hogaboom 


TESTING PRECIOUS METALS $2.50 
C. M. Hoke 


THE JEWELERS" DICTIONARY $6.00 
(New Second Edition) 








3,033 RETAILING IDEAS $3.95 
Emanuel Lyons 


HAND-MADE JEWELRY $3.25 
Louis Weiner 


JEWELRY, GEM CUTTING & METALCRAFT 
W. T. Baxter 


ENAMELLING ON METAL 
Louis & Elie Millenet 


JEWELRY MAKING—FOR SCHOOLS, 
TRADESMEN, CRAFTSMEN 
Cloth Bound 


Murray Bovim 
Paper Bound 


THE TRADE MARKS OF THE JEWELRY & 
KINDRED TRADES (New 6th Edition) 


A HISTORY OF JEWELRY, 1100-1870 
Joan Evans 





For the Skilled Watch and Clock Maker, the Apprentice and Student 





RULES & PRACTICE FOR ADJUSTING WATCHES $3.50 
W. J. Kleinlein 


PRACTICAL BENCHWORK FOR HOROLOGISTS $5.00 
Louis and Samuel Levin 


SCIENTIFIC TIMING $4.50 
Charles Purdom 


KEYSTONE WATCH REPAIR RECORD BOOK $2.75 


WATCH ESCAPEMENTS $3.50 
Dr. James C. Pellaton 


THE SCIENCE OF CLOCKS AND WATCHES $5.00 
(2nd Edition) 
A. L. Rawlings, Ph.D. 
HOROLOGY $4.50 
J. Eric Haswell, F.B.H.I. 
THE MODERN CLOCK $4.95 
Ward L. Goodrich 
PRACTICAL NOTES FOR THE WATCHMAKER $3.50 
(French-English Edition) 
G. A. Berner 
PRACTICAL WATCH REPAIRING $5.00 
Donald De Carle 


PRACTICAL COURSE IN HOROLOGY 
Harold C. Kelly 


INTRODUCTORY COURSE 
ON CHRONOGRAPHS 


KNOW THE ESCAPEMENT (New Edition) 
Barkus Watchmakers 


MODERN METHODS IN HOROLOGY 
Grant Hood 


THE WATCH REPAIRER’S MANUAL 
Henry 8. Fried 


On Silver for the Jeweler, Collector and Antiquarian 





THE SILVERSMITH’S MANUAL $4.50 
Bernard Cuzner 


ENGLISH SILVER (1675-1825) 5.00 
Stephen G. C. Ensko and Edward Wenham 


THE PRACTICAL BOOK OF AMERICAN SILVER $6.00 
Edward Wenham 


OLD SILVER, ENGLISH, AMERICAN AND 
FOREIGN 
S. B. Wyler 


$5.00 


THE STERLING FLATWARE PATTERN INDEX 





1953 Edition 


Without Binder 
With Leather Binder 


THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street, New York 17, N. Y. 





$3.75 
$2.75 


$7.50 
$17.50 


$3.25 
$2.58 
$5.00 
$2.50 


$15.00 
$20.00 


Check or money order must accompany all orders. Do not send cash. Prices subject to change without notice. No books sent on opprovel. 
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= everyone knows that diamonds 
account for roughly 25 per cent of the jeweler’s volume. 
Figures are generally known on other big-ticket lines 
such as silverware. However, the importance of some 
of the less spectacular but importantly profitable jewelry 
store lines are not so widely recognized by retailers. 

What about men’s jewelry? What is its position in 
the jewelry store? When and how often is it promoted? 
Is it seasonal merchandise or does it sell consistently 
throughout the year? Are men or women the more 
consistent buyers of men’s jewelry? 

In order to find out the answers to these and other 
pertinent questions relating to men’s jewelry, the 
JEWELERS CIRCULAR-KEYSTONE recently conducted a 
nationwide survey among retail jewelers. The results 
have particular significance to all retailers. 

Before proceeding, it should be made clear that, for 
the purpose of this survey, “men’s jewelry” was defined 
as including cuff links, tie slides and pins, money clips, 
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rings, key chains and such—but not watch attachments, 
Not that watch attachments are unimportant men’s 
jewelry, but they are not included in this survey because 
they have actually become a substantial business them- 
selves. 

Now, one of the first answers a merchant seeks when 
determining the value of any line is how it ranks in rela- 
tion to his other lines. For example, if you were weigh- 
ing the importance of men’s jewelry to your store you 
might well ask yourself, “During 1953, what percentage 
of the store’s total sales was accounted for by men’s 
jewelry?” So, that’s just what JC-K asked the retailers 
it surveyed. Compare their answers with your sales 
figures. 

In the case of the majority of jewelers, men’s jewelry 
accounted for from three to eight per cent of total sales. 
One out of ten jewelers said their percentage ran as high 
as 10 per cent. 

So, the importance of men’s jewelry to the retail 
jeweler is obvious. However, its importance looms even 
larger when one considers that such merchandise 1s 
mostly in the low price range. Just consider how many 
unit sales of these relatively small-ticket items are being 
made today for them to add up to five per cent of total 
sales of the average jeweler. And think of the profit- 
possibilities men’s jewelry offers you! Consider also the 
amount of store traffic these items generate! 


IS IT SEASONAL MERCHANDISE? 

Granting that men’s jewelry constitutes a very respect- 
able portion of the jeweler’s annual volume, the next 
question to be raised by a jeweler analyzing the value 
of men’s jewelry to his business might be, “Is it seasonal 
merchandise or does it sell consistently throughout the 
year?’ A majority—56 per cent of the jewelers answer- 
ing the JC-K questionnaire—are under the impression 
that men’s jewelry is seasonal merchandise (more on 
what they mean by “seasonal” later). On the other 
hand, 44 per cent replied that men’s jewelry sells con- 
sistently throughout the year. 
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Of course, every jeweler knows that men’s jewelry 
reaches its acme of appeal to consumers during the 
Christmas, graduation and Father’s Day selling periods. 
In a sense, it practically sells itself, having been estab- 
lished through the years as such an appropriate gift 
for men of all ages. But if promoted and merchandised 
regularly it need know no selling season—it can sell 
consistently throughout the year. This is attested to by 
44 per cent of the surveyed retailers who do a good 
business in men’s jewelry the year ’round. 

In analyzing the importance of men’s jewelry to their 
business, most jewelers would come to understand this 
market better and try to improve their position in the 
line. “Who,” a jeweler might well ask himself, “are 
the more consistent buyers of men’s jewelry—men or 
women ?” 
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This question was posed for jewelers in the survey. 
It is interesting and quite revealing to learn that an 
overwhelming majority of jewelers—98 per cent—replied 
that women are the more consistent buyers of men’s 
jewelry. What does it mean? First, it indicates that 
men’s jewelry is a popular gift item, and that because 
of the jeweler’s status in the community as the gift mer- 
chant, women turn to the jewelry store for gifts for men. 
It follows, of course, that jewelers would do well to 
keep this information in mind when talking to women 
customers and also when preparing advertising, window 


Also, it is apparent that if men are not satisfying their 
personal wardrobe jewelry needs in jewelry stores, they 
must be doing so in department stores or haberdashery 
shops. The latter has certain advantages, which are 
capitalized upon by men’s furnishing stores. For ex- 

(Please turn to page 207) 
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A. This suggested window display is keyed to the well-dressed man theme. 


The Men's Jewelry Story Can Be 


-™ men's clothes, men’s jewelry does not 
make as exciting and glamorous a subject for display 
as women’s more colorful and dramatic baubles do. 
But men’s studs and cuff links and tie-clips are just as 
important fashion accessories as the ladies’ clips and 
bracelets—in fact are even more necessary accessories 
since most items of men’s jewelry serve a utilitarian as 
well as a decorative purpose. To display men’s jewelry 
effectively, then, it is necessary to add such factors as 
humor, sex-appeal, romance, fashion consciousness to 
the display in the form of decorative props and back- 
grounds. These are the factors which will sell men’s 
jewelry and there is no reason why they cannot be 
utilized in their promotion. 

Displays should appeal to both men and women. 
Men are not notoriously enthusiastic shoppers for them- 
selves, but given sufficient incentive, they will be as 
conscientious in their shopping as anyone else! Since 
women love to receive jewelry, it is not hard to con- 
vince them that jewelry will make excellent gifts for 
their gentlemen friends and relatives. 

Men’s jewelry items are mostly extremely small in 
size, so that their importance must be built up with 
artful groupings and arrangements which will make the 
merchandise stand out. Six pairs of cuff links scattered 
about an average size jewelry store window can well be 
completely lost to sight, but a grouping of six pairs of 
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cuff links in a neat pattern on a circular pad about eight 
inches in diameter will be a spot worthy of attention. 
Such a grouping will give an impression of a greater 
variety of styles than single items scattered hither and 
yon will do. If the pad is covered in a color contrasting 
with the floor on which it is placed it will make a bull's 
eye spot that won't be easily missed. 

Much of men’s jewelry stock is sold and displayed in 
neat, conservative boxes. It is not necessary to range 
these in rows like wooden soldiers in either window or 
case displays, but groupings of similar size and style of 
boxes will look neater and give better eye appeal than a 
casual scattering of mixed sizes and styles. Try to get 
variation in height for better eye appeal. The small 
plastic display stands which are available from most 
jewelry display suppliers are helpful here. Try also to 
get these small items up near eye level so that their smart 
appearance and good design can be appreciated. Dis- 
play stands which permit groupings of small display 
pads or boxes at various heights can be used for both 
window and interior display. If such units are not 
readily available ready-made, plan simple units yourself 
which can be built in the store or which a local car- 
penter can put together for you. Use some of the 
novelty papers that come in masculine looking leather 


THE JEWELERS’ CIRCULAR-KEYSTONE 


























\ ‘ BS? ak: Set aan > + pe 
3 rs ~< aa. P xs 


aes 
Pe a eee 



































B. Men's sports and interests are used here to attract masculine attention. 


¢\lold in Window Displays .. . 


or woodgrain effects for covering these simple units. jewelry items. Some leaves are suspended from the win- 

It is a good idea to keep a selection of men’s jewelry dow ceiling and others are placed on the floor. Several 

| in your windows all the time—devoting as much space groupings of elevations show additional pieces. The fig- 

as you can afford to it. It is best if this grouping can ure of the lady can either be cut-out silhouette standing 

be kept in a small shadow box or case segregated from near the plate glass or ‘if you have a small mannikin 

the rest of the merchandise arrangement. If it must be figure dressed in street or evening clothes, this would 

: shown in the same window with other jewelry, do keep be more attractive. If you wish, the three panels could 
| one large grouping together rather than scattering small (Please turn to page 249) 


groupings throughout the window. Try to give these 
groupings some decorative selling theme that will draw 
attention. Periodically you will certainly want to devote 
an entire window to a really bang-up display of nothing 
but men’s jewelry . . . with a definite selling theme 
carried out with full props and accessories. The accom- 
panying sketches illustrate three such displays. 

Sketch A emphasizes the well-dressed man theme with 
a silhouette figure of a lady to suggest the idea of the 
importance of looking His best for Her admiration. 
Three upright panels display men’s collar pins, tie-clips, 
cuff links as they appear in use. A set of collar and cuffs 
and necktie are attached to each panel and the jewelry 
put in place. Other items such as key chains, money clips 
and knives can be pinned on the panels which are cov- 
ered in plain dark fabrics. Actual woolen suiting can be 
used but seems unnecessarily expensive in this instance. 
Autumn leaves cut from cardboard and covered with 











fe] é' . C. "Man about town" might well be the theme of this window 
elt or velvet in fall colors are used to display boxed display featuring a variety of men's jewelry merchandise. 
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Fashion Facts for Men- 















Bgsios is one of the strongest foundations 
of modern merchandising. Jewelers can use fashion to 
build a better business in men’s jewelry just as they use 
it to stimulate the sale of all kinds of jewelry for women, 
We consider watches part of the jewelry line-up for both 
men and women. 

This in spite of the fact that a considerable quantity 
by WINIFRED PARKER of misinformation is circulated constantly about the 
male’s slowly paced, conservative taste in fashion. Hoy. 
ever, regarded objectively, this very trait can make men 
push-overs for intelligently planned fashion campaigns, 
It is true that few men want to look outstandingly differ. 
GENERAL FASHION FACTS FOR MEN ent in appearance from their counterparts, but the very 
masculine desire for uniformity makes men fashion 
slaves. Once you convince men that a certain style in 
clothing or jewelry is necessary in order to project an 
approved fashion appearance, necessary to keep them 
groomed on a par with other men, and you'll have the 
support of a mass market: (And remember that once 
men are sold on an idea they spend much more freely 
than women—and stick longer with the idea! ) 

Manufacturers are bombarding the masculine popula. 
tion with latest style trends in page after page of con- 
sumer advertising in such important magazines as Life, 
Look, Saturday Evening Post, Esquire and many others. 
The clothing and jewelry story for men is splendidly 

(Please turn to page 250) 








Men’s clothing is styled in unobstrusive good 
taste with an air of formality and elegance. 

The silhouette is narrow, tapered, slim. 

Fabrics are rich toned, conservative in weave. 

Shoulders are slightly padded; lapels are slim. 

Trousers are slightly tapered at knees and cuffs, 
and just short enough to show socks. 

Shirts have smaller collars. French cuffs are 
popular. 











Left, reading clock-wise: 


Men’ rings by Church & Co. feature color 
importance. Top: 14K yellow gold signet 
ring, $70; left: onyx and diamond in 14K 
yellow gold, $75; right: Linde synthetic 
star sapphire and 2 side diamonds in 14K 
white gold, $300; amethyst in 14K yellow 
gold, $85. All these prices are Keystone. 


Color importance in 14K gold rings by K. 
Polishook & Son is featured in a choice 
of synthetic colored stones. Ring is dec 
orated with side diamonds. $37 Keystone. 





Sparkling and new approach to traditional 
iewelry by Jacques Kreisler, with rhine- 
stones set on a simulated bevelled field. 
Complete set is priced to retail at $6.%. 
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yt What Every Jeweler Should Know 





. 


1. Genuine hand-tied Colorado fish flies 
are captured in Anson's specially proc- 
essed crystal plastic, framed by spar- 
kling gold plate. Set is $8.50, retail. 


2. From the series of men's watchbands 
featuring "Floating Link" construction 
is this Speidel model No. 407. Called 
“Pieces of Eight," it retails at $12.95. 


3. Men's wedding rings by Artcarved, ele- 
gantly engraved in 14K gold. These were 
shown last month and were mispriced. The 


correct prices: top, $25; left, $22.50; 


right, $37.50. These prices are retail. 


4. From Artcarved, more wedding rings 
in 14K gold. Top ring, $42.50; left, $29.75; 
tight, $45.00. Matching men's styles are 
available, at slightly higher prices. 


5. Flex-Let tie bar and cuff link set is 
styled with hand engraving on baked black 
enamel. Set is priced to retail at $6.50. 


6. Distinctive gift items for men in ster- 
ling silver by R. Blackinton & Co. Pocket 
knife, $15: stamp box, $11.50, Keystone. 
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Top right, reading clock-wise: 


Money clip and pencil in 14K gold furthers men's fashion 
theme for elegance. In gold, $84.00; in sterling, $29.00. 
Ball point pen with clip action in 14K gold, $40.00; in 
sterling silver, $12.00, Keystone prices. By Louis Tamis. 


Elegantly designed cigarette cases in 14K gold from Gold 
Bros. Regular size holds full pack of cigarettes, $900; 
King size holds 16 cigarettes, $730. Prices are Keystone. 


This smart cuff link watch in 14K gold has 17-jewel move- 
ment and retails for $140. From James Schulz, New York. 


Antique Masonic ring in 16K old world green gold with 14K 
white gold emblem is a new color effect achieved by Stern 
Mfg. Co. Hand chased and engraved, retail price is $70.00. 


New watch fashion by Henry Pommier features 14K gold 
strap of highly lapped mesh flowing with unbroken continuity 
into elegant gold case. Other features are a mirror finish 
and hidden thumb piece clasp. Suggested retail: $275.00. 


Cuff links in 14K yellow gold features three diamonds per 
link in platinum settings; $150, retail. Gutenstein Bros. 


Color is the keynote of fall and winter jewelry by Swank. 
“Bali Dancer" tie clip and cuff link set, $2.50, retail. 
“Carousel” set, $2.50. "Gladiator" tie clip and cuff link 
sets are $3.50. Sets are available in variety of colors. 


Fashion Facts for Men... 
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MERCHANDISING 





During the Father's Day selling season, Page's created this display featuring men's jewelry. 


All Advertising Media Used 





To Build Men’s Jewelry Volume 


Men’s jewelry is an important segment of this jewelry firm’s volume. To main- 
tain and increase sales, owner Herman Page aggressively promotes men’: 
jewelry via direct mail, newspaper advertising, radio, and window displays. 


Mews jewelry is actively and successfully 
promoted via direct mail at Page’s Jewelry Store, Ports- 
mouth, N. H. According to Herman Page, operator of the 
store and president of the New Hampshire Retail Jewelers 
Association, the firm has even picked up some sales of 
less expensive men’s jewelry that in the past were lost to 
haberdashery shops. 

In the store’s regular Sunday radio program, during 
which Herman Page gives a five-minute talk on gems and 
gemology, he frequently provides interesting facts about 
jewels and jewelry for men. 

During the recent Spring graduation period, and the 
weeks leading up to Father’s Day, Page devoted several 
of these radio talks to references to items which a young 
man graduate might like to have, and also to articles which 
many fathers have always wanted, but for which they 
either have been too busy to get for themselves or too 
unselfish to purchase when others in the family may have 
needed other things. 

“We also feel that we pretty well cover the city with 
our newspaper advertising,’ Page added. “However, we 
find that direct mail advertising works best, especially on 
the rural routes in the towns surrounding Portsmouth— 
Rye, Hampton and Exeter in New Hampshire, and Kit- 
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tery, Kittery Point, York, York Beach, Eliot, South Ber- 
wick, Cape Neddick, Wells, and Ogunquit in Maine. 

“Since these mailings are directed merely to “Box 
Holder, Rural Route, Eliot, Maine,’ for example, and since 
the postmaster in each case gives us the number of boxes 
in his area, there are no returns and the rural carrier 
simply puts one in each box. 

“We also send a flyer to every prospective bridegroom 
—which we obtain from newspapers — describing the 
proper jewelry for men for various occasions; we always 
show a good line of dress jewelry, too.” 

Plain tailored cuff links have been found to be an ex- 
ceptionally good item at Portsmouth, location of a U. S. 
Naval Base, and these are generally sold to the wives of 
officers as an item of jewelry which may be worn by men 
in uniform. 


“While we cannot cite any phenomenal sales of men’s 
jewelry, we do find that this line seems to represent its 
rightful share of our total volume of sales, and we devote 
one whole section of the display cases in the store to 
men’s jewelry,” Herman Page stated. 
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Recently 


For men’s jewelry... 


Theres No Business 
Without ‘Show Business 


To arouse public interest in men’s 
jewelry, and direct that interest to 
the jewelry store, it is necessary 

to feature this merchandise in show 
windows consistently during the year. 








a behooves the retail jeweler to actively 
promote men’s jewelry the year round—to constantly re- 
affirm his leadership as the community’s headquarters 
for such merchandise. As was pointed out in JC-K’s 
survey article on men’s jewelry, this natural jewelry store 
merchandise constitutes a small but important segment 
of the jeweler’s total business. It certainly merits con- 
sideration when merchandising and promotion plans are 
being discussed. 

Perhaps one of the most effective means of bringing 
public attention to men’s jewelry is through window 
displays. [Illustrated on this page are several displays 
created in recent months featuring men’s jewelry. In 
one, an entire window is devoted exclusively to a limited 
number of men’s jewelry items. In the other two dis- 
plays, a wide variety of cuff links, tie bars, key chains, 
etc., are featured. How often do you set aside window 
space for men’s jewelry? 
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In one section of a window, Conovitz Jewelers, Flushing, N. Y., 
usually features a selection of tie bar and cuff link sets. 


Using the mass display technique for men's jewelry lines has 
been successful for M. Abramson & Son, New York City jewelers. 
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On ANSON’S LIST 


SPOT YOUR MARKET AND 
CALL YOUR ANSON DISTRIBUTOR 


TELEVISION MARKETS 


Albany-Troy- 

Schenectady, N. Y. 
Ames-Des Moines, Ia. 
Atlanta, Ga. 
Baltimore, Md. 
Bangor, Me. 

Battie Creek, Mich. 
Birmingham, Ala. 
Boston, Mass. 
Buffalo, N. Y. 
Chicago, Ill. 
Cincinnati, Ohio 
Cleveland, Ohio 
Columbia, S. C. 
Columbus, Ohio 
Dallas, Tex. 
Danville, III. 
Dayton, Ohio 
Decatur, III. 
Denver, Colo. 
Detroit, Mich. 
Easton, Pa. 

Erie, Pa. 

Flint, Mich. 
Greensboro, N. C. 
Greenville, S. C. 
Harrisburg, Ill. 
Hutchinson, Kan. 
Indianapolis, Ind. 
Jacksonville, Fia. 
Kansas City, Mo. 
Knoxville, Tenn. 
Lansing; Mich. 
Los Angeles, Calif. 
Louisville, Ky. 
Memphis, Tenn. 
Milwaukee, Wisc. 
Minneapolis- 

St. Paul, Minn. 
Mobile, Ala. 
Nashville, Tenn. 
New Britain, Conn. 
New Haven, Conn. 
New Orleans, La. 
New York, N. Y. 
Norfolk, Va. 
Oklahoma City, Okla. 
Omaha, Neb. 
Peoria, III. 


Now for the bonanza book of the vear... 
lists vour distributor's name. 


VIO SIC. PLUS all the: 


Philadelphia, Pa. 
Phoenix, Ariz. 
Pittsburgh, Pa. 
Portiand, Me. 


Portland, Ore. 
Richmond, Va. 
Rochester, N. Y. 
Rock Island, Mo. 
St. Louis, Mo. 

Salt Lake City, Utah 
St. Petersburg, Fla. 
San Antonio, Tex. 
San Francisco, Calif. 
Seattle, Wash. 
Spokane, Wash. 
Syracuse, N. Y. 
Toledo, Ohio 
Tucson, Ariz. 
Wilkes-Barre, Pa. 


Winston-Salem, N. C. 


RADIO MARKETS 


New York, N. Y. 
Akron, O. 
Baltimore, Md. 
Boston, Mass. 
Buffalo, N. Y. 
Cedar Rapids, lowa 
Chicago, III. 
Cincinnati, Ohio 
Cleveland, Ohio 
Des Moines, lowa 
Detroit, Mich. 
Hartford, Conn. 
Indianapolis, Ind. 
Kansas City, Mo. 
Louisville, Ky. 
Norfolk, Va. 
Omaha, Neb. 
Philadelphia, Pa. 
Pittsburgh, Pa. 
Providence, R. |}. 
St. Louis, Mo. 
Syracuse, N. Y. 
Washington, D. C. 
Worcester, Mass. 
Albany-Troy, N. Y. 
Columbus, Ohio 
Dayton, Ohio 


Harrisburg, Pa. 
Athens, Ga. 
Atlanta, Ga. 
Chattanooga, Tenn. 
Jackson, Miss. 
Knoxville, Tenn. 
Little Rock, Ark. 
Memphis, Tenn. 
Mobile, Ala. 
Montgomery, Ala. 
Selma, Ala. 
Nashville, Tenn. 
New Orleans, La. 
Binghamton, N. Y. 


Charlestown, W. Va. 


Decatur and 
Springfield, III 
Du Bois, Pa. 
Evansville, Ind. 
Fort Wayne, Ind. 
Grand Rapids, Mich. 
Kalamazoo, Mich. 
Milwaukee, Wis. 
Peoria, Ill. 
Reading, Pa. 
Richmond, Va. 
Rock Island, Ill. 
Scranton, Pa. 
South Bend, Ind. 
Springfield and 
Holyoke, Mass. 
Utica, N. Y. 
Waterbury, Conn. 
Wheeling, W. Va. 
Wichita, Kan. 
Youngstown, Ohio 
Charlotte, N. C. 
Greensboro, N. C. 
Roanoke, Va. 
Savannah, Ga. 
Fort Myers, Fla. 
Jacksonville, Fla. 
Miami, Fla. 
Orlando, Fila. 
St. Augustine, Fla. 
Sarasota, Fla. 
Tampa, Fla. 


W. Palm Beach, Fla. 


Amarillo, Tex. 
Austin, Tex. 


sales help vour store 


Corpus Christi, Tex. 
Dalias, Tex. 
Houston, Tex. 
Lubbock, Tex. 
Oklahoma City, Okla. 
San Antonio, Tex. 
Shreveport, La. 
Tulsa, Okla. 

Casper, Wyo. 
Duluth, Minn. 
Grand Forks, N. D. 
Madison, Wis. 
Minn.-St. Paul 

Los Angeles, Calif. 
Sakersfield, Calif. 
Chico, Calif. 
Redding, Calif. 
Eugene, Ore. 
Eureka, Calif. 
Fresno, Calif. 
Kennewick, Wash. 
Klamath Falls, Ore. 
Medford, Ore. 

North Bend, Ore. 
Palm Springs, Calif. 
Portland, Ore. 
Reno, Nev. 
Roseburg, Ore. 
Sacramento, Calif. 
San Diego, Calif. 
San Francisco, Calif. 
Monterey, Calif. 
Seattle, Wash. 
Spokane, Wash. 
Stockton, Calif. 
Yakima, Wash. 
Denver, Colo. 
Colorado Springs, Colo. 
Salt Lake City, Utah 
Cedar City, Utah 
Idaho Falls, Idaho 
Pocatello, Idaho 
Albuquerque, N. Mex. 
Santa Fe, N. Mex. 
El Paso, Tex. 
Carlsbad, N. Mex. 
Odessa, Tex. 

Silver City, N. Mex. 
Rochester, N. Y 
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Anson Catalog for 
He has every item shown—every one sold on STOP THE 
Call him and put him to work! 


FOR POWER SELLING! 


JEWELERS 
HIT THE JACKPOT 


Famous, forceful, dynamic Bert Park 
will be telling excited millions about f 
brilliant Anson fashions, superb Anson 
values .. . over the most sensational shov 
ever staged on radio and TV. It has 
reached a staggering number of families 
every week! 


Anson is putting together the mot: 
electrifying tie-in displays that evel 
nailed a million sales! 


Your customers must come into yol 
store for STOP THE MUSIC 
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ANSON PRESENTS “STOP THE MUSIC” STARRING BERT PARKS—THIS ANSON MERCHANDis; gE | 









ANSON “BULL DOG” ACTION 


It Opens to Grip 
Your Tie 


consists of 12 assorted $2.50 sets «, inf ANSO! 
| 


trated; all Hamilton or all Rhodium 








Total Retail Valye sty 


: git heymerchandise illustrated on this page is available 
fas individual sets and can be purchased from your 

Anson Distributor in any quantities that you wish, Howe 
for your convenience, merchandising and display * 

and general coverage in this particular price range we al 
that you purchase one piece of each set illustrated whic 

available to you as Unit 1/55 complete with FREE Luci 

Showcase Tray (value $3.00), featuring patented 

Anson gift pads that are interchangeable with trays ang 

, packages. Each Unit is packaged with merchandise in trays, | 


complete with empty boxes and price tags. 








Hamilton — Red Rhodium — Blue 





















Hamilton — Moon Stone 
Rhodium — Red Stone 























Hamilton or Rhodium 
WO SG 


















SET 1HB3660 — $2.50 SET 1HB3014 — $2.50 SET 1HB3623 — $2.50 





ALL STONES ARE SIMULATED UNLESS INDICATED AS “GENUINE”. 




















BE FEATURED COAST-TO-COAST ON ABC NETWORK TELEVISION AND CBS NETWORK RADIO. 


N “BULL DOG” ACTION 


S jpg ANSO It Opens to Grip . consists of 12 assorted $3.50 sets as illus- 
| Your Tie trated. 

ny —— . Total Retail Value $42.00. 
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he}ymerchandise illustrated on this page is available 

individual sets and can be purchased from your 

Anson Distributor in any: quantities that you wish. However, 
for your convenience, merchandising and display value, 

and general coverage in this particular price range we suggest 

fnson that you purchase one piece of each set illustrated which is 


available to you as Unit 2/55 complete with FREE Lucite 







pe 
cas 1 § Showcase Tray (value $3.00), featuring patented 
ind °§ —— Q 1 ep | Anson gift pads that are interchangeable with trays and gift 
ys, | ¢ \ \ , packages. Each Unit is packaged with merchandise in trays, 
| \ t h complete with empty boxes and price tags. 
| 
} 





” Hamilton — Hand Engine Turned 


a oe 


Ee ene 
SET 2HB3753 — $3.50 











Hamilton 











SET 2HB3756 — $3.50 











SET 2HB3748 — $3.50 SET 1HB3076 $3.50 








SET 1HB3464 — $3.50 
STONES ARE SIMULATED UNLESS INDICATED AS “GENUINE”. 









ANSON PRESENTS “STOP THE MUSIC” STARRING BERT PARKS—THIS ANSON MERCHANDis; gE 


















ANSON “BULL DOG” ACTION : 

lt Opens to Grip consists of 12 assorted $5.00 se, in ANS! 
Your Tie trated. : 
a Total Retail Value $44 i 
= £ . | 
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‘Nthe: merchandise illustrated on this page is available 2 
=< aslindividual sets and can be purchased from your y 
= Anson Distributor in any quantities that you wish Howe 














-\ 
ry 


for your convenience, merchandising and display vajy | 
and general coverage in this particular price range we ne 
that you purchase one piece of each set illustrated whi 
available to you as Unit 3/55 complete with Free ual 
Showcase Tray (value $3.00), featuring patented 
Anson gift pads that are interchangeable with trays and i 
_ packages. Each Unit is packaged with merchandise jn tr; 
~~ complete with empty boxes and price tags, | 


Hamilton 








SET 2HB3681 — $5.00 SET 2HB3676 — $5.00 
























SET 2HB3796 — $5.00 














SET 1HB3086 — $5.00 SET 2HB3777 — $5.00 SET 2HB3882 — $5.00 





ALL STONES ARE SIMULATED UNLESS INDICATED AS ‘’GENUINE”. 



























BE FEATURED COAST-TO-COAST ON ABC NETWORK TELEVISION AND CBS NETWORK RADIO. 


ANSON “BULL DOG” ACTION ~. consists of 12 assorted sets. 6 sets at $6.00 
Qs | it Opens to Grip 
“ veur Vie and 6 sets at $6.50. 
| ————magy Total Retail Value $75.00. 
y e — ~ 


@ ©. 




























(Theymerchandise illustrated on this page is available 
” individual sets and can be purchased from your 
Anson Distributor in any quantities that you wish. However, 
for your convenience, merchandising and display value, 
and general coverage in this particular price range we suggest 
that you purchase one piece of each set illustrated which is 
available to you as Unit 4/55 complete with FREE Lucite 
Showcase Tray (value $3.00), featuring patented 
Anson gift pads that are interchangeable with trays and gift 
packages. Each Unit is packaged with merchandise in trays, 


complete with empty boxes and price tags. 
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und Eng. Turn. — Hamilton — Blue Cabachon 


SET 2HB3801 — $6.00 SET 2HB3800 — $6.00 


Jet Stone 


























SET 2HB3805 — $6.00 : SET 2HB3802 — $6.00 


y aI 
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Hamilton — Jet Stone w/Crystal Insert 














SET 2HB3743 — $6.50 











Hamilton — 














Hamilton — w/Red Stone 


TTT 


SET 2HB3714— $6.50 

















SET 2HB3746 — $6.50 


SET 2HB3745 — $6.50 
STONES ARE remeron INDICATED AS “aa 





Ce _ 









ANSON PRESENTS “STOP THE MUSIC” STARRING BERT PARKS—THIS ANSON MERCHANDISE yw, gE F 





ANSON “BULL DOG” ACTION 


anette s consists of 12 assorted sets. Three Stes 
ee Your Tie Silver Plaques—3 1/20-12xK Gold. 
“a Tc, 7 \| 
Lae ae = ® 
f= oh laques and 6 Gold-plated, Price ry 
| — « N $7.50 to $12.00. 




























ee sncsmerchandise illustrated on this page is available n/t 
as individual sets and can be purchased from your ft 
Anson Distributor in any quantities that you wish. Howey 
for your convenience, merchandising and display wh - 
| and general coverage in this particular price range we oi 


that you purchase one piece of each set illustrated whi 


ee bd 


available to you as Unit 6/55 complete with FREE Ly¢; 
Showcase Tray (value $3.00), featuring patented 


~e 


», Anson gift pads that are interchangeable with trays anj, 


” wegg@g packages. Each Unit is packaged with merchandise in tray 


~ git , 
” sf 
<< 5 i 
«, no 





complete with empty boxes and price tags, 








: = = 


Hand Engraved & Engine Turned, Blue Cabady 









































= oI = = 
be SET 1HB5094 — $7.50 SET 1HB5212 — $8.50 SET 1HB5211 — $8.50 


Sterling Silver Plaque Sterling Silver Plaque Sterling Silver Plaque 











SET 2HB6251 — $8.50 SET 1HB6113 — $8.50 SET 1HB6114 — $8.50 
1/20-12K Gold Filled Plaque 1/20-12K Gold Filled Plaque 1/20-12K Gold Filled Plaque 


























Gen. Mother of Pearl 































SET 1HB3665 — $12.00 SET 1HB3642 — $12.00 SET 1HB3148 — $7.50 








2 ” 
eased aon % 2 AS 





Gen. Mother of Pearl 


, 
een 


scien" ~si Gen. Mother of Pearl 


SET 1HB3423 — $7.50 SET 1HB3156 — $7.50 , SET 1HB3157 — $7.50 


















ALL STONES ARE SIMULATED UNLESS INDICATED AS “GENUINE”. 

















ATURED COAST-TO-COAST ON ABC NETWORK TELEVISION AND CBS NETWORK RADIO. 


consists of 12 assorted cuff links, all Hamil- | 
ton or all Rhodium. 4 at $1.50 — 4 at $2.50 | 
— 4 at $3.50. 


Total Retail Value $30.00. 


























Ster 
IF 


rag 


104 


The merchandise illustrated on this page is available 
individually and can be purchased from your 
Anson Distributor in any quantities that you wish. However, 
for your convenience, merchandising and display value, 
and general coverage in this particular price range we suggest 
that you purchase one pair of each link illustrated which is 
available to you as Unit 11/55 complete with FREE Lucite 
Showcase Tray (value $3.00), featuring patented 
Anson gift pads that are interchangeable with trays and gift 
packages. Each Unit is packaged with merchandise in trays, 


complete with empty boxes and price tags. 





Or aa 
ae 
ees i ; 








LINKS 2H3800 — $3.50 LINKS 2H3696 — $1.50 
LINKS 2H3676 — $2.50 . 
se Encrusted Stone Hamilton or Rhodium Finish Hamilton — Red 
amilton or Rhodium Rhodium — Blue 











LINKS 2H3764 — $3.50 LINKS 2H3681 — $2.50 LINKS 1H3344 — $1.50 
Hamilton — Red Hand Engine Turned Hamilton or Rhodium Finish 4 
Rhodium — Blue P Hamilton or Rhodium Finish * 
Hand Engine Turned 





LINKS 2H3802 — $3.50 LINKS 2H3731 — $2.50 LINKS 2H3690 — $1.50 


Jet Stone Hamilton — Jet me 
Hamilton or Rhodium Finish eieaiieee on Steen Hamilton or Rhodium Finish 










LINKS 1H3088 — $3.50 LINKS 2H3721 — $2.50 LINKS 2H3705 — $1.50 
Hand Engraved Hamilton — Red Hamilton or Rhodium Finish 
Hamilton or Rhodium Finish Rhodium — Red 






ALL STONES ARE SIMULATED UNLESS INDICATED AS “GENUINE”. 









ANSON PRESENTS “STOP THE MUSIC” STARRING BERT PARKS—THIS ANSON MERCHANDis; gE I 




















consists of 12 assorted $5.00 links q, | 
ily 

trated. 
Total Retail Vaiye $y 


we 


The merchandise illustrated on this page is available 
individually and can be purchased from your 
Anson Distributor in any quantities that you wish, Ho, | 
for your convenience, merchandising and display yy, 
and general coverage in this particular price range we .,| 
that you purchase one pair of each link illustrated vid 
available to you as Unit 18/55 complete with FREE Ly¢; 
Showcase Tray (value $3.00), featuring patented 
Anson gift pads that are interchangeable with trays a: 
packages. Each Unit is packaged with merchandise in tas 


complete with empty boxes and price tags, 








LINKS 2H5261 — $5.00 


LINKS 2H5252 — $5.00 LINKS 2H5255 — $5.00 
$ $ Hand Engraved and Engine Turned 


Blue Cabachon — Hand Engine Turned Hand Engine Turned 

















“a LINKS 2H5249 — $5.00 LINKS 2H5248 — $5.00 
MA SEARS ~ 9828 Hand Engine Turned Hand Engine Turned 














LINKS 2H6290 — $5.00 LINKS 2H6299 — $5.00 
Red Cabachon — Hand Engine Turned Hand Engine Turned 





LINKS 2H6292 — $5.00 
Hand Engine Turned 





Hand Engine Turned Hand Engine Turned 








“GENUINE”. 








73 FEATURED COAST-TO-COAST ON ABC NETWORK TELEVISION AND CBS NETWORK RADIO. 


ANSON “BULL DOG” ACTION 
It Opens to Grip 







consists of 12 assorted $10.00 sets as illus- 


15 id | Your Tie 
i— trated. 
} Total Retail Value $120.00. 

$64 
ble 
4 Anson Distributor in any quantities that you wish. However, 
OWe . . . . 

. for your convenience, merchandising and display value, 
aly x losis 
-* | and general coverage in this particular price range we suggest 
val that you purchase one piece of each set illustrated which is 

| available to you as Unit 16/55 complete with FREE Lucite 


Showcase Tray (value $3.00), featuring patented 
Anson gift pads that are interchangeable with trays and gift 
packages. Each Unit is packaged with merchandise in trays, 


complete with empty boxes and price tags. 


TOP SIX DESIGNS ARE 1 20-12 KARAT GOLD FILLED -~—- BOTTOM SIX DESIGNS ARE STERLING SILVER 





Hand Engine Turned 

















SET 2HB6267 — $10.00 SET 2HB6303 — $10.00 SET 2HB6248 — $10.00 


















Blue Cabachon — Hand Engraved and Eng. Turn. Hand Engine Turned 











Ls S38) SS 








SET 2HB5220 — $10.00 SET 2HB5218 — $10.00 























SET 1HB5001 — $10.00 SET 1HB5011 — $10.00 | SET 1HB5008 — $10.00 


ALL STONES ARE SIMULATED UNLESS INDICATED AS “GENUINE”. 
































ANSON PRESENTS “STOP THE MUSIC” STARRING BERT PARKS—THIS ANSON MERCHANDis; BE 





ANSON “BULL DOG” ACTION 
Dans 


It Opens to Gri 
7 — rp consists of 12 assorted $12.50 set. Qs iil | 
an Un trated. 4 
| BAN Total Retail Valye $150, 





5 
' 
_ 


ee Distributor in any quantities that you wish. Howey. 
for your convenience, merchandising and display valy | 
, and general coverage in this particular price range we Supos| 


that you purchase one piece of each set illustrated whic | 


available to you as Unit 15/55 complete with FREE Lyi: 
Showcase Tray (value $3.00), featuring patented 


_- 


“ Anson gift pads that are interchangeable with trays an; 
re Each Unit is packaged with merchandise in trays | 
complete with empty boxes and price tags, | 














SET 2HB6250 — $12.50 






Te eoannal 


SS 


. % 











Hand Engine Tomed 


OR A AIC OU RATA AAP ROOTES 














SET 2HB6279 — $12.50 


















SET 1HB6012 — $12.50 SET 2HB6263 — $12.50 SET 2HB6280 — $12.50 | 








ALL STONES ARE SIMULATED UNLESS INDICATED AS “GENUINE”. 

















» BE FEATURED COAST-TO-COAST ON ABC NETWORK TELEVISION AND CBS NETWORK RADIO. 





ANSON “BULL DOG” ACTION 


il : It Opens to Grip " consists of 12 assorted sets. 7 at $15.00 — 
“) - ion | 3 at $17.50 — 1 at $21.00 — 1 at $21.50. 
a or Total Retail Value $200.00. 




















2 


e 





The: merchandise illustrated on this page is available 
as individual sets and can be purchased from your 
Ainson Distributor in any quantities that you wish. However, 


hes for your convenience, merchandising and display value, 
m and general coverage in this particular price range we suggest 
me that you purchase one piece of each set illustrated which is 
”" available to you as Unit 17/55 complete with FREE Lucite 
ad Showcase Tray (value $3.00), featuring patented 

| . Anson gift pads that are interchangeable with trays and gift 
7" packages. Each Unit is packaged with merchandise in trays, 
¥ | ) & complete with empty boxes and price tags. 

| | 









Genuine Tiger 




















Hand Eng. Turn. — Genuine Diamond 





wn 








SET 2HB6285 — $15.00 














Hand Engine Turned Genuine Diamond Hand Engine Turned 
a Tee ‘i i. i, Se Ch oh id 


os. , . 
oy ‘ ~* i 

, wy ~~ % ~ »® wi 
SS . ss “eS ~> 


SET 2HB6278 — $17.50 SET 2HB6268 — $15.00 SET 2HB6282 — $15.00 


Hand Engine Turned 
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ANSON PRESENTS “STOP THE MUSIC” STARRING BERT PARKS—THIS ANSON MERCHANDISE wy sf | 


ANSON “BULL DOG” ACTION 


It Opens to Grip 
ah. sae consists of 12 assorted $12.50 sets q, " 
> a Un l trated. : 
“s ge 2 Oo @ Total Retail Value sisay) 


as 
@ 2 


AN 




































ihetmerchandise illustrated on this page “a 
Page is available 
* 
S individual sets and can be purchased from your 
ome "Distributes in any quantities that you wish Howews 


for your convenience, merchandising and display - 


1 


, and general coverage in this particular price range we gy. 

that you purchase one piece of each set illustrated wis 

available to you as Unit 25/55 complete with FREE Luci: | 

Showcase Tray (value $3.00), featuring patented 

; Anson gift pads that are interchangeable with trays and + 

“a packages. Each Unit is packaged with merchandise in trays, | 
complete with empty boxes and price tags, 


e 
— 








Hand Engine Turned 


EOE I TS 













SET 2HB5237 — $12. 50 


oe ie eh OD ee 
tec Se, etme es oO ie, coin 
: ge ee Ges so Pe Big IE 














SET 2HB5223 — $12.50 








SET 2HB5239 — $12.50 


Pi shes 


ALL STONES ARE SIMULATED UNLESS INDICATED AS “GENUINE”. 


















¢ FEATURED COAST-TO-COAST ON ABC NETWORK TELEVISION AND CBS NETWORK RADIO. 








angON “BULL DOG” ACTION 
il It —_ sa consists of 12 assorted sets. 10 at $15.00 — 
b . r tie 
. = ins || 1 at $17.50 — 1 at $21.00. 
| > ee Total Retail Value $188.50. 


The merchandise illustrated on this page is available 
















"as individual sets and can be purchased from your 
Ansett Distributor in any quantities that you wish. However, 
for your convenience, merchandising and display value, 
and general coverage in this particular price range we suggest 
| that you purchase one piece of each set illustrated which is 
available to you as Unit 19/55 complete with FREE Lucite 
Showcase Tray (value $3.00), featuring patented 
Anson gift pads that are interchangeable with trays and gift 
- packages. Each Unit is packaged with merchandise in trays, 
zs complete with empty boxes and price tags. 


ALL ITEMS ON THIS PAGE ARE STERLING SILVER 





Hand Engine Turned w/Blue Baguette 


SET 2HB5294 — $15.00 





Hand Engraved and Engine Turned 
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Hand Engraved and Engine Turned 





— <i. Pa i “ (aH - 


# 
ee et 















a ae 








Hand Engraved and Engine Turned 
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SET 2HB5279 — $15.00 SET 2HB5299 — $15.00 
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Hand Engraved and Engine Turned Hand Engraved 
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SET 2HB5251 — $15.00 SET 2HB5245 — $15.00 SET 2HB5236 — $15.00 


ALL STONES ARE SIMULATED UNLESS INDICATED AS “GENUINE”. 
















Only these reputable distributors are authorized to s sj 





ARIZONA 


E. W. Reynolds Co. 

831 N. First Ave. 

Phoenix, Arizona 

Alpine 8-2789 

(Branch office — see California) 


CALIFORNIA 


The Ball Company of California 
610 So. Broadway 

Los Angeles, California 

TR 0555 


Friedman-Gessler Co. 

220 W. 5th Street 

Los Angeles 13, California 
Michigan 1131 


Sam Haffner, Inc. 

Room 803, 315 West 5th St., 
Los Angeles 13, California 
Madison 9-2391 


E. W. Reynolds Company 
315 W. 5th Street 

Los Angeles, California 
VAndike 1231 


Simon — Green Co. 

315 W. 5th St., 

Los Angeles 13, California 
Michigan 0793 


Philip Wolman & Co. 

315 W. 5th Street 

Los Angeles 13, California 
VAndike 7106 


S. M. Mickelson Co. 

657 Mission Street 

San Francisco 5, California 
Exbrook 2-0203 


Morgan & Allen Company 
657 Mission Street 
San Francisco, California 


Garfield 1-3440 


E. W. Reynolds Company 
657 Mission Street 

San Francisco, California 
YUkon 2-4020 


M. Schussler & Co. Inc. 
657 Mission Street 

San Francisco 5, California 
Exbrook 2-3228 


COLORADO 


A. C. Becken Co. 

Railway Exchange Building 
Denver, Colorado 

Keystone 4-5264 

(branch office — see Illinois) 


Morris Krulak & Co. 
Denver Theatre Bldg. 
Denver, Colorado 


Cherry 4-5158 and Tabor 5-0716 


Albert F. Long Co. 
1201 Welton Street 
Denver, Colorado 
KEystone 4-6389 


William Schenkein Co., 
1441 Welton Street 
Denver 2, Colorado 
KEystone 4-5119 


DISTRICT OF COLUMBIA 


Orgel Bros. Inc. 

930 F St., N.W. 
Washington 4, D. C. 
Sterling 3-8700 — 3-7272 


Advance Watch & Jewelers 
Supply Company 

520 10th St. NW 

Washington 4, D. C. 

MEtropolitan 8-0909 


FLORIDA 


Dunn & Ewbank, Inc. 
406 So. Morgan St. 
Tampa, Florida 
2-7976 


Samuel J. Horenbein, 
805 Congress Bldg. 
Miami 32, Florida 
3-1562 


GEORGIA 


Ewing Brothers 
P. O. Box 4478 
Atlanta, Georgia 
Walnut 4393 


The Edwards Company 
805 Ellis Street 
Augusta, Georgia 


Sommers and Sommers 
91 Cone St., N.W. 
Atlanta, Georgia 

LA. 0471 


ILLINOIS 


A. C. Becken Co. 

22 W. Madison Street 
Chicago, Illinois 
State 2-0664 


A. C. Becken, Jr. 
35 E. Wacker Drive 
Chicago 1, Illinois 
State 2-1930 


The Ball Company 
6 North Michigan Avenue 
Chicago 2, Illinois 


Irmis Jewelry 

29 E. Madison St. 
Chicago 2, Illinois 
DEarborn 2-6880 


Lossau & Kramer 

29 E. Madison St., 
Chicago 2, Illinois 
FRankiin 2-8998-9 


Stein & Ellbogen Company 
55 E. Washington St. 
Chicago 2, Illinois 

State 2-7130 


Service Wholesale Jewelry Co. 


5 North Wabash Avenue 
Chicago, Illinois 


INDIANA 


Baldwin-Miller Company 

238 South Meridian Street 
Indianapolis 25, Indiana 

Melrose 4-6566 


KANSAS 


John Berkowitz and Sons 
113 East Dougias 
Wichita, Kansas 
AMherst 2-2811 


H. R. Wade & Son 
216 Bitting Bldg. 
Wichita 2, Kansas 
FOrest 3-6819 


KENTUCKY 


Erwin Neuman, Inc. 
119 Cheapside 
Lexington, Kentucky 
2-6939 


LOUISIANA 


J. C. Wilfert Co. 
Crowley, Louisiana 
2084 


Call your distributor 


MARYLAND 


Dinkelman Bubert Co. 
5 Hopkins Place 
Baltimore 1, Maryland 
Plaza 2-5125 


Max Kohner Inc. 

21 W. Baltimore St. 
Baltimore 1, Md. 
MU-lIberry 5-3683 


MASSACHUSETTS 
SEE NEW ENGLAND AREA 


MICHIGAN 


A. C. Becken Co. 

Michigan Building, 

Detroit, Michigan 
Woodward 1-5566 

(branch office — see Illinois) 


The Gorenflo Company 
1940 E. Jefferson Avenue 
Detroit 7, Michigan 

LO 8-1000 


Harry Nest & Company 
33 John R. Street 
Detroit, Michigan 

WO 1-6126 


Stein & Ellbogen Company 
220 Bagley Avenue 

Detroit 26, Michigan 
Woodward 3-6456 

(branch office — see Illinois) 


MINNESOTA 


S. H. Clausin & Co. 
41 North 12th Street, 
Minneapolis, Minnesota 


Geneva 4626 


C. E. Roal Co. 

330 Plymouth Bldg. 
Minneapolis, Minnesota 
BR 8644 


Thos. B. Wilson & Co. 
627 First Ave. North 
Minneapolis 3, Minn. 
Atlantic 1593 


MISSOURI 


Edwards & Company 
1115 Walnut 

Kansas City, Missouri 
Victor 7330 


The Gerson Company 
Altman Bldg. 

Kansas City, Missouri 
Victor 1151 


Norman S. Stiefel Company 
700-708 Twelfth & Walnut Bldg. 
Kansas City 6, Missouri 

Victor 1209 


Bauman-Massa Jewelry Company 
720 Olive Street 

St. Louis 1, Missouri 

MAin 1-0895 


James J. Burke Company 
P. O. Box 1367 

818 Olive Street 

St. Louis, Missouri 
Chestnut 1-6220 


Eisenstadt Manufacturing Co. 
317 N. Eleventh Street 

St. Louis 1, Missouri 

MAin 1-4945 


NEBRASKA 


T. J. Safford Company 
626-7 Trust Bldg. 
Lincoln, Nebraska 


2-1845 


Bergman Co., Inc., 
1510 Howard Street 
Omaha, Nebraska 


now...give him your ordt 





% Distribution in area through listed distributes 




























* NEW ENGLAND AREA 


1. Alberts’ Sons, Inc. 
373 Washington Street, . 
Boston, Mass. 
Liberty 2-2511 


George F. Crook Co. 

24 Brentwood Avenue 
Providence 8, R. |. 

Elmhurst 1 -9159 


NS oye & Co., Inc. 

— 387 Washinat 
Boston, Mass. on Sheet, 
Liberty 2-2423 


*%& GREATER NEW YORK AREA 


Berwin Jewelry Co., Inc. 

15 Maiden Lane 
New York 38, N. Y. | 
WO 4-1547 — 1548 — 1549 


New Jersey Jewelers § 
260 Washington St. upply House 
Newark 2, N. J. 
Market 3-1540 — 154] 


Universal Jewelry Co. 

183 Canal Street 
New York 13, N. Y. 

Canal 6-5324 


Werbach’s 

Admiration Jewelry Co. 
243 Canal Street 

New York 13, N. Y. 
Canal 6-0182-83-84 


M. Levitz & Co. 

Levitz Building 

133 North Pearl Street 
Albany 7, N. Y. 
3-5869 


NEW YORK STATE 
| 


H. Polner, Inc. 

Ellicott Sq. Bldg. 
Buffalo, N. Y. | 
WA 6365 





202 E. Water St., 
Elmira, N. Y. 
2-7212 


Hyman M. Cohen 
541 Burke Bldg. 
Rochester, N. Y 
Baker 6874 


Harry Cornell & Co. 
5 St. Paul St., 
Rochester, N. Y. 
Baker 2610 


A. Winkelstein Inc. | 


Sf gp EE nent SE err 


1. Alberts’ Sons, Inc. 

Empire Building 

Syracuse 2, ety York 

Syracuse 

(branch office — see New England) 


NEW JERSEY 
SEE GREATER NEW YORK AREA 


| 


NORTH CAROLINA 


Shubkin — Retchin, Inc. 
Charlotte, N. C. 
3-0391 


t 
Southern Watch Supply Company ! 
P.O. Box 402 (1412 Independence Bui 
Charlotte, N. C. 
FRanklin 5-8165 — EDison 2-669 


Silbert & Wainer 
P.O. Box 197 ' 
Winston-Salem, N. C. 


OHIO | 


The Gerwe Brown Company 
817 Main Street 
Cincinnati, Ohio 
Dunbar 2400 
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merchandise shown in this catalog’ 
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OHIO (Con’t) 


_G. Schwab & Sons, Inc. 
219 East Sixth Street, 
Cincinnati 2, Ohio 
Parkway -- 


nstein-Mayer Company 
ne ers Greenwold Company 
31 East Fourth Street 
Cincinnati 2, Ohio 
CHerry 0 


Greenwold Company 
Mest Fourth Street 
Cincinnati 2, Ohio 
CHerry 0 


Chas. Ascherman & Co. 
660 Hippodrome Annex 
Cleveland 14, Ohio 
PRospect 1-4680 


The A. H. Ficken Company 
859 Euclid Avenue 
Cleveland, Ohio 

CH 1-4440 


Markowitz & Friedman Inc. 
606 Citizens Bldg. 

Cleveland 14, Ohio 

Tower 1-3288 — Tower 1-3289 


Joseph Sculler & Co. 
33 N. High Street 
Columbus, Ohio 
Fletcher 3533 


Philip Kohn Co. 
254 Leo Street 
Dayton, Ohio 
HEmlock 8681 


Heyne & Groves, Inc. 
408 Madison Avenue 
Toledo 4, Ohio 

MAin 4129 


OKLAHOMA 


Oklahoma Ross Beck Company 
803 Colcord Bidg. 

Oklahoma City, Oklahoma 
REgent 6-0097 


OREGON 


Bernard-Italie Inc. 
510 S. W. 3rd Street 
Portland, Oregon 


Butterfield Bros. 
3178 .W. Alder St., 
Portland, Oregon 
Atwater 0274 


Mayer Bros. 

816 Dekum Bldg. 

Portland 4, Oregon 

Beacon 2139 

(branch office — see Washington) 


PENNSYLVANIA 


The Claude R. Robins Company 
312 Chestnut Street 

Harrisburg, Pa. 

8-5368 


Aisenstein & Gordon, Inc. 
712 Sansom Street 
Philadelphia, Pa. 

WAlnut 2-3995 


A. Jos. Baltin & Co., Inc. 
722 Sansom Street 
Philadelphia, Pa. 

WA 2-4678 WA 2-4679 


Jos. B. Bechtel & Co., Inc. 
729 Sansom Street 
Philadelphia 6, Pa. 
WaAlnut 2-1155 


Brown & Son, Inc. 

723 Chestnut Street 

Philadelphia 6, Pa. 

LOmbard 3-8396 LOmbard 3-8397 


H. O. Hurlburt & Sons 
817 Chestnut Street 
Philadelphia, Pa. 
LOmbard 3-2026 





PENNSYLVANIA (Con’‘t) TEXAS WASHINGTON 
Superior Jewelry Company Wm. R. Katz Co. Simon Golub & Sons 
740 Sansom Street 1.C.T. Bldg. 1417 4th Ave. Bldg. 
Philadelphia, Pa. Dallas, Texas Seattle, Washington 
WaAlnut 2-3250 RA-3963 RA-3944 Elliott 3611 
J. Leonard Tessler Lyles-Van-DeGrazier Company Mayer Bros. 
700 Chestnut Street 204 Life of America Bldg. 4th & Pike Bidg. 
Philadelphia 6, Pa. Dallas, Texas Seattle, Washington 
MArket 7-2223 PR-3559 E1-4336 
Edward Tinkleman, Inc. Herbert Stehberg, Inc. Albert Spring & Son 
715 Sansom Street 1104 Commerce Street 1417 — Ave. Bidg. 
Philadelphia 6, Pa. Dallas, Texas an,“ omnes 
LO 3-5001-2 Sterling 2055 EI-3270 
. S. H. Clausin & Co. 

J. B. Bernstein Co. Taylor and Co., Inc. - > 
502 Clark Building 508 San Jacinto Street 911 West Riverside, 

: Spokane, Washington 
Pittsburgh 22, Pa. Houston, Texas Madison 3371 
EXpress 1-0142 BL-6591 (branch office — see Minnesota) 
Biggard & Co., Inc., Ernest L. Halle Company . 
800 Penn Avenue 109 North Main al hokwak Building 
Pittsburgh 22, Pa. San Antonio, Texas Spokane, Washington 
ATlantie 1-0600 Fannin 8811 Riverside 5924 
Geo. Phillips Co. B. M. Hammond Co., Inc. Simon Golub & Sons 
ah Times Bldg. pce nay gs St. 402 Title Bldg. 

cranton, Pa. an Antonio J, texas nat 
DI 4-8611 Capitol 7-6379 and Capitol 7-6370 See nen 

(branch office — see Seattle listing) 

RHODE ISLAND UTAH 


SEE NEW ENGLAND AREA S. H. Clausin & Co. 


409 Darling Building 
Salt Lake City, Utah 


WISCONSIN 


M. Weingrod Company 
623 N. Second Street 


5-2863 i Wi : 
TENNESSEE (branch office — see Minnesota) Feet econy am 
Mednikow & Paul, Inc. Decker Jewelry Co. 
773 Shrine Bidg. 107 West 2nd South 
Memphis, Tenn. Salt Lake City, Utah 
37-7541 22-2631 HAWAII 
Perel & Lowenstein Movitz Company Ettingers Wholesale Jewelers 
144 South Main Street 601 Beason Bldg. 1154 Bishop Street 
Memphis, Tennessee 25 East 2nd So. Honolulu, T. H. 
5-6711 Salt Lake City, Utah 
A ©. Rechen Co. o-oo E. W. Reynolds Company 
Chamber of Commerce Bldg. rele gg _— 
Nashville, Tennessee 3925 ae So Oe 
Nashville 5-098] S- —— 
(branch office — see Illinois) VIRGINIA (branch office — see California) 
C. B. Peterson Co. Richmond Jewelers Supply Company, Inc. Edward D. Sultan Co., 
322 Vendome Bldg. 10 West Broad Street 1025 Alakea Street 
Nashville, Tenn. Richmond, Virginia Honolulu, Hawaii 
42-6605 2-8301 57376 


MMB ELIS PPL SENLDREEE DLE IAL LILLE LD EAI E AEBS LELED ELIE SPN LPL LL IDDE MELE EDDIE 8 Ba 


And only an authorized Anson distributor can 
guarantee you the support of this pledge from Anson! 


] We will continue to Fair Trade our 
merchandise at the wholesale-distrib- 
utor level. 


We will continue to refuse to sell to 
“cut-rate” houses and discount catalog 
operators. 


We will protect ourselves and our re- 
tailers against any attempts to bootleg 
Anson merchandise. 


There will be no up-priced retail 
tickets on Anson merchandise. 


se tad tr 


> 


Anson — the jewelry that’s bhledgzed to support you! 


We will continue to price our mer- 
chandise at a level that provides a just 
profit to you . . . and an excellent 
value to your customer. 


We will continue to maintain at every 
price level the exceptional standards 
of quality, materials, design and pack- 
aging that have made Anson “the 
jeweler’s jewelry,” and the customer’s 
finest value. 









ANSON NOVELTY SETS 







1HB3158 — $7.50 
Genuine Mother of Pearl 
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| “Wells Fargo” = ” 
Authentic Colt Miniature . 


Hamilton or Rhodium 
1HB3417 — $5.00 






“Two Tone” 
1HB3564 — $5.00 





Anson 
“Tie Tack” 





2HE3756 — $3.50 


Se aes 
Seats 








« whet Anson 
tc S y “Tie Tack” 


1HE3577 — $3.50 








4 Ab Anson 
| “Tie Tack” 


Se 1HE3498 — $3.50 
2HB3830 — $5.00 





ALL STONES ARE SIMULATED UNLESS INDICATED AS 











2HB3741 — $6.50 
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Authentic Oil Well Reproductions 
1HB3666 — $8.50 














2HB3865 — $5.00 
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2B3824 = Riedium or Hamilton — $1.50 k 
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283823 — Rhodium Blue, Hamilton Red -$1 1 
283822 — Rhodium Blue, Hamilton Red — $1 
Pencil Tie Clips with Propel and Repel <7 



































TIE CHAINS... FASHION STYLED BY ANSON 


All Tie Chains extend to fit any width tie, except those marked by asterisk (*). 


























oti ZT Z 





1G6124 — $7.50 1G6201 — $5.00 
Gen. Sq. Cut Diamond on Jet Square Snake 2G6275 — $4.00 
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1G5106 — $4.00 265277 — $3.50 1G5001 — $5.00 
Square Snake 
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2G3806 — $2.50 


* 1G3213 — $1.50 Red — Blue — Jet 


163301 — $1.50 


























1G3210 — $2.00 


Square Snake 1G31 13 — $4.00 


* 163214 — $1.50 Gen. Fish Fly — Red or Blue 




















2G3681 — $2.50 


163073 — $1.50 1G3300 — $1.50 


Red or Blue 
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2G3778 — $1.50 163136 — $2.50 
$ Red — Blue — Jet 












non 


* 163215 — $1.50 


STONES ARE SIMULATED UNLESS INDICATED AS “GENUINE”. 








Your choice of 5 shortee units as illustrated — 


each unit contains 12 assorted shortees — 
two each of 6 designs 


* 
a Pe 
*,* 
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plus free display and gift boxes. 
Available in all Hamilton or all Rhodium; 


indicate choice with unit number. 














i UNIT 27/54 | 
. , $1.50 SHORTEES 
, ts 
Ann _— f 7 
ervey 


se“ 















































































































































UNIT 28/54 UNIT 29/54 UNIT 30/54 UNIT 31/54 U 
$1.50 SHORTEES $1.50 SHORTEES $2.00 SHORTEES $2.50 SHORTEES 
All 


Ssort 








ASSORTED CUFF LINK UNITS 





BY 


A wide selection of fashion styled cuff links is offered 
among the units illustrated. Price ranged from $1.50 
to $3.50 retail per pair, units may be ordered either in 
All Hamilton or All Rhodium finishes. Note carefully 
that the two lowest priced units contain | dozen 





and the remainder contain 2 dozen pairs of Links 
—all complete with display packaging 


as illustrated at left. 


- UNIT 29/55 Consists of 
¥% Doz. $2.50 Cuff Links 
All Hamilton or All Rhodium 
Assorted Stones: Blue, Red, Moon, Jet 























UNIT 27/55 Consists of UNIT 28/55 UNIT 30/55 UNIT 31/55 
| Doz. $1.50 Cuff Links Consists of 1 Doz. Consists of ¥2 Doz. Consists of ’2 Doz. 
All Hamilton or All Rhodium $1.50 Cuff Links $2.50 Cuff Links $3.50 Cuff Links 
‘sorted Stones: Blue, Red, Moon All Hamilton or All Rhodium All Hamilton or All Rhodium All Hamilton or All Rhodium 


























YOUR CHOICE OF 


O Anson 


"TIE TACK” UNITS 

“TIE TACKS” SOLD AS UNITS ONLY 
GIFT BOXED with 

FREE DISPLAY 






UNIT 24/54 UNIT 25/54 
Special 2 Dozen Assortment with Easy-Selling Gift Package — 


$1.50 each — 12 asst. items — 2 pes. of each. 


1 doz. assorted items 
$1.50 each 
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UNIT 21/54 : | ” _— — 
Sterling Silver UNIT 20/54 UNIT 22/54 Sport Unit : 
Assorted Pearl Tailored Unit 1 doz. items — $1.50 each aS 





1 doz. items — $2.50 each 





6 white — 4 smoke — 2 pink 1 doz. items — $1.50 each 
1 doz. items — $1.50 each 










ANSON BELT BUCKLES AND MONEY CLIPS 



















Hand Engine Turned 


Hand Engraved and Engine Turned | 









































¥ 216281 — $6.50 Sterling Silver — Rhodium Finish * Gold Plated 
) 4 1/20-12K Gold Filled | 1L5046 — $6.50 - | 213834 — $2.50 
Hand Engine Turned Hand Engine Turned Hand Engine Turned 



































216249 — $6.50 Sterling Silver — Rhodium Finish * Gold Plated 
1/20-12K Gold Filled 215218 — $5.00 1L3096 — $3.50 
Hand Engine Turned Hand Engraved and Engine Turned Hand Engine Turned 







































ed 











216282 — $6.50 Sterling Silver — Rhodium Finish * Gold Plated 
1/20-12K Gold Filled 1L5001 — $6.50 2L3681 — $3.50 
Hand Engraved and Engine Turned Hand Engine Turned | Hand Engine Turned 





f. 





































































1L6012 — $6.50 Sterling Silver — Rhodium Finish * Gold Plated 
1/20-12K Gold Filled 215242 — $5.00 113419 — $3.50 
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* Gold Plated * 
* Gold Plated wi Gold Plated 
1M3003 — $2.00 1M3267 — $2.50 : 2M3815 — $2.50 
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and Engine Turned Hand Engine 


" * 


Hand Engraved Turned 


& fees 
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1 /20-12K Gold Filled 


2M6269 — $6.50 


Sterling Silver — Rhodium Finish 
= 1M5046 — $6.50 






* ALL GOLD PLATED ITEMS ARE AVAILABLE IN HAMILTON OR RHODIUM 











YOUR CHOICE OF 1/20-12 KARAT GOLD FILLED, STERLING SILVER OR GOLD PLATED* KEY CHAINS 
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1K3584* 
$2.50 
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1K3210* 
$3.00 
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1K5005 
$9.50 
Sterling 
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1K6201 
$11.50 
1/20-12K G.F. 
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1K5004 





1K3010* 
$5.00 


1K3585* 
$2.50 


1K3017* 
$2.00 


$7.50 
Sterling 


1K6223 
$12.50 
1/20-12K G.F. 


1K6222 
$8.50 
1/20-12K G.F. 




































BP BRIEF CLIPS 


THE ABOVE BRIEF CLIPS FEATURE COMPARTMENTS 
FOR CARDS AND PHOTOS; THOSE BELOW, AT LEFT, 
ARE SAME AS ABOVE BUT WITHOUT THE 
PHOTO WINDOWS. 














COMB and 
FILE SETS 





Shown at right 
are Compact Single 
Arm Bill Clips 


Sterling 
2CD5306 — $6.50 
Cordovan Case 

Also Available 

in 1/20-12K Gold Filled 
2€D6322 — $7.50 


1CDU3348 — $5.00 
Gen. Black Morocco Case 
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FEATURE SINGLE ARM “IT OPENS” ACTION 
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BRIEF CLIP FOR LADIES 
with CHANGE PURSE 


© Snaps Shut te Mold Bills 
®@ Selects Any Bill Sefely 







Double Arm 
Action 

















1W3009 — $6.00 
Genuine Morocco — Red or Green 
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Rhodium — Silver and 
Turquoise only 
SET 1HB3662 — $6.50 
Rhodium — Gold and 
Turquoise only 
SET 1HB3663 — $6.50 | 











1B3317 $2.50 (SHORTEE) '2 Doz. 


1B3316 $2.50 —1 DOZ. 
1G3316 $2.50 '2 DOZ. 

1H3316 $2.50 1 DOZ. 

1K3316 $3.50 1 DOZ. 

ALSO AVAILABLE 

BELT BUCKLE 

1L3316 $1.50 


Total Retail Value $132.00. 


Hamilton — Gold Stone only 
SET 1HB3672 — $6.50 


Unit 33/55 consists of 4 dozen items as indicated 
plus 30 dozen assorted initials 


WAIT 


LRY 


-WHILE YOU 
Total Retail Value $39.00. 
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illustrated plus free display and gift boxes. 


Unit 8/55 consists of 6 assorted $6.50 sets as 
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SET 1HB3671 — $6.50 


©] 
& 
~ = 
oc 
2 0 
wo 
| ‘o 
> 
E> 
25 
Te 
° 
x 
ox 


Hamilton — Silver and 


SET 1HB3664 — $6.50 


Turquoise only 


SET 1HB3670 — $6.50 












ALL COLLAR PINS ILLUSTRATED 
IN UNITS—RETAIL $1.00 EACH 





















UNIT 9/54 
2 each of 
six designs 


6 Hamilt 
iene UNIT 10/54 4 each of 3 designs 


3 Hamilton — 1 Rhodium 
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UNIT 8/54 4 each of 3 designs UNIT 7/54 2 each of 6 designs 
3 Hamilton — 1 Rhodium 6 Hamilton — 6 Rhodium 
| 
| 
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‘* AUTHENTIC COLT REVOLVER TIE SLIDES : 






_|* Exact RePucas 7 Jy cb 
Le IN ONE-FIFTH ACTUAL SIZE + <3 
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THE COLT TEXAS PATERSON — 


ex 


THE 1849 POCKET REVOLVER — 


e California 
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Gold Rush and also a favo 
sidearm for officers during 
C yal W Of 





UNIT 34/55 1 Doz. Unit — Retail Each Clip $2.50 











3 Different Colt Gun Replicas — 4 Pieces Each Attractively Gift Boxed 











YOUR CHOICE OF 


DRESS SETS sy 




















Packaged in Gift Box 
Imported from Sweden — 
as illustrated. 





DRESS SET 
1HR3205 — $6.00 
| Smoke or White 
- Genuine Mother of Pearl 



























DRESS SET 
1HR3206 — $6.00 
Smoke or White 
Genuine Mother of Pearl 






DRESS SET 
1HR3200 — $3.50 
Stones: Simulated Red, 

Blue, Jet or Moon 


DRESS SET 
1HR6244 — $7.50 
1/20-12K Gold Filled Front 


a WALDEMAR AND SPORT CHAIN 
ame UNITS 


UNIT 4/50 » 
consists of 1 dozen Assorted 
Sport Chains — Suggested Retail: 
$1.75 to $2.25 each 
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UNIT 2/50 consists of 6 Assorted 
Sport Chains — 1/20-12K Gold Filled 
Suggested Retail: $3.50 to $5.00 each 
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UNIT 3/50 (below) consists of 
1 dozen Assorted Waldemars. 
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Suggested Retail: 
$2.00 to $2.50 each D 
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Shrine Caduceus Moose 








Emblems above are available with merchandise marked “Available in all Emblems”. 
Other items are only available as listed. 





*TIE CHAINS AVAILABLE AS INDICATED BY ASTERISK (*). PREFIX ITEM NUMBER WITH LETTER “G”. 


2H3768 $3.50 
2B3768 $3.00 
2HB3768 $6.50 





Masonic 
Elk 
Shrine 





H—Link —Slid HB—Set + 
Gold Encrusted Red (or Jet) Stone INKS B—Slide B—Se 6—Tie Chain 








Available in Masonic-—Elk—Shrine—K. of C. 
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1H3285 $3.50 *1B3285 $2.50 1HB3285 $6.00 ©  ~—«-2H6266 $7.50 = * 286266 $6.00 
. oe Bd, Hand Engine Turned 











Available in Masonic—Elk—Shrine—K. of C. 











2HB5267 $11.50 


*1B3284 $3.00 


BM $650 285267 $5.00 


© qu3284 $3.50 1HB3284 $6.50 3=—S 1H3501 $3.50 13501 $3.00  —-1HB3501 $6.50 


Stones: Red, Blue, Jet 








Available in Masonic—Elk—K. of C.—Shrine 














Jet Stone Only 




















a 1H3579 $3.50 1H3578 $3.50 
1 ves $3.50 283766 $3.00 2483766 $6.50 Registered Nurse Emblem—Solid Link sie oe Registered Nurse Emblem—Chain Link 
en ‘ ee - By’ Hiei gg Pees . 
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YOUR CHOICE OF 


2HBL5218 
$15.00 
Hand Engine Turned 
Sterling Silver 





2HBL3681 — $8.50 
Hand Engine Turned 


3 PIECE 





GIFT 


SETS — 


All attractively gift boxed 


4 Gold Plated 


1 Sterling Silver 


1 1/20-12 Karat Gold-Filled 











1HBK3136 — $9.50 (Sq. Snake Chain) 
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2HBM6260 — $19.00 
Hand Engine Turned 
1/20-12K. Gold Filled 





THBL3419 — $8.50 
Hand Engine Turned 
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How Important is Men’s Jewelry? 


(From page 169) 


ample, buy a shirt—or a tie—in a haberdashery store 
and in most instances the sales clerk will automatically 
reach in a counter case and come up with a few tie bar 
and cuff link sets. He also has such items conspicuously 
displayed in: a case where they suggest purchase at the 
time the man is in the proper mood. | 

Se. why shouldn’t the jeweler use every opportunity 
to do likewise? Why not have a few tie bars and cuff 
link sets constantly on display at the watch repair 
counter? And why not bring this merchandise to the 
man’s attention at the psychologically right moment? 
for a man who has picked up a repaired timepiece is 
jewelry-conscious. He’s in your store! It is an oppor- 
tunity to make him aware men’s jewelry is fashionable, 
attractive—part of the well-groomed man’s apparel. 

If a line of merchandise is regarded as important to 
his business, a merchant will give it individually in his 
store by maintaining a separate department. Well, do 
retail jewelers feel that men’s jewelry is sufhiciently im- 
portant to warrant a separate department? The answer 
is an unequivocal yes. Approximately 76 per cent of the 
jewelers replied that they do maintain a separate men’s 
jewelry department. But paradoxically, only four out 
of ten jewelers promote and advertise men’s jewelry 
separately from other lines. 


HOW MUCH FOR ADVERTISING? 


Another indication of how a retailer ranks a line of 
merchandise is by determining the amount of money 
given to it in the annual advertising budget. For the 
majority of jewelers in the survey, men’s jewelry is 
allotted less than five per cent of the ad budget—this 
despite the fact that for some merchants men’s jewelry 
constitutes about 10 per cent of total sales. 

But men’s jewelry would be given a larger share of 
the advertising budget, one Kansas jeweler indicated, if 
jewelry manufacturers supplied more small, single-col- 
umn mats. This jeweler observed, “Small mats not only 
cost less to run—but in our experience get preferred 
position next to the society or local news columns. 
Large mats are what we mostly get—so they mostly reach 
the waste basket, but quick! Now, if small mats showing 
and pricing merchandise could be had, they would 
produce results. Small ads have paid off for us.” 

How often is men’s jewelry (exclusive of rings) put 
in window displays? A vast number of jewelers replied 
that they keep a selection of men’s jewelry in their 
windows throughout the year. Some jewelers, who replied 
that men’s jewelry is “seasonal,” stated that they put 
such merchandise in windows only at Christmas, gradua- 
tion and Father’s Day. Thus, it is obvious that they 
are unconsciously contributing to making men’s jewelry 
seasonal—as far as their stores are concerned. There 
were a number of jewelers, on the other hand, who 
replied that men’s jewelry is placed in windows during 
week-ends and nights only. 

Previously it was pointed out that for a merchant 
to increase his sales of a particular line of merchandise 
he must understand his market. To whom does he direct 
his merchandising and promotional campaigns? And 
what are these people willing to spend? Thus, the 
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following question was included in JC-K’s survey : 
“What price range is most popular among customers 
for tie bar and cuff link sets?” For one out of two 
jewelers the most popular price is from $5.00 to $7.50. 
About 20 per cent replied that the $9-to-$12 price range 
is most popular among their customers. 

What season—or month—is best for the sale of men’s 
jewelry? Eighty per cent of the jewelers in JC-K’s 
survey replied that Christmas is their number one season. 
And 12 per cent find graduation time their best season 
for the sale of men’s jewelry. But, contrary to all 
anticipation, only eight per cent of the jewelers in the 
survey reported that Father’s Day is the best season for 
the sale of men’s jewelry! In that one period alone, 
therefore, there exists an opportunity for the expansion 
of men’s jewelry business. 

In reviewing the results of this survey it is clear that 
men’s jewelry is an important segment of the jeweler’s 
business. Relatively small, certainly, when compared 
with diamonds, but nevertheless important. 

It is also clear that if retail jewelers are to recapture 
that portion of the men’s jewelry market which has 
slipped through their fingers into the eager hands of 
haberdashery merchants and drug and department stores, 
the jeweler must promote this merchandise more aggres- 
sively and consistently than he is at present. 

Obviously ,a year ‘round merchandising program is 
needed—one in which men’s jewelry is given an equitable 
share of the advertising budget and a proper share of 
window display space throughout the year. A change 
of attitude is also required—for if a merchant con- 
vinces himself that the sale of men’s jewelry is seasonal 
—it will be seasonal for his store. If, however, he pro- 
ceeds on the basis that it should and can be a steady, 
year round producer of profits, he can make it so. 





The Book Shelf 


Jewelry Making, As an Art Expression, by D. Kenneth Wine- 
brenner. Published by Laurel Publishers, Scranton, Pa.; 181 
pages; 333 illustrations. Sent postpaid anywhere in U.S.A. or 
Canada for $6.50, by Book Department, Jewelers’ Circular- 
Keystone, 100 East 42 St., New York 17, N. Y. 


The author, Dr. Winebrenner, is Professor of Art at 
the State University of New York, College for Teachers, 
and guest instructor in Metalwork and Jewelry at 
Teachers College, Columbia University. His professional 
standing makes it obviously needless to say anything 
about his qualifications for writing a book on the sub- 
ject of jewelry making. 

In the author’s preface to the book, he points out that 
it “differs in many ways from the currently available 
books in the field. It is, first of all, an effort to release 
the creative powers which exist in every individual. 
While jewelry making is selected as the medium for 
releasing these powers, the physical, social and psycho- 
logical needs of the student are kept uppermost in mind. 
What happens to the individual while he is designing 
and making his piece of jewelry is considered vastly 
more important than the product itself.” 

Even though Dr. Winebrenner has not written his 
book to be a conventional jewelry shop manual, there 
seems no reason why one in the jewelry trade should not 
benefit by the personal and psychological values offered 
those who may read this work. 
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Man's "Photo-Vue Ident" by Jacoby-Bender 
has new Multi-Size feature, fitting any 
wrist without tools. No. 1002, unbreak- 
able crystal, yellow gold-filled, $10.50. 
No. 1081, the same in stainless, is $7.95. 








Witinauer's “Ensign'' has a luminous dial, Forstner Chain Corp., Irvington, N. J., <A self-winding, water-resistant watch by 
sweep second hand, is self-winding, water- has added the "Sportsman" to the Komfit Glycine is from Emil Leichter Watch Co., 
resistant and shock-resistant. !n_ stain- series. Of stainless steel, %'' wide, 551 Fifth Ave., N. Y. With a yellow gold- 
less steel case with a matching bracelet, it has fine mesh construction and is ad- _ filled top, steel back case and Incabloc 
this automatic is $59.50 retail, F. T. |. justable to wrist size. $6.50 retail. movement, $95 is suggested retail price. 


The Phenix "Rollamatic," distributed by |Gemex's "Jewel'’ band for ladies comes in A Sheffield “Riviera ladies' watch from 
the Croton Watch Co., 404 Fourth Avenue, yellow and white gold-filled. The band the Saxony Watch Co., 663 Fifth Avenue, 
N. Y., uses roller bearings in its silent is styled with an exterior surface which N. Y. 22, is in ruby red, sapphire blue 
self-winding unit, and has a new type of is handcut to resemble diamonds. This or emerald green with matching suede band 
crown that is hidden. It is $59.50 retail. model is No. 467 and retails for $9.95. and an extra white band. $10.95 retail. 
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This model from a new series by Modern 
Watches, 62 W. 47 St., N. Y., has a five 
ligne, 17 jewel movement and a I4K white 
gold band. It features a case with 20 
diamonds, and is $199.95 retail, F. T. I. 


Revere Clock Co., Cincinnati, makes this 
table or mantel electrical clock, with a 
blond finish and striking black and white 
face. Chiming rods strike each quarter 
hour. No. 959 is $68, suggested retail. 
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Designed for ladies’ round watches is the 
"Crescent," No. 315, by Eton Watch Attach- 
ments, 56 W. 45th St., N. Y. 36. In 1/20 
12K yellow, white and pink gold-filled, 
this expansion band is $2.95 Keystone. 


The "Adjust-O-Flex,"" a spring-hinge band 
that can be sized, is shown in normal posi- 
tion, top, and expanded, below. From 
L. B. C. Watch Case Co., N. Y. via whole- 
salers, $6.95 to $11.95 retail, F. T. i. 


These models are members of Tissot's new- 
est square automatic series, with sweep- 
second hand, and in both black and white 
face dials of modern design. $175 retail, 
14K gold model, and $100, 14K gold-filled. 





Two I8K gold and 17 jewel ladies’ sport 
watches are in the fall line of Interna- 
tional Watch Co. Both have |I8K gold dial 
markers or numerals. Square model, left, 


is $120 retail, F. T. I. Other is $240. 


"Innovation," model 8H27, by Telechron is 
a free-hanging clock in the new Designer 
Line, and is made of spun aluminum and 
hand-rubbed walnut, with black numerals 
and gold accents on the dial. $50 retail. 












































The Carvel Hall "Steakmate" set by Chas. 
Crisfield, Md., is of 


D. Bridell,  Inc., 
stainless steel, ivory plastic, and has 
functional design. $25 retail for this 


model. 


Serving pieces from the new ‘South Seas" 
pattern made by the Community division of 
Oneida Ltd. feature the fluid lines of a 
free-form design and have a scroll with a 
deep-carved motif and tapering handles. 


The Universal line of coffeemakers now 
has the new copper "Coffeematic," featur- 
ing as its finish, the beautiful red-gold 
sheen of copper. With "Flavor-Selector' 
and ten cup capacity, retails at $32.50. 
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Classic and Regal patterns, $41. 





Reed & Barton's "Pointed Antique," called 
by the firm, “America's oldest sterling 
design’ after a Paul Revere original, is 
now being made in extra heavy weight. For 
six piece place setting, $39.75, F. T. I. 


The Pioneer "Skillet Clock" from General 
Products Co., Star Route A, Austin, Texas, 
is in a 10" cast aluminum skillet, with 
bright silvery numerals and a red sweep 
second hand. Suggested retail is $12.95. 
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This four piece coffee set in silverplate 
is from the new "Contemporary" line of 
hollowware by Poole Silver Co., Taunton, 
Mass. Combines functional use and modern 


design. No. 803 is $55 retail, F. T. I. 


General Electric's housewares department 
has introduced a new ivory base model of 
its T-82 automatic toaster, with all the 
features of the regular model, also No. 
T-82. The new model retails for $22.95. 
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The "Blue Ribbon" steak knife set is by 
Lamson and Goodnow Mfg. Co., Shelburne 
Falls, Mass., and has mirror-finish, saw- 
edge blades and ivory-textured handles. 
With alligator leatherette box, $15 list. 


“Initially Yours’ compact conceals a mono- 
gram dial that gives instant monogramming 
of any two initials. In jewelers bronze, 
gold finish, at $5.95 to $7.95 retail, it 
is by Zell Products Corp., Norwalk, Conn. 
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The “Romancer" is a 2% by 4%” carry- 
all, featuring its small but useful size, 
a smooth safety lock and jewelers bronze 
finish. $9.95 retail, Romac Products Co., 
48-01 25th Ave., Long Island City, N. Y. 


One of a new line of Sternset cultured 
pearl ladies’ rings by Stern Mfg. Co., 
401-407 Mulberry St., Newark, N. J., is 
mounted in a modern classic setting of 
10K gold at 17 Keystone. Also in 14K. 





"“Grow-A-Diamond" necklace is by Halton, 
603 E. Belknap, Fort Worth. 
anniversary gifts over the years, 
monds can be started at $27.50, suggested 
retail. Five diamond unit shown, 


Volupte's "Apple Compact" features an 
apple in seductive crimson color against 
either a white or lime green background. 
Model No. 412C, it measures three inches 
square. It is priced to retail for $3. 


New fashion piece by Ledo Jewelry, 366 
Fifth Ave., N. Y., is this rhinestone 
hand-cuffed design with concealed hinge 
and safety chain. Settings are rhodium 
finished. It is No. 7356 oat $7 Keystone. 





Perfect as 


dia- 
$135. 


























Something new in fine cutlery... 


INTRODUCING NEW 


Sparkling, new Steak Fork is 
ideal companion piece for 
ever-popular Steak Knife. 





No. 66—Carver, Slicer, 
Cheese Knives—-$15.00; 
_ $21.50; No. 95—5-pi 


ET ago i Baer : 
Me Aaa hp 
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Matchless Quality 
Endorsed by Emily Post 


Unconditional Guarantee New companion piece doubles 


Nationally Advertised 


Octet eae se” profit impact of Carvel Hall Line 


3 Distinctive Handle Styles 


» Attractively Gilt Packaged Overnight this fast-selling line is twice as profitable. Why? 
Because this smart, new Steak Fork is a terrific item. Any- 
one and everyone who owns a steak knife now . . . who 
buys one Jater . . . automatically becomes a red-hot prospect 
for it. Everyone who’s seen it has raved. And you will, too. 
Order early. The supply is still limited. Just another reason 


why Carvel Hall Cutlery is the world’s finest and fastest- 
FINE CUTLERY , my i 
by Briddell moving cutlery line. 


DEALERS: Write or phone for name of your nearest Carvel Hall Distributor 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND 
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CHINA, GLASS, FLATWARE 


\“ HOME ACCESSORIES 


1 
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Setting the Stage 


for lTablewares 


a a $250.000 silver. china and 
crystal exhibition in a small city of 13,000 population 
is the promotional achievement of jeweler S. F. Son- 
nedecker, Salem, Ohio. His “Festival of Table Settings” 
drew a capacity crowd of 1,750 people for its one day 
showing. 

An idea of the size of this exhibition in a small city 
can be gained by comparing it with the recent table 
top fashion exhibition at the annual Home Show in Mil- 
waukee, where 6,000 square feet was taken for display 
space. The Sonnedecker “Festival of Table Settings” 
covered 3,265 square feet of floor space in the Salem 
Masonic Auditorium. 

Eleven manufacturers’ lines, with personal representa- 
tives in attendance, were displayed at the show. In ad- 
dition to silver, china and glass, a watch company was 
represented. The exhibition also included a showing of 
famous collections of historical and contemporary silver- 
ware and china sets. 

A table setting contest was held in conjunction with 
the table top fashion exhibit, and the civic clubs of 
Salem cooperated completely by setting 20 tables, filling 
the maximum amount of table space available. More 
contestants could have been secured by Sonnedecker if 
space had permitted. Eighteen clubs from Salem and 
the vicinity entered the table setting competition, and 18 
classified displays were thus arranged for judging. 
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General view of the "Festi. 
val of Table Settings" shows 
the variety which pleased 
spectators from many towns. 





Illustrative of the publicity the table setting contest cap- 
tured is this local newspaper picture of the show's winners. 


Four table-setting classifications were used: breakfast, 
luncheon, informal dinner and buffet or special occasion 
table. In each class, three cash prizes were awarded and 
consisted of $25 for first prize, $15 for second prize and 
$5 for third prize. Door prizes were also given away 
at drawings throughout the day. These prizes were 
donated by the exhibiting manufacturers. 

The success of the able top fashion exhibition as a 
promotional effort is described by Sonnedecker in these 
words: “What the results in increased sales will be can- 
not yet be determined, but of one thing we are certain— 
a lot of people are talking about Sonnedecker’s who 
never heard of us before. Almost every day someone 
refers to our show with the highest praise. A lady who 
has traveled all over the world spoke of it in glowing 
terms and said that when she walked into the exhibition 
hall, she felt like she was in a great metropolis. Everyone 
was amazed at the splendor of the affair in this small city 
of Salem.” 

Sonnedecker’s advertised its “Festival of Table Set- 
tings” through a large display ad in the local Salem 
paper, and radio advertising was also used. The table 

(Please turn to page 237) 
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’s NEW 
’'s MODERN 
’s the DEALER’S CHOICE 


Face IT 





stunning 


TEGOR 
SULVERPLATE 


First pair of functional modern designs in plated flatware 

Stegor has XP-125 plating which means that it is plated with substantially 
more pure silver than the accepted standard for the finest silverplated flat- 
ware—not just at a few of the points of greatest wear, but over the entire 
piece, including edges of bowls and tips of tines 

Made and guaranteed by Gorham . . . with all their usual high standards of 
quality and workmanship 

In two dealer tested and proven contemporary patterns shown 

Complete selection of versatile serving pieces 

Introduced through National Advertising in top magazines this Fall 





z 
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mcegyl INQUIRIES ARE SOLICITED FROM THE ENTIRE TRADE 
Stegor Silverplate service for four, SEE NEW STEGOR SILVERPLATE AND THE INCREASINGLY 

six, eight and twelve in modern POPULAR STEGOR STAINLESS AT ANRJA CONVENTION, 

storage chest . . . $24.95, $57.50, NEW YORK—AUGUST 8-12—ROOM 948 WALDORF-ASTORIA HOTEL 
$82.50 and $1 17.50 retail Stegor Division, The Gorham Company, Providence 7, Rhode Island. 
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Visual selling messages over television gave 
the china event a strong promotional boost. 


This big window display of fine china drew 
market attention from passers-by, because of 
its actual food props of peppers and weiners. 





CHINA and GLASs 






hina Window Comes ‘Alive’... 


Realistic food props were introduced in a fine china window setting at Olson 


Jewelry, Fort Dodge, Iowa, to simulate the “live” atmosphere in which china 


is always put to use. The result was an increase of shopper buying “appetite.” 


as china in the window and put weiners. 
red peppers and assorted vegetables with it, and you 
have a striking window setting that stops passers-by and 
could even make their mouths water. Olson Jewelry, 
Fort Dodge, lowa, reported such results when the store 
used this “live” window in a recent fine china promo- 
tion. 

Seven table ensembles were used in the window, with 
each setting representing one of the “Seven Days in a 
China Calendar,” a theme taken from Living. Then 
realistic props were introduced around the china. 
Weiners were pierced upon a spit and placed to lean 
against some barbecue bricks. A salad bowl of cabbage, 
carrots, onions and peppers was placed in front of the 
display. More realistic atmosphere developed unexpect- 
edly when the weiners became cooked under the hot 
lights every two days, and the green peppers ripened 
and turned red. 

Within the store a handsome table top fashion setting 
was placed on a table in a prominent position in the 
china and silverware department and tied in with the 
window display. 

One of the biggest boosts to this fine china promo- 
tion came through visual selling messages over KQTV 
in Fort Dodge on the program “Eve’s Kitchen.” Olson 
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Jewelry sponsors this television show every week. 

As part of the commercial, close-ups were taken of 
table settings and tie-ins were made with the current 
window display. Spot radio announcements and news: 
paper ads were also used in the promotion. 





A table setting within the store, using the same patterns as 
were displayed in the window, was a center of store traffic. 
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worth $3.8 billions 











things 
aman 
should Know 


about She sweet-talks. Under the froth, she’s plenty determined, | 


uses a light touch to get what she wants: a bouquet, a boy, 


« 
3 girl a diamond ring. 


She plans. Takes no chance with the future. Builds a home in 
her hope chest—before there’s a “Mrs.” in front of her name. 
























She listens. Intently! Stirred by even a whisper—vf it’s a 
voice she can trust... like Seventeen’s. 





She buys. Never stops spending! Bestows her cash and affection 
on people and stores who care about her—and tell her about 
it, in Seventeen. 


$3.8 billions: yearly earnings and 
allowances of 714 million teen-age girls 


The one best way to reach the 7,500,000 young women in their teens. 
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Those four words, plus Barbara Bates Manicure Gift Kits, 
have saved him many a sale. And they’ve made him friends and 
money, too. 

You know that type of shopper. There are millions of them. 
And too many of them, every day, walk out of jewelry stores 
and spend their money somewhere else. They want something 
different. 

With Barbara Bates Manicure Gift Kits you have the 
answer. They’re beautiful —and fine values that any jeweler is 
proud to sell. 

And remember, the sale of “something different” to the 
shopper who would otherwise walk out, is all velvet. 


C. J. BATES & SON., CHESTER, CONN. 
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Plastic case. Con- 
tains comb, golden 
file, nail clip, 


No. 440 ;, 

Heat-sealed plastic 
case, gold fittings. 
Incl. mirror, comb, 


tick, tweezer, file. tweezer. Men or 
For ladies. ladies. 
Retail $1.00 Retail $1.25 





No. 400 

Hinged frame clutch purse, removable tray with 
3 gold-plated implements, full size mirror top. Gold 
embossed black faille, gold or silver tweed cover. 


Retail $4.00 





No. 406 
Pleated crepe evening bag manicure set, golden 
beaded ends. Removable pad with 5 gold manicure 
essentials, mirror, purse, gold-back comb. Black, 
navy. 


Retail $9.00 





No. 454 


Top grain cowhide, leather lined. 7 top-quality 
Professional implements. Maroon, tan saddle. 


Retail $15.00 


No. 455 Same as No. 454. Gold-plated essentials. 
Retail $17.50 








No. 442 
Plastic case. Gold 
fittings, 
comb, tweezer, cu- 
ticle scissors, file. 
Ladies. 


Retail $1.50 






No. 445 
Multi-color brocade 
case. Gold imple- 
ments, comb, file. 
For ladies. 


Retail $2.00 


No. 446 
Multi-color brocade 
case. Comb, gold- 
plated file, scissors, 
tweezer. 


Retail $2.50 


mirror, 
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No. 401 

Large clutch purse, star shaped when opened. 
4 gold essentials, gold-back comb, mirror, cologne 
bottle. Satin lining. Gold embossed black faille, 
gold or blue brocade exterior. 


Retail $5.00 
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No. 407 

Tubular golden bronze frame case. 9 gold-plated 
implements. Champagne moire lining. Red, green, 
blue crushed velvet or black metallic brocade. 


Retail $10.00 
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No. 413 

Large black faille handbag, gold satin lining, mirror 
top. Holds compact, perfume bottle, lipstick case, 
gold-back comb, purse, 5 gold implements on re- 
movable tray. 


Retail $17.50 
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No. 404 

Multi-metallic brocade hinged frame party bag 
w/strap handle. Removable implement tray. Incl. 
purse, mirror, comb, 5 gold manicure essentials. 
Pastel, black. 


Retail $7.50 





oo OF Br ee 





No. 410 
Golden bronze frame brocade evening bag w/chain 
handle. Holds purse, gold compact, lipstick case, 
tweezer, file, cuticle scissors, gold-back comb. 
Pastel, black. 


Retail $12.50 
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No. 414 
Famous “‘Midas Mesh”’ case, golden bronze frame, 
beige moire lining. 8 gold fittings. 


Retail $22.50 


No. 415 Same as No. 414, except “Silver Mesh” 
exterior. Nickel-plated professional implements, 


Retail $27.50 





























A department store’s plan to... 


Spark Store Traffic, 


Increase Clock Sales 





B, dramatically offering imported clocks as 
“the greatest collection of unusual clocks ever presented 
to the public under one roof,’ Wanamaker’s, Philadel- 
phia, produced a very successful clock promotion. 

The store emphasized that the clock collection was 
assembled for the consumer with great expense and effort 
and that the public should take the opportunity, while 
it was available. to own such wonderful and ingenious 
timepieces. 

Over 50,000 clocks in 42 different styles were included 
in a main floor sale, an event that required years of 
planning and 25,000 miles of travel abroad by Wana- 
maker representatives. 

“The World Time Center,” as Wanamaker’s appropri- 
ately called the imported clock event, was promoted as 
a highlight of World Trade Week 1954, and the slogan 
“World Trade for Better Living” was featured. 

A two-page ad in the Philadelphia Evening Bulletin 
announced “the world’s greatest sale of imported clocks, 
$3.75 to $77.50.” In this exciting ad, the word “clocks” 
in huge block letters was spread across the two pages. 
The first three letters of the word were composed of 
photos of clocks filling the outline of each letter. On 
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SREVE ERE THUST AL OE THE GUIRTRAVMS AEPAELER SALOER CRUMED FOWSK HEHE 
RL OR LOY SOON VA OO DR AK SILI. 


At left is seen the dramatic and 
enthusiastic public response to 
a thorough clock promotion which 
was billed as an important event, 
Below is the exciting ad tha} 
created this busy store traffic. 
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WORLD'S GREATEST SALE 
OF IMPORTED CLOCKS 
= 379 oI SO 
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the right hand page the last three letters of the word 
were printed as a reverse cut, and spread over the rest 
of the page, having the effect of a background, was a 
fascinating panorama of many unusual clocks. Copy 
along the bottom of the ad described typical clock values 
in the event. An unusual and clever feature of the ad 
was copy written up as a news column and located in 
the upper left hand corner of the spread. A picture of 
a woman craftsman showed her at work in a Black 
Forest, Germany. factory. It was titled “From the Black 
Forest to Philadelphia,” and the caption tied the photo 
in with Wanamaker’s. Beneath the picture was a column 
called “Of Clocks and Snow.” It first related a human. 
interest story about Black Forest clock workers, young 
and old, traveling to work on skis during the winter. 
Then the column described some of the clocks and 
pointed out their suitability as decorative pieces and 
cifts. The “news” column and the ad was bound to 
attract almost every reader’s attention. 

The event also received publicity through feature 
articles in the Philadelphia Daily News and the Camden 
Courier. Local radio and TV shows carried announce 

(Please turn to page 241) 
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pure gold and a gold band. Its simple elegance 








Beet in wns Re 


“Rondo” circles snowy white bone 
china with a rhythmic pattern of scrolis in 


would be equally at home with French, 
English or Modern furnishings. 
5-pc. setting to retail at $22.50. 








“Autumn Breezes” in warm browns and 
“Spring Zephyr” in soft greens both have the same 
graceful pattern of foliage tipped 
in reat gold. A band in the same muted color 


P a as the pattern sets off the whiteness of the 


bone china. 5-pc. setting to retail at $19.75. 








PROFIT ROYALLY witH IAOval Doulton 


For the first time you have something really new to offer your 
customers in fine English bone china . . . new patterns created 
especially for the American market by one of America’s leading 
designers. All selected in nation-wide consumer tests. All with 
the glint and gleam that’s top news in the decorating world today. 
Who but Royal Doulton with its generations of skill at applying 
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fine gold decoration could turn out designs so delicate and perfect 
in every detail? Who but Royal Doulton could bring you china 
so gleaming white, so flawlessly glazed? Here is truly the finest 
English craftsmanship—the strongest, whitest, most finely de- 
tailed china in the world, restyled today for American homes. 


DOULTON & CO., INC., 11 EAST 26th STREET, NEW YORK 10, N. Y, 
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as high as the inside ceiling, creates the effect of 


a spectacular showcase, as big as the store itself. 


es 
Au the store’s a showcase” might well 
be the theme of a modernization undertaken by jeweler 
C. W. Limes of Hillsboro, Ohio. And the modernizing 
of his store has paid off to the figure of a 25 per cent 
increase in sales, so far, over 1953. 

An all plate glass wall serves as the first story front 
of the establishment, thus permitting a clear view of the 
store's interior to the passer-by. The effect is like a show- 
case, as wide and as high as the store itself. The clear 
openness of this glass wall is broken only by a plain 
glass door and an unusual “show window” built in the 
center area of the glass front. The show window is 1114 
feet long, 28 inches deep and only 35 inches high. The 
back of the window is made of sliding glass doors. It is 
illuminated by 150 watt flood lights. 

“Although the window is not large compared to other 
jewelry windows,” says Limes, “it has the advantage of 
being easy to decorate. It is very easy to change every 
day, thereby giving the public something new to see. 

“I feel that it is not necessary to display everything 
that you sell in the front window, and display windows 
that have too much in them are confusing to the shep- 
per. Another wonderful thing about this window is that 
it is very inexpensive to decorate.” 

Above the glass plate, the rest of the building front 
is covered with aluminum to the top of the second floor. 
A large sign, which reads “Limes” is made of metal 
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Note the slender “show window" in the center of the plate-glass front. 
Bright aluminum front, at right, complements "open" look of the store. 


‘All the Store’s a Showease’ 


The plate-glass front of this modern jewelry store, 














painted dark green, and is illuminated with green neon 
light from the back, thus strongly silhouetting the name 
of the store. The word “Jewelry” appears in the lower 
right hand corner of this bright, aluminum rectangle. 

The combination of plate glass and aluminum in a 
two-story front for the store, plus the big silhouetted 
sign, creates a spectacular attraction and emphasizes the 
showplace qualities of Limes’ jewelry establishment. It 
is the modern type of retailing store whose constant 
“open” look invites the public to enter and enjoy beauti- 
ful surroundings while examining the merchandise. 

The walls of the entrance to the store are covered with 
pale green glass, thus adding to the green color motif 
of the exterior. The interior walls are painted a bright 
rose color, offering an attractive contrast to the green 
highlights of the front, since the interior color of the 
store is readily apparent from the sidewalk. | 

Fixtures are of black oak with the white grain show 
ing through. These and other appointments occupy 4 
store space 80 feet deep by 1414 feet wide. The store’ 
interior is illuminated with 150 watt spot lights, mounted 
so that they can be turned on a 360 degree angle and 
thus light any place in the store. 

The general effect of his modern store on shoppers 
and customers has been, in Limes’ words, “wonderful!” 
He considers his modernization well worth the trouble 


and the expense. 
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So many dinnerware Exclusives to choose from... 


all under one root a kbeling & Reuss Company 
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Shown here are just two of the EXCLUSIVE “name” imports GOLDEN FANTASY (left) 
featured by Ebeling & Reuss..... a mere sampling of the many Charming blend of contemporary and tradi- 
beautiful and profitable ‘‘backstamps of masters’ carried in open ORES SUG MAMI as Qe 
— , iF on teccileeill feld blossoms. By Heinrich & Co. 
stock, that create important selling-news in the dinnerware field, of Bavetie. S-plnce setting 
earning them this reputation since 1886—‘‘For fine Dinnerware, retails at $15.00. 


it’s Ebeling & Reuss Co.”’ 





MALVERN (right) 
From the kilns of Jaeger of Bavaria, exqui- 


Other Bavarian dinnerware patterns to retail from $5.50 to $21.00. = — dinnerware in grey, “71. 
and platinum. 5 piece setting retails 
English Bone China from $15.00 to $24.50. Patterns are offered P P 6 


at $10.00 
on an exclusive basis. Write for complete details. 
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‘| Ebeling & Reuss Company 
: Established 1886 

] 

ef MAIN OFFICE, 707 CHESTNUT STREET, PHILADELPHIA 6, PA. 





NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
225 Fifth Avenue 1557 Merchandise Mart 527 West 7th Street 
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inTrHE ROYAL JACKSON 
VAL ST. LAMBERT 








PROMOTION 


YOU WIN —more sales of Royal Jackson fine china and Val St. Lambert, the wo 
finest crystal. 


YOUR CUSTOMERS WIN —2-Week Expense Paid Trip for Two People to Londell 
Paris, Rome, Brussels via Pan-American . . . 10 Genuine Natural Sable Scarves . MN 
Matched Luggage Sets . . . 10 Bell & Howell Movie Cameras .. . 10 Portable Elechi 
Mixers ... 10 Portable Radios . . . 40 Silk Scarf, French Perfume and Toilet Water Sef 
direct from Paris .. . EVERY ENTRANT RECEIVES A VALUABLE CERTIFICATE WORTH 
5% OF THE PURCHASE PRICE OF ROYAL JACKSON FINE CHINA AND/OR VAL 
ST. LAMBERT CRYSTAL. 


YOUR CLERKS WIN —One Full Length Mink Coat... 10 Genuine Natural Soll 


Scarves ... 10 Matched Luggage Sets . . . 10 Bell & Howell Movie Cameras... | 
Portable Electric Mixers . . . 10 Portable Radios . . . 40 Silk Scarf, French Porfumell an 
Toilet Water Sets direct from Paris ... PLUS $1,000 EXTRA CASH SPRINT AWARD 


$50,000 IN CASH, TRIPS, GIFTS, CERTIFICATES ... 182 PRIZES 
ADVERTISED ... FULL COLOR... BLACK & WHITE 



















LIVING for Young Homemakers ... SEVENTEEN .. . COSMOPOLITAN .. . TODAY'S WOMAN ... 

LADIES' HOME JOURNAL ... MADEMOISELLE... BRIDE'S MAGAZINE. 

HOUSE & GARDEN ... HOUSE BEAUTIFUL... 
FEATURED EDITORIALLY... NATIONAL PUBLICITY... | 

LIVING for Young Homemakers . . . AMERICAN TV... RADIO... NEWSPAPERS . . . MAGAZIN 


HOME... BRIDE'S MAGAZINE... SEVENTEEN ... 
HOUSE & GARDEN. 


DO THIS TO WIN MORE SALES! 


Write for the contest promotion kit. Includes everything you need to make your store contest headquarters in 


area. WRITE TODAY! : 
See all These and Many More at the ANRJA Show, WALDORF-ASTORIA, New York 
JACKSON CHINA CO. 9 East 55th St. New York 22, N. 
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IN THIS GALLERY OF 


GREAT PATTERNS 


With consumers everywhere alerted to the fine quality, 
beauty and modest prices of Royal Jackson china—the 
superlative loveliness of Val St. Lambert crystal . . . 
spurred to visit stores by the prize contest, you can ex- 
pect to sell more this fall than ever before. 


Pick Your Patterns Right from This Page. Order 
in Depth. All patterns are price fixed. 5 pc. place 
settings are keystone priced. 


Trousseau Rose — $7.50 
Crystal Pattern — Zermatt 


La Reine — $10.50 Deauville — $7.50 
Crystal Pattern — State Crystal Pattern — State 


Golden Wheat — $9.50 Alsace — $8.50 
Crystal Pattern — Esneux Crystal Pattern — State 


Romance — $8.50 Angelus — $8.50 Countess Wheat — $12.50 Margaret Rose — $8.50 
Crystal Pattern — Zermatt Crystal Pattern — Esneux 
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Theyre New... 


Table-Top Fashions 





Just introduced—''Serenade," border pat- 
tern of delicate pink flowers and trail- 
ing leaves in two tones of gray, done on 
modern "Primavera" shape; platinum edge. 


From Haviland & Co., Inc., of New York. 


New "Harmony" design has delicate gray 
band accented with sprigs of gray leaves 
and crimson berries, finished with plati- 
num edge; 5-pc. setting $16.75 retail. 
Made by Syracuse China of Syracuse, N. Y. 
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‘Moss Rose" is one of the new patterns 
in Jaeger china from Bavaria; realistic- 
ally drawn, the design is done in reds 
and greens; 5-pc. setting is $6 retail. 
From Ebeling & Reuss Co., Philadelphia. 


"Wakefield"’ is a Windsor Ware pattern in 
English earthenware, printed and hand- 
filled underglaze in brilliant colors; 
5-pc. setting may retail at about $4.10. 
From Fisher, Bruce & Co., Philadelphia. 


“Rondo"—formal gold wreath of stylized 
plumes appearing on Royal Doulton bone 
china, finished with gold edge lines and 
trim; 5-pc. setting retails for $22.50. 
From Doulton & Co., Inc., of New York. 


Brilliant design of fruit and roses ap- 
pears against an olive green background 
in this Lefton china plate, cup and sau- 
cer; the place setting may be retailed 
for $5. From George Z. Lefton, Chicago. 
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..- They'll Be Selling 


and Home Accessories 


Modern in styling and fashioned in heavy 
French crystal, this is new "Vega" bowl; 
it is available in 2 sizes—9" diameter, 
retail at $42: 14'' diameter, retail $65. 
From Daum Cristallerie, Inc., New York. 


Fashioned of snowy alabaster with mount- 
ings of chased gilt bronze, this hinged 
box is 434" high and it may be used for 
cigarettes or candy; it retails at $15. 
Sold through Mottahedeh & Sons of N. Y. 
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Tea and coffee set in new "Croydon" de- 
sign in 1881 (R) Rogers (R) hollowware 
with its classically simple ornament on 
the hand-mounted fixtures and _ borders. 
Created by Oneida Ltd., it is $125 retail. 


Ice buckets in lustrous Buenilum include 
these: Left, 3-qt. Thermos bucket, retail 
$13.75; right, 2-qt. Thermos, $12 (also 
made with Pyrex lining at $8.75 retail). 
From Buehner-Wanner, East Norwalk, Conn. 








Introduced in the spring was this “Cas- 
cade" china pitcher, whose down-swept 
lines are reflected in its name; as seen 
here, retail $11.95; also available un- 
decorated. By Lenox, Inc., Trenton, N. J. 


Dutch-type coffee pot in Spode's blue- 
gray Lowestoft body, first made in early 
1800's to replace old Chinese sets; dec- 
orated in deep blue Gloucester pattern. 
From Copeland & Thompson, Inc., New York. 
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Table-Top Fashions 


and Home Accessories 





New "Mother and Child" figure modeled by New French-type coffee service in silver New "Nestor-Hamlet" pattern in Val St. 


K. Tutter, made in pure white china from plate with simple border design and han- Lambert cut crystal from Belgium. Small- 
art department of Lorenz Hutschenreuther; dles of grained wood—retail $66. Pot is sized goblet may be retailed for $5.50; 
8"' in height, it may be retailed for $30. 40-oz. capacity, is 9!/." high. From Shef- and the claret for $4.75. Distributed 
From Paul A. Straub & Co., Inc., of N. Y. field Silver Co. (made in U.S.A.), N.Y. C. = exclusively by Jackson China Co., N. Y¥. 


New in Waterford lead crystal from Ire- Crimped to a square shape, this bowl is New "Anima" cordial set in Royal Leerdam 
land, these tall, slim cordial bottles part of new "Seascape" group of pieces crystal from Holland, designed by Willem 
are cut by hand in mitred designs; either done in subtle shadings of Caribee blue Heesen; crystal or Muscari color; 7-pc. 


of them may be retailed for $22.50. and Coral sand; it may retail for $3.50. set gift-boxed may retail for $17.50. 
From the Geo. Borgfeldt Corp., New York. From A. J. Van Dugteren & Sons, Inc., N. Y. 
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NEVER AGAIN WILL YOU HAVE TO WRAP A GLASS 
for in fitting vehicle from Holland comes Royal Leerdam, unrivalled modern glassware. 
Each set ingeniously cradled — litterfree— in a gray-chromed blue gift box. 
Further attention to safe handling unnecessary except for shipping. Nested above, 


the Tuxedo starter set with four mammoth-size and four regular size 
on-the-rocks glasses. Similarly nested in pairs is a slender version of Tuxedo 


for other beverage uses. Both in clear crystal and muscari. List $12. 


Royal Leerdam — Copenhagen Faience — Vienna Enamels 
A.J. VAN DUGTEREN « SONS, INC. 210 FIFTH AVENUE, NEW YORK, N. Y 
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The jeweler’s engraving skill... 






MERCHANDISING 





Illustrated at the left and above 
are samples of the engraving skill 
of the John D. Enright jewelry firm 
—a skill which has drawn consider- 
able praise as well as _ business. 


A Stepping-Stone to More Sales 


A PHILADELPHIA contractor was_ trying 
frantically to locate a firm that made shovels for a 
ground breaking ceremony, when luckily a fellow con- 
tractor told him to contact jeweler John D. Enright, 117 
S. 13th St., in the same city. And this is typical of the 
specialized work the Enright firm tackles. The store 
silver plates the business end of a spade, ebonizes the 
handle and attaches a sterling plate that tells the story 
of the ground breaking occasion at which it is to be 
used. Trowels used to lay corner stones are likewise 
plated and engraved. 

Not all firms are equipped to turn out this type of 
work or to make trophies which Enright’s designs, ex- 
ecutes and engraves. One fine example of the firm’s 
work is the sterling silver Revere bowl on an ebony 
base, that was made for the Jesuit College Theater Asso- 
ciation of the Maryland Province. Another is the award 
presented to Connie Mack by “The Kids of the 38th 
Ward,” whose signatures were copied by the engraver 
and adorn the award. 

Enright’s business is the result of 40 years of experi- 
ence from the time John Enright, at the age of 12, 
started learning his trade, which was largely self-taught. 
To increase his list of customers, Enright joined all sorts 
of organizations where he could meet people, such as 
the Moose, the Knights of Columbus, the Junior Chamber 
of Commerce and the Pennsylvania Retail Jewelers As- 
sociation, of which he is a past president. Not only did 
he join these groups, but he took an active part in all 
of them, meeting many people. The Philadelphia con- 
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by MARY ZOOK 


tractor was sent to Enright’s by an old customer of many 
years’ standing. Direct mail or advertising never, in 
Enright’s opinion, takes the place of personal contact. 

Today, as the firm did recently, Enright’s is able to 
turn out 18 walnut plaques as Topper Awards given by 
the National Industrial Advertisers Association “For 
Outstanding Excellence in Achieving Advertising Ob- 
jectives.” 

Still other samples of engraving skill are a walnut 
plaque displaying a gear wheel, which was an award 
requested by the U. S. Steel Corporation, and an en- 
graved sterling silver cigarette case which was presented 
to the out-going president of the Philadelphia Guild of 
Advertising Men. This firm also designs and makes 
loving cups, school keys, school medal awards, both for 
high schools and colleges, trophies and _ presentation 
watches. 

One time a wealthy customer wanted a tie clasp formed. 
in the shape of a calculating machine, whose firm he 
headed. This proved to be an expensive job, but the 
customer was happy and so was Enright’s. 

Chalices and ciboria for religious purposes are de- 
signed and constructed at Enright’s and sell for $79 
and up. Occasionally parishioners will turn in collec: 
tions of old gold and jewelry and from these, the firm 
makes the religious vessels and ornaments them with 
the precious stones found in the jewelry. They are then 

(Please turn to page 236) 


THE JEWELERS’ CIRCULAR-KEYSTONE 











FoR AUGUST, 1954 


OF 


SWEDISH CRAFTSMANSHIP 


AND 


AMERICAN 
SHOWMANSHIP 














by MADELINE LOVE 





6o()' COURSE, the place to really find a helping hand 
is at the end of your arm.” 

We picked that sentence out of the latest “Headlines 
from Haviland,” a monthly bulletin issued by Haviland 
& Co., Inc., and written by Grace Crawford, because it 
seems to put into a few words a sound working prin- 
ciple for retailers, for manufacturers—and even for folks 
who work on trade publications! 

Miss Crawford’s immediate idea was the writing of 
letters to prospective brides whose engagement announce- 
ments appear in the jeweler’s local newspaper. But as a 
principle. the “helping hand” can and should go far 
beyond that. Getting more people into the store and 
selling them more merchandise when they get there is, 
of course, the most important thing the jeweler can do. 
And only he can do it for himself. There is no magic 
formula, no wand which can be waved to make business 
suddenly improve. By letter, by invitation, by adver- 
tising, by in-store and out-store promotion, the jeweler 
can, if he will really work at it, bring in the trafhc he 
needs. His helping hand is right at the end of his own 


arm. 
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LAGS of the United States and Denmark and repro- 

ductions of famous Danish historical scenes high- 
lighted this show window at Shreve, Crump & Low’s, 
Boston jewelry store, during its recent five-day exhibition 
of Danish porcelain from the Bing & Grondahl factory. 
Most of the store’s front windows were given over to 
the porcelain exhibit, which attracted much consumer 
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attention. Among the featured items shown were a dip. 
ner service made for the royal family of Denmark, g 
series of figurines illustrating Hans Christian Andersen 
fairy tales, and a great assortment of figurines of ani. 
mals, children and adults, many of them depicting Dan. 
ish family life. Also shown was the statuette called the 


“Muse of Film,” the “Oscar” of the Danish film ip- 
dustry. 


% % % 


A econ Room” will be an innovation during the 
Chicago Gift Show, August 2-13, at the Palmer 
House and La Salle Hotel. The “Room” will be an 
air-conditioned parlor on the mezzanine of the La Salle 
where buyers will find the newest items from exhibitors 
at both hotels. The regular Show dinner dance is set for 
August 5 at the Palmer House, and a social evening of 
cocktails, dinner and dancing will be held August 10 
at the La Salle. 

At the New York Gift Show, August 22-27, the lobby 
mezzanine of the Statler will be used for the first time, 
giving display space to 35 additional firms. Altogether, 
736 exhibitors will display more than 1400 lines at both 
the Statler and the New Yorker Hotels. During Show 
week, on August 26, a testimonial dinner in honor of 
Samuel Keepnews and Henry Underberg will be held in 
the grand ballroom of the Waldorf-Astoria Hotel. 

A “Pot of Gold” theme will be in evidence at the 
Registered California Gift and Dinnerware Show to be 
held at the Morrison Hotel, Chicago, from August 1 
to ll. A special “Pot of Gold” item will take center 
stage in each display room, and colorful streamers will 
run from one display room to another. The hotel corri- 
dors will be given names to promote the “Golden” theme. 
At the close of the Chicago show, the exhibitors will 
move Eastward to New York for a six-day exhibit at 
the Vanderbilt Hotel beginning August 22. 

% * * 


CARL G. BAUMES 





— G. Baumes, formerly general manager of the 
hollowware division of R. Wallace & Sons Manu- 
facturing Co., of Wallingford, Conn., has joined the 
Jackson Vitrified China Co., New York, as assistant 
to the president of Philip R. Distillator. Mr. Baumes” 
has been associated with the International Business Ma- 
chines Corp. and with Manning, Bowman & Co., as 
assistant treasurer, going with Wallace as general office 
manager and then as secretary-treasurer and director of 
the Middlesex Silver Co., a Wallace subsidiary. He is 


well known in the field of accounting-management. 
% *% % 


ANUARY 5 to 12 are the dates set for the Pittsburgh 
Glass and Pottery Exhibit in 1955, to be held, as 
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New 








Of special interest to jewelers are these Gift Zippos. 
eft to right: solid gold, $192.50: sterling silver, $17 
(also available in heavy chrome plate, $5.75): 
colorful ceramic: on chrome plate, choice of 7 
sports designs, $8.50: lifetime-engraved in color, 
choice of 8 sports, $4.75: rich, real leather, choice 
of leathers and colors, $6; Barcroft executive’s desk 
Zippo, $11.50. All prices include Federal tax. 


People have a special purpose when they underwritten by one of the world’s most unusual 
gift-shop at a fine jeweler’s. 
and quality they simply can’t get easily and perfectly, we’ll put it into 
elsewhere. For your customers, we have a perfect working order free. 

jeweler’s selection of Zippos that make 


unique and perfect gifts. 


These beautiful lighters are cased in big magazines—featuring “‘jeweler’s 
precious metals... genuine leathers... heavy Zippos” at gift-minded prices. 
chrome plate and rich color. The designs lf you appreciate satisfied customers, 


are in perfect taste. The quality is stock them now! 


profits for jewelers with... 
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> ZIPPOS 








They want beauty guarantees: if a Zippo ever fails to work 


We’re telling this story to your 
customers in big-space advertisements in 
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lights easily...anywhere...aiways 





ZIPPO MANUFACTURING COMPANY, BRADFORD, PA. 






In Canada: Zippo Manufacturing Co., Canada Ltd., Niagara Falls, Ont. 
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THE VW FINE ENGLISH 


DINNERWARE 





COPELAND 


RASS 

; : SPODE 
Fine English Earthenware Yismall 
ENGLAND 














; ° SPODE 
OPELANES 
English Bone China COPEtANcS Cuma 


Lowestoft Stone China 





Made in England by W.T. COPELAND & Sons, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 














NATIONALLY ADVERTISED 


FRANCONIA CHINA 
One of Europe's Finest 































BEAUTY 

AND QUALITY 
THAT 
JEWELERS 
DEMAND ... 


NEW! 
“ARIETTA” 


Leaves and tendrils 
in Dove Grey — ac- 
cented by Celeste 
Blue stars on pure 
white translucent 
china enriched by 
finest platinum trim. 
5-pc. Place Setting 
with 10%2°’ dinner 
plate: $8.95 retail 


BEAUTIFUL PATTERNS (Slightly higher South 


FROM BAVARIA and West) 
FRANCONIA CHINA We cordially invite you to inspect 
is HIGH in quelity and our complete line at the: 


LOW in _ cost—patterns 


range from $6.95 to ” NEW YORK GIFT SHOW @ 
$17.00 retail for 5-pc. 
Place Settings. All N. Y. Hotel New Yorker * Room 925 


Open Stock. AUGUST 22-27 
39-41 West 23rd St. 
HERMAN C. KUPPER, inc. 221% 25": 
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usual, in the William Penn Hotel, under the Manager. 
ship of John N. Hammer. The Keystone China and 
Glass Show, managed by J. Andrew Squires, will open 
a day earlier—January 4 to 12—at the Fort Pitt Hotel 


* *% % 


pg McBean & Co., INc., of Los Angeles, manu- 
facturers of Franciscan china and earthenware, has 
opened New York showrooms at 712 Fifth Avenye. 
James T. Berry, recently appointed district sales mang. 
ger for the New York and Philadelphia areas, js jy 
charge. The new quarters were opened just prior to the 
National China, Glass and Pottery Show in New York 
Mr. Berry was formerly district sales manager jp 
New York State and Pennsylvania, and his territory 
has been taken over by James L. Henkle, formerly of 
California. Also announced is the appointment of David 
Winans, formerly Western district sales manager, to the 
post of advertising and sales promotion manager, taking 
the place of John Laun, who recently resigned. 








His “Crystal Cart” has just been introduced by the 
Fostoria Glass Co., Moundsville, W. Va., as a display 
aid for its dealers. It can be used with the background 
cards as a window or table display, or the cart alone can 
be used as a counter or island display unit. Made of 
black metal combined with brass, the cart will be avail- 
able in September to Fostoria dealers, at a cost of 
$7.50. 
* * * 
Mars M. Maper, of Columbus, O., has been appointed 
Eastern divisional sales manager of the Fostoria 
Glass Co., succeeding Einar Jacobson, who died recently. 
Mr. Mader has for some years been Fostoria represen- 
tative in Ohio, West Virginia, and part of Pennsylvania 
and Virginia. 
% * % 

ees, Inc., importers of china, glass and stainless 

steel flatware, has moved its headquarters from 
Berkeley, Calif., to New York, occupying Room 927 at 
225 Fifth Avenue. Gordon Fraser, head of the concern, 
and the Berkeley staff are at the new offices. with only 
the warehouse maintained in California. 


* % * 


trewey GLass, INC., importers of Venetian glassware, 
has moved from 33 West 46th Street, New York, 
to 148 East 54th Street. The move was made early in 
July. 
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Can You Top This? 


An excited young lady rushed into Potts jewelry 
store at Loris, S. C., to buy a wedding ring as a gift 
for her husband. 
¥ The eager wife easily selected the style of man’s 
$ wedding band she liked, but when asked the size, she 
1 replied brightly: 

“7 don’t know the size ring he wears, but his sock 
is size 12!” 

Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 
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The Book Shelf 


Schmuck- und edelsteinkundliches Taschenbuch, by Karl E. 
Chudoba and Edward J. Gubelin. Bonner Universtitats Buch- 
druckeri, Bonn, Germany. 161 pages, 25 figures, 2 color plates, 
and a supplement with 124 photographs of inclusions in dif- 
ferent stones. 


The German-speaking jeweler will find this little 
paper-bound book quite useful for reference, since it 
contains many sections that will prove helpful when he 
wishes to find out something in the shortest possible 
time. On the other hand, it is not complete enough to 
take the place of some of the larger gem books, and 





those who prefer to look things up in English will find 
the same material elsewhere, scattered, it is true, through 
several different books. 

The first 26 pages take the form of a dictionary, defin- 
ing the best known jewelry stone names. This is followed 
by an 8-page list of variety names, listed according to 
the main mineral under which they come. Then come 
22 pages on terms and definitions. Next, several pages 
on localities and geological terms, a section on chemical 
properties, and a long section on physical properties, in 
which we find a number of tables on various physical 
properties like dichroism, refractive indices and ab- 
sorption spectra. 

From pages 101 to 124 we find Dr. Gubelin’s specific 
contribution, a discussion of the inclusions in various 
stones, which is tied in with the supplement containing 
124 photographs that is found in a pocket in the back 
cover. Much of this material is very useful and Dr. 
Gubelin has carried the research on these lines to a 
point where it can be of value in showing the origin of 
a stone—Burma vs. Siam ruby, for example. 

As will be noted, this book contains a lot of useful 
data arranged in a tabular form which makes it easy 
to get without an intimate knowledge of German. Some 
may find it easier to obtain it here, even though the 
language is unfamiliar, than to search through several 
books in English. The authors speak with authority 
and are well qualified to write on the subject. 























PAUL 


19 East 26th Street (Near 5th Avenue) 
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OPEN STOCK 
DINNERWARE 


J 4 Kiche be uU 


Pattern No. 7658 


from 


LORENZ 
HUTSCHENREUTHER 


Available in Place Settings 
Open Stock 
94 Pc and 64 Pc Sets 





APPEARING IN AUGUST ISSUE HOUSE AND GARDEN 


A. STRAUB & C®@O., 


Established 1915 


INC. 


New York 10, N. Y. 
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ARTISTRY AND FANTASY 


by HAGENAUER 


In a modern mode, a group of animals, hand crafted in 
wood and bronze. 

Shackled elephant, all bronze—634” high. 

Birds are of beautifully polished wood with inlaid eyes 
and bronze feet. 5” high. 

Elephants with inlaid eyes and bronze tusks. 4” high. 


Send for leaflet of other Hagenauer creations. 


NEW YORK GIFT SHOW 
Room 1142, Hotel New Yorker 


Raiden Apt Smporting eae Thos. 


225 Fifth Avenue New York 10, N. Y. 

















LYNWOOD, one of our new Baronet patterns 
from Bavaria. Modern leaf motif in coin gold, 
green and tan on the coupe shape that is such 
a favorite in America today. Available for 
immediate delivery. 


FISHER, BRUCE & CO. 


One of America’s Largest Open Stock Dinnerware Houses 


221 Market Street, Philadelphia 6, Pa. » 1107 Broadway, New York 10, N.Y. 
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This silverware display at Conovitz's, Flushing, N. Y., has 
place patterns behind glass, clearly shown and bright! 
illuminated, in a relatively small space. A special follies 
is a serving piece display, at the left of the photo, It is 
hinged to the display cabinet, swinging out from it. 


A Stepping-Stone to Sales 
(From page 230) 


engraved with the name of the parish. 

Enright’s designs jewelry and remodels old pieces. To 
facilitate this work and make it easier for the customer, 
the store keeps a scrap book filled with sketches and 
photographs of old and new pieces of jewelry, which 
it has designed, as well as different trophies and awards, 
By examining this scrap book, the customer can pick 
up some ideas that may help him show what he wants. 

Enright’s is a family firm composed of Mr. and Mrs. 
John D. Enright and their two sons, James D. and 
Arthur K. Enright. Mrs. Enright is very active in the 
business and an interesting wedding gift designed by her 
has gone across very well. It is a sterling silver wedding 
cake knife which sells for $10 and which bears, en- 
sraved on its handle, the first names of the bride and 
groom and the date of the wedding. The bride actually 
uses it for the first time at her wedding, and will thus 
treasure it for sentimental reasons. 

Today, the job of obtaining more engraving business 
is up to James D. Enright. He spends much of his time 
calling on large industrial firms, high schools and col- 
leges. He explains the type of watch or plaque presen 
tation he is able to provide with free engraving, gill 
wrapping and delivered free. For this initial job. 
Enright’s asks a very modest sum. The purpose of this 
is two-fold. The final owner of the watch may become 
a customer, if for nothing else than a subsequent watch 
repairing job, which Enright’s hopes, in time, will lead 
to the sale of jewelry. It also brings the firm’s name and 
the quality of its work to the attention of the firm's 
executives, who likewise may become customers for 
jewelry and eventually for diamonds. 

Enright’s technique of tying-in engraving with its 
jewelry business has paid off, and the store now has 
so much engraving business, it can no longer take 
straight engraving jobs for other jewelers. 


THE JEWELERS’ CIRCULAR-KEYSTONE 














ift 


its 
jas 


ke 








Store Employees and Families in 
The Spotlight for Anniversary Ad 


A jewelry store’s anniversary celebration that created 
lasting good will, a vital element in all merchandising, 
was carried out by Green & Christensen Jewelers, River- 
side, Calif. 

Co-owner Luman W. Green said, “We were quite 
anxious to advertise our fourth anniversary in a way 
that would be unusual and completely different from 
other anniversary ads and sales. We thought it would 
be a good idea if the public knew our employees, in 
addition to knowing us. We decided to run the pictures 
of Vern Christensen and me and our six employees.” 

During the preparation of the newspaper ad, the own- 
ers counted the number of mouths that are actually being 
fed from the income of the store. It was thus a natural 
idea that the wives and children should be included in 
the firm’s presentation to the people of Riverside County. 
A group picture was taken of all the families, with the 
exception of two ladies not able to be present. 

After many captions were suggested for the picture, 
the one selected was: “If it doesn’t make any difference 
to you where you buy your jewelry. you can see it does 
to us. The group picture was run in the lower center 
of the almost full page ad and everyone’s name was 
listed beneath the picture. On the left and right border 
of the ad, the pictures of the firm’s employees and own- 
ers were laid out in vertical rows, with names and store 
duties beneath each picture. 


A free gift, with nothing to buy, was given to the 
couple living in Riverside County who had been married 
the longest. It was, of course, an anniversary clock, and 
was awarded to a couple who had been married 67 years. 

Co-owner Green said, “There was more favorable 
comment from more people on this promotion than any 
we had ever done before. People took the trouble to 
call the store and tell us how they had seen the adver- 
tisement. The employees said that almost everyone they 
talked with had something nice to say about the pic- 
tures of the personnel. The fine group picture of the 
children and their mothers made a big hit, and put a 
real personal touch to the event.” 

This comparatively simple promotion accomplished a 
major public relations job for the store. 





Setting the Stage 
(From page 214) 


top fashion event gained a great deal of publicity 
through the area’s newspapers. Three write-ups were 
given the exhibition in the Salem News. The last re- 
port carried a complete coverage of the show and printed 
a large picture. Other write-ups, including a picture, 
were in the Salem Record, and in the Youngstown, Ohio, 
Vindicator. 

The table top fashion exhibit was for educational pur- 
poses and was free to the public. Many home economics 
teachers brought their entire classes. Registration cards 
showed visitors from Pennsylvania, Indiana, West Vir- 
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HEIRLOOMS OF TOMORROW, 


3601 AVIATION BLVD. 
MANHATTAN BEACH, CALIFORNIA 











JEWE LERS BOX 252 BOXES | A charming addition to a young lady's 


for | boudoir — Little Bo Peep lamp — porce- 
ASSORTMENT $I 4 ? 5 lain lace figurine mounted on a porcelain 
° | base with a shirred French ninon shade 
| — Price $67.00 List. 
NO. 99 ASSORTMENT 


Yes! A complete assortment of Jewelry “<aee: os | Write for catalog. 


and Gift Boxes (252 Boxes), 6 handy ALL KINDS. 


assorted sizes, square or oblong shapes HEIRLOOMS OF TOMORROW, INC. 


. 36 each of 5 kinds, 72 of those you need most. All at this MANHATTAN BEACH, CALIFORNIA 


low price ... direct from manufacturer to you. And, best of 
all, you'll solve your Jewelry and Gift Box Problems once and —— 


for all. Buy now! For dependable supply, uniform quality and ‘ ‘ i 
prompt delivery .. . order direct from manufacturer and save. It’s easy! It’s profitable! 


Sizes from 2-7/16 x 1-7/16 x 13/16 to 7-5/8 x 1-5/8 x 15/16. 


hide of sverhit or ivory enamel paper. A BIG VALUE S T A Vi a N A ME S OT 
—yours today. 
ORDER DIRECT FROM THIS AD MONOGRAMS 


WRITE for illustrated catalog listing other special 
assortments and hundreds of STOCK JEWELRY AND 
GIFT BOXES, available plain or imprinted, or in special 
designs. 


ca’, “THE PACKAGE IS PART 
@y. OF THE PURCHASE” 


PICTORIAL PAPER PAGRAGE CORPORATION 


15116 MERCHANDISE MART 232 SOUTH LAKE STREET 
CHICAGO, ILLINOIS AURORA, ILLINOIS 


(COUPON) 























NOW YOU CAN RENT 
the simple, easy-to-use 
KINGSLEY 
MACHINE 

Write for details 


PICTORIAL PAPER PACKAGE CORP. 
232 South Lake Street 
Aurora, Illinois 
Please send special No. 99 assortment of 252 Jewelry and 


Gift Boxes—$14.25. Chaice of color [] Silver-White or 
{[] Ivory Enamel 


STAMPING MACHINE CO. 
Kingslesg ° ssasirens macnen 
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THE JEWELERS’ CIRCULAR-KEYSTONE 





An attractive accent in any deco- 
rative scheme. Formed in concen- 
tric circular planes of solid 
mahogany in natural hand-rubbed 
finish. Polished brass bezel and 
clean easy-to-read dial complete 
the smart appearance of this fine 


7 ringuide— DECORATOR BAROMETERS 


Ne. 235 CAMEO 
Wall Beremeter 


A true decorators’ piece in beau- 
tiful solid satin-finished fruitwood. 
Useful as well as ornamental. Indi- 
cates trends in the weather. Etched 
dial has rich silvered finish with 
graceful decorative details. Bezel 
is polished brass. 834” across. 


Ne. 237 FLAIR 
Wall Baremeter 


Appropriately named, this new 
model has a distinctive air in the 
modern trend yet is so simply de- 
signed it fits in anywhere. Case is 
light finished, solid fruitwood, a 
deep bezel of polished copper. Dial 
is jet black with white details. 
Diameter, 834”. 


weather-teller. Diameter 9”. 


$16.00 

















Ne. 232 CANTERBURY 
Peried Barometer 


Designed in dignified traditional style. Hand- 
tubbed finish in choice of solid mahogany or 
cherry case. Shows temperature, humidity, 
weather trends. Polished brass bezels and 
ornamental spindle. Etched dials and scales 
are richly silvered. Length 28”, width 9”, 
depth 24”. No.232-A Mahogany. No. 232-C 
Fruitwood. 
$60.00 


; Made and ¢ 


$16.00 


$16.00 


vv 








Guaranteed by A | R G U D E 


Ne. 231 CORONET 
 Peried Barometer 


Authentically styled, moderately priced. Beau- 
tifully finished, choice of solid mahogany or 
cherry case. Shows temperature, humidity, 
weather trends. Polished brass bezels and 
ornamental spindle. Etched dials and scales 
are richly silvered. Length 20’, width 6%”, 
depth 1%”.No.231-A Mahogany. No. 231-C 


Fruitwood. 
$25.00 


INSTRUMENT 





No. 229 WILLIAMSBURG 
Peried Barometer 


A masterpiece of colonial design and workman- 
ship. Shows temperature, humidity, weather 
trends. Satin finish in choice of solid mahog- 
any or cherry case. Finely etched, silvered 
dials and scale. Master quality jeweled, com- 
pensated movement. Length 38”".No.229-A 
Mahogany. No. 229-C Fruitwood. 


$150.00 


COMPANY 


F 
p “story and General Offices: 2210 WABANSIA AVENUE, CHICAGO 47, ILLINOIS 
Eastern Show Room: Room 703, 225 Fifth Avenue, New York 10, N. Y. 
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ing idle DESK COMBINATION UNITS 


Ne. 569 RIVIERA 
Twin Desk Combination 


Strikingly beautiful and unusual 
with a touch of tradition in its 
black wrought iron frame which 
harmonizes with the modern sim- 
plicity of its polished copper cases 
and jet black dials. Tells tempera- 
ture, humidity and weather 


trends. Height 5%”, length 94”. 
$17.50 


Ne. 506 PRINCETON 
Desk Cembination Unit 


A smartly styled weather instru- 
ment for home or office. Tells 
temperature, relative humidity 
and weather trends. Choice of gun- 
metal gray or ivory plastic case 
with polished brass base, two- 
toned dial and brass pointers. 
3%" high, 7%” long. No. 506-A 
Gunmetal Gray. No. 506-B Ivory. 


$10.00 


Ne. 230 BYRON 
Desk Barometer 


A refreshingly attractive and mod- 
ern weather forecaster. Case is 
shiny, jet black plastic, dial bone 
white with rich brown details. 
Bezel, easel and knob are polished 
brass. Compact 4” square. Depend- 
ably accurate. 


$6.50 


+ ae 
eA 
OS 
Fae 
gee 


oe 
Ship Wheel Combination a 


Deluxe nautical style weather jp. © 


strument. Beautiful refinement jp | 


every detail. Silvered dials with | 
satin brass hands. Base, cases “ 5 
spokes brass finished. Show 

weather trends, temperaty a 
humidity. 5%” high, 934" long. 
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Ne. 508 SHERWOOD 
Desk Combination 


An unusually handsome 
weather instrument with 
solid fruitwood case in nat- 
ural color, satin brass fin- 
ished bezel, solid brass legs 
and distinctive two-tone 
dial. Tells temperature, 
humidity and weather 


trends. 54” high, 944” long. 
$15.00 


“¥’ MODEL 


Ne. 226 DOVER 
Pendant Barometer 


Predicts weather, tells in- 
door temperature. Smooth, 
graceful case in maroon 
plastic. Dial and scale litho- 
graphed brass finish. A sen- 
sitive and accurate instru- 
ment in a modest price 
class. 84%” high, 334” wide. 


$7.50 



































Ne. 219 PILOT 
Ship Wheel Barometer 


Performs with famous nau- 
tical precision.Case bronze 
color, spokes polished 
chrome. Open faced dial 
with black details etched on 
white. Base is of finel 

grained solid walnut, hand- 
rubbed. 5%” high, 5%” 


wide. 


$12.00 


ing wile DESK AND WALL BAROMETERS 
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Ne. 223 WAVERLY 
Weed Desk Barometer 


A dependable, craftsmen- 
built weather instrument. 
Beautifully grained solid 
walnut case. Dial details 
lithographed on brushed 
brass finish. Bezel is high 
polished brass. Crystal is 
glass. 5” high, 54” wide. 


$12.00 


No. 220 HIGHLANDER 
Weed Wall Barometer 
Recommended especially 
for mountain areas. Has} 


novel and easily adjustapa 
altitude dial with range® 


5500 feet. Handsomely iit 
ished, dark, solid wood casey 


7%" square. Polished kt 
ring, knob and bezel. 


$10.00 
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Ne. 407 INDOOR-OUT- 
poor Thermometer 


Tells both indoor and 
outdoor temperatures. 
Mounted indoors. No 
holes to bore. 8%4" 
high, 4’ of tubing. Two 
tic case colors: No. 
07-A dark gray. No. 
407-B ivory. 


—ringuide— THERMOMETERS 


Ne. 402 
Outdoor Thermometer 


White vitreous en- 
amel scale with black 
details. Sturdy adjust- 
able aluminum mount- 
ing bracket. Magnify- 
ing type tube with 
non-fading red fluid. 


Height 7%”. 
$2.00 


Ne. 403 PENN 
Outdoor Thermometer 


Heavily plated brass 
mounting bracket 
quickly adjustable for 
best visibility. Scale is 
durable ivory vitreous 
enamel with black 
numerals and calibra- 


tions. Height 114”. 
$3.50 


Ne. 406 WINDOW 
Outdoor Thermometer 


Weather-proof plastic 
case of warm gray. 
Built for years of de- 
pence s service. 

asy-to-read dial with 
red pointer. Adjust- 
able bracket 4” long. 


Case diameter 334”. 


$2.50 


Ne. 305 
Iindeor Thermometer 


Authentic traditional 
design. Solid red ma- 
hogany case. Silvered 
scale with gradefully 
etched black mark- 
ings. Large tube pro- 
vides hig visibility. 


Height 9”. 
$2.50 


Ne. 408 COLONIAL 
Outdoor Thermometer 


Attractive period de- 
sign in a highly read- 
able thermometer. 
Scale is dark gra 

vitreous enamel wit 

white details. Adjust- 
able bracket is black 
wrought iron 15” high. 


$5.00 


Me. 101 ETON 
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Therm. 


Beautiful wall type 
_ témperature and 
humidity indica- 
tor. Black plastic 
case, chrome trim, 


silver finished dial 


_andscale with black 


details. 734” high. 
$5.00 


a Ainguide— HUMIDITY INDICATORS 
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No. 107 WALTON 
Hygrometer-Therm. 
A neat wall combi- 
nation unit. Attrac- 
tive two-tone dou- 
ble dial shows rela- 
tive temperature 
and humidity. Case 
is glossy black plas- 
tic. 49%" high. 

$2.50 


ALL PRICES SHOWN ARE RETAIL 


Ne. 105 CARLTON 
Hygrometer-Therm. 


A useful and beau- 
tiful instrument. 
Tells temperature 
and humidity at a 
glance. Warm gra 
plastic case, pol- 
ished brass base 
and dark gray dial. 
3%” high, 5%” 
long. 
$5.00 














Ne. 103 JUNIOR 
Hygrometer-Therm. 


Neat and compact, 
3%” square. Two 
tone dial tells tem- 
perature and hu- 
midity at a glance. 
Choice of plastic 
case colors; 103-A 
Black, 103-Blvory, 
103-C Maroon. 


$2.50 


Ne. 106 ROYAL 
Comfort Indicator 


Shows instantly 
whether room air 
conditions are ideal 
for maximum com- 
fort. Case dark gray 
plastic, 4” square. 
Polished brass 
bezel, two toned 
dial. 
$3.50 





Similar in princi- 
ple to No. 106 
Royal (left). Blond 
solid mahogany 
case, distinctive 
multi-colored dial, 
polished brass base. 
334” high, 7” long. 
$7.50 








Ne. 605 INDUSTRIAL 
Humidity Indicator 
Designed espe- 
cially for offices, 
stockrooms, fac- 
tories, warehouses 
and laboratories. 
Black metal case, 
chrome bezel, con- 
vex crystal. Diam- 
eter 4%”. 


$6.00 


sy NEW MODEL 





—$riing idle MARINE AND FISHING BAROMETERS 


Indicates fishing conditions 
and trends. Neat maroon 
plastic case. Easily read 
lithographed aluminum 
dials. Compact, sturdy and 
light in weight. Permanent 
carrying box. Case diameter 
3%”. Ideal gift for the 
fisherman. 


$7.50 





Traditional hanging type. 
Compensated for tempera- 
ture variations. Dial white 
coated brass. Diameter of 
case 444”. No. 211-B Nat- 
ural polished brass finish. 


$13.50 


No. 211-C High polished 
chrome finish. 

















Truly nautical and made to 
high marine standards. 
Compensated. Calibrated in 
inches and millibars. Diam- 
eter 6%". No. 213-B Natural 
polished brass finish. 


$16.00 
No. 213-C High polished 


chrome finish. 


$17.50 


Ne. 214 
Marine Barometer 


For rugged marine require- 
ments. Sensitive to slightest 
atmospheric changes. Com- 
ensated. Dial white coated 
rass. Diameter 5)4”. No. 
214-B Natural polished 
brass finish. 
$15.00 
No. 214-C High polished 
chrome finish. 


Neo. 10-W 
Wood Base Only 


Has been designed Ee 
cially to adapt both Nos _ 
213 and 214 for desk ys. _ 
in the home or office. Made _ 
of solid walnut and hand. — 
rubbed to a beautiful satin — 
finish. Illustration here _ 
shows base holding the. 
No. 213. 


$2.50 
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Oven Thermometer 
Aids in better baking. 
Easily read, fits any 


oven. Designed for 


- either sitting or hang- 
ing. Durable vitreous 
enamel scale. Height 
434". With valuable 
beoklet on baking. 


$2.50 


Ne. 801 
Reast Meat Therm. 


A rugged skewer type 
thermometer with 
siding pointer for in- 
isnt reading. Easily 

cleared stainless steel 
Length 54”. 
sad tempera- 

rith each 


ee 


ture < 
unit. 


Ne. 802 
Candy Thermometer 


Takes the guesswork 
out of candy and jelly 
making. Etched metal 
scale is easy to read, 
easy to clean. Solid 
maple handle. Length 
over all 114%”. Com- 
plete instructions in- 
cluded. 


$3.00 


Ne. 803 
Deep Frying Therm. 


Helps in lighter deep 
fat frying. Makes food 
more digestible and 
tastier. Etched metal 
scale and solid maple 
handle. Length 11)4’. 
Cooking chart and 
complete instructions 
included. 


$3.00 


Ne. 808 
Ceoking Therm. Set 


Three cooking ther- 
mometers in one set; 
roast meat, candy and 
dee Whe, Approved 
and used by Teuecs 
cooks. Beautiful per- 
manent chest type 
box. Directions, chart 
and skewer included 
with set. 


$7.50 


Mounted outside of 
freezer it shows tem 
perature inside 
freezer. Easily ins 
stalled, no holes to” 
bore. Beautiful easy: 
to-read blue and white 
scale. Length 5)’. 


$4.00 
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Fall Trade Show 


A TERRIFIC MARKET 


For America's Upper Midwest 
RADISSON HOTEL Where Progress Is Making Headlines 


GIFT SHOW 
¢) 





COME, SEE, COMPARE, SELECT AND MAKE 
YOUR PURCHASES IN CONFIDENCE. 


August 29, 30, 31—Sept. 1 


MAKE YOUR HOTEL RESERVATIONS EARLY 


STATE FAIR WEEK 


Helen Brett Trade Shows, Inc., 6 East Monroe Street, Chicago 3, Illinois 

















Luxuriantly hand-cut—two sparkling new 7" candle- 
stick designs in WATERFORD Lead Crystal from 


lreland. 
“ee Retail: Left, $35 per pair, Right, $25 per pair 


_ Visit our showrooms when you are in New York for the 
By every standard, the most exciting lead Jewelry Show, August 8-12. And see us at the New 
crystal you have ever seen—hand-sculptured York Gift Show, August 22-27—Statler Hotel, Spaces 
vases, bowls, ash trays, centerpieces, decanters, 33, 35, 37, 39. 

pitchers, stemware, candleholders, book ends, 


and “‘pieces uniques” of true museum quality. | GEO. BORGFELDT 
CORPORATION 


Established 1881 
44-60 E. 23RD ST., NEW YORK 10, N. Y. 
DAUM CRYSTALLERIE, INC | 712 S. Olive St. (Merch. Mart) 44 York St. 
225 Fifth Ave., New York 10, N.Y. i Los Angeles, Calif. Toronto, Ont., Canada 





Write for catalog or visit our showroom. 
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ginia and from towns in Ohio covering a radius of more 
than 200 miles. 

The table top fashion exhibit was entirely the under- 
taking of Sonnedecker and his wife, and preparations 
were made for over three and a half months. The show 
cost Sonnedecker’s about $800. The participating com- 
panies paid for their own transportation of exhibits and 
their other expenses. 

Sonnedecker’s “Festival of Table Settings” is an ex- 
ample of what the small city jeweler can do—on a rela- 
tively large scale—to promote table top fashions in silver, 
china and glass. 





Can You Top This? 


The lady who came into Skopek Jewelers, Reading, 
Pa., knew exactly what she wanted as a surprise gift 
for her husband. A wedding band would be fine, 
and she could also show the jeweler the exact ring 
size her husband required. 

It developed her sizing method was unique. She 
first explained that she had gone to a lot of trouble 
in order to get the size. Then, before the puzzled eyes 
of the jeweler, she unfolded a big sheet of wrapping 
paper and pointed to the outline of her husband’s left- 
handed working glove. She had traced it while he 
was asleep. The lady thought the third finger of this 
diagram would be just the right ring size! 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Counter Top “Palette” Displays 
Accelerate Costume Jewelry Sales 


The use of from five to seven “palettes” on the top 
of costume jewelry counters has considerably accelerated 
sales in this field at Hess-Culbertson Jewelry Co., S¢. 
Louis, Mo. 

During a complete remodeling of the store several 
years ago, Hess-Culbertson built an impressive separate 
island for costume jewelry, a layout some 15 feet long 
by 8 feet wide. However, it was found costume jewelry 
display in the interior of the cases did not sell as 
efficiently as counter top displays. “People seemed to 
hesitate to ask a salesperson to bring out several pieces 
of costume jewelry, even though they obviously were 
interested upon seeing it through the glass,” the man- 
agement said. 

It was decided to experiment with counter top display, 
a completely open display, where the customer could 
pick up the item and examine it without assistance from 
a salesperson. 

The costume jewelry department made use of attrac- 
tive trays, built of various materials and covered over 
with drapery cloth, velvet or satin. Turned out at low 
cost, these are developed in a variety of shapes, most 
of them closely resembling an artist’s palette. As many 
as two or three dozen pieces of costume jewelry can be 
readily accommodated. The palettes are spaced along 
the counter-top, a few feet apart, and usually are classi- 
fied according to one type of item, such as bracelets, 
rings, necklaces or clips. 
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| 
| Metals of Guaranteed Purity 
GOLD ° SILVER * PLATINUM ° PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM ° OSMIUM 

W. solicit your Sweeps oe 

| | Filings—Scrap Gold and 

| So Platinum—Metals 

of enaid Your Ol Gold Shipments 
WILL RECEIVE 
Special AMitention | 
| Kastenhuber & Lehrfeld, Inc. 
21 West 46th Street Tel. JU 2.2320 New York 19, N.Y. |f 
+ Est. 1895 * 
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Costume jewelry sales in all price brackets have multi- 
plied sharply. The jewelry on the palettes is rotated, 
with the same item not appearing more than one day at a 
time. Over the space of a few weeks, almost every num- 
ber from the costume jewelry stock appears on the 
counter top. 





Spark Store Traffic 
(From page 220) 


ments for the sale. “Table tent” folders were placed 
on all tables in the “Crystal Tea Room” of the store, 
and three windows were devoted entirely to the collec- 
tion of clocks, while a single clock and placard an- 
nounced the event in each of the other display windows. 

A feature of the event that was highlighted in the 
promotion was that Wanamaker representatives traveled 
directly to the Black Forest of Germany to meet with 
German manufacturers and secure clocks made to Wana- 
maker specifications and designs. Black Forest fac- 
tories are often a family and community affair, with 
every member being assigned a particular job. Spe- 
cific parts are then ‘ped and assembled at a central 
point. These human interest touches were also empha- 
sized in the promotion. 

The clock collection had models not only from Ger- 
many but also from England, France, Switzerland and 
Sweden. The different types included clear dome models 
that reveal the clock works, cuckoo clocks, mantel styles 
and dancing figure models. Wanamaker’s stated they 


introduced for the first time in this country the 400 day 
glass dome clock, which tells the time and moon phases. 
Another was styled the “current wonder of the Black 
Forest”’— a 20 inch high cuckoo clock featuring four 
peasants on a holiday, dancing to a gay folk tune. 





Indiana Jeweler Recognizes 
Heroic Act With Watch Gift 


When telephone operators save a life through swift, 
clear thinking in an emergency it is always an act 
worthy of wide recognition. Such an event occurred in 
Hammond, Ind., and Irving N. Chayken, prominent 
jeweler and owner of Armstrong’s Jewelers in that city, 
had a lot to do with recognition of it. 

An apartment house fire in Hammond was blazing 
away at 6 a. m. A man in the building managed to 
dislodge his telephone from its cradle and gasp weakly 
that his house was on fire. Mrs. Helen M. Zanco, a night 
supervisor for Illinois Bell Telephone Co., and Mrs. 
Margaret C. West, a switchboard operator, were on duty 
and heard this faint cry for help. Mrs. West flashed the 
alarm to the fire department, but discovered that the 
address the desperate man gave did not exist in Ham- 
mond. Mrs. Zenco quickly figured out four possible 
addresses because the call came from a four-party line. 
Fortunately, all four telephones were on the same street. 

Firemen speeded to the scene and, following a hunch 
supplied by the two operators, they checked one of the 
buildings first. It was the one on fire and firemen 
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stumbled over the unconscious body of Michael Rebey 
Jr. He owed his life to the swift action of the telephone 
operators. His mother, Mrs. Julia Rebey, has been an 
Armstrong employee for 15 years. 


oe pees 
eee 
RB: 


Chayken quickly recognized the heroism shown by the 
operators, and made arrangements to present watches 
to both women. Shown in the photo are: left to right, 
Ray Longhway, Hammond manager for Illinois Bell 
Telephone; Mrs. Margaret C. West; Mrs. Helen M. 
Zanco; Robert Clark, assistant district traffic superin- 
tendent of Illinois Bell; and Irving Chayken. 

As Chayken described his recognition of the heroic 
act, ““one good turn deserves another.” The Hammond 
press thought it deserved recognition, too. The story 
of the watch presentation appeared on the front page. 





Ring Remodeling Attracts 
Older Couples to Diamond Sales 


Attracting middle-aged couples into the diamond de- 
partment is the purpose of a year ’round ring remodel- 
ing promotion at Gerber’s, jewelers at Springfield, Mass. 

“Our ring remodeling program is simplicity itself,” 
Harold Ambush, head of the store, said. “We give the 
customer an inordinately large selection of ring mount- 
ings to choose from, and continuously sell the pleasures 
of remounting old-fashioned rings.” 

Ring remounting appeals particularly to couples be- 
tween 45 and 55 years of age. “Often, these are cus- 
tomers who are not usually seen in the jewelry store,” 
Ambush pointed out. “They are housewives who have 
already purchased all of their silver, china and glass. 
Then there are husbands who buy only an occasional 
gift. Ring remounting, however, has a definite psycho- 
logical pull on older couples, and we feel that because 
such couples are well able to afford not only remounting 
but a larger diamond, we put emphasis on this field.” 

New mountings are usually designed to give a new 
and larger appearance to the original stone. This plan 
appeals to those men who feel they cannot afford a 
larger diamond. 

The entire selling program hinges on a display which 
appears in Gerber’s main window. A small sign of bril- 
liant yellow cardboard, with a contrasting blue frame, 
calls attention to 12 to 36 styles of diamond ring mount- 
ings, shown in a tray below. This display is moved from 
point to point in the window throughout the year. 

Mountings are not arranged in the tray for mass 
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effect, but are deliberately spaced wide apart, so that 
passers-by can examine details at close range. The dis- 
play is often moved to only a few inches in back of the 
glass itself for close examination. 

Nor is there an impressive mass display of mountings 
in the diamond department itself. “We find it necessary 
only to have around three dozen choices of mountings 
where they can be exhibited one by one to the customer,” 
Ambush said, “because we have at least 100 choices in 
the ring cases. Every ring in which a diamond has already 
been set serves well as a mounting example. It is also easier 
to sell a specific mounting with the stone already set 
in it. And it is nothing unusual for a woman customer 
to become charmed by a particular ring, and for the 
husband to buy it, trading in the old ring in the process.” 





Diamond Industry 1953 


(From page 122) 


Screened gravels from Areas G and U are treated in the main 
plant. At Area M gravels are still being treated in a jigging plant, 
but will also be sent to the main plant when locomotives become 
available. A tube mill for the removal of magnetic and other 
constituents such as schist and shell was put into operation in 
December. Initial results were good and a second unit will be 
installed. Work is proceeding on the erection of a small re- 
cleaner cone in the Heavy Media Separation Plant. In the Re- 
covery Sector all +6 mm. gravel concentrates from the H. M. S. 
Plant are treated on continuous grease belts. Diamonds in the 
—6mm. concentrates are extracted by electrostatic separators. 

The scale of prospecting operations was considerably increased 
during 1953. The length of trenching completed was 22,708 me- 
ters, compared with 12,265 meters in 1952. 

The average number of European employees was increased to 
554 in 1953, and that of African employees to 4,010. 


BELGIAN CONGO 


The Belgian Congo continues to be the world’s largest pro- 
ducer of diamonds in terms of quantity, although second to South 
Africa in value. Belgian Congo production is approximately 96 
percent industrial grade. About three-fourths of the world’s sup- 
ply of crushing bort comes from here. 

About 95 percent of the Belgian Congo production comes from 
the Bakwango deposits, located between the Kanshi and Bushi- 
maie rivers. The other principal producing area is the Kasai field, 
an extension of the Angola deposits. All of the deposits are 
alluvial, but kimberlite pipes are known in the Katanga, Kasai 
and Lubilash River areas. 


Production for the past five years follows: 


Year Carats 
ere 9,649,896 
ns eee 10,147,471 
eee 10,564,667 
ee ee 11,608,763 
I 6 ang aha 12,580,256 


The breakdown of production for 1953 into companies and 
values is given below: 








Carats Value 
Kasai Area 
Forminiere ............ 374,185 £615,000 
Societies de PEKL...... 150,014 246,000 
Sté Miniere Bécéka.... 39,859 66,000 
Lubilash Area 
S. M. Bécéka..........12,016,198 5,231,000 
12,580,256 6,158,000 


SIERRA LEONE 


The Sierra Leone diamondiferous gravels lie within the Bafi- 
Sewa River drainage system. At the present time all production 
is from the Kono district. The diamond bearing gravels are 2-5 
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feet thick, overlain by 2-20 feet of overburden. The diamonds 
recovered are generally small, averaging 2-5 stones per carat. 
In 1953, about 68 percent of the total production was industria] 
grade. 

Diamond Mining in Sierra Leone is done exclusively by Sierra 
Leone Selection Trust, Ltd., a subsidiary of Consolidated African 
Selection Trust, Ltd. The company commenced operations jp 
1934, having obtained an exclusive diamond mining license for 
the whole territory. Mine headquarters are at Yengema. 

Total production for 1953 was 472,934 carats. Production fig. 
ures for the past five years follow: 


Year Carats 
See 494,119 
re 655,474 
ee 475,759 
aoe 451,426 
Re 472,934 


FRENCH EQUATORIAL AFRICA 


Total diamond production in French Equatorial Africa during 
1953 amounted to 140,144 carats. The principal producing com- 
panies, and their production, follow: 


Company Carats 
Compagnié Miniére de l?Oubanghi Oriental 
erry weer eereere 63,185 
Societe de Recherches et d’Exploitation 
Diamantiferes (SOREDIA) ......... 8,049 
Societe Miniére Intercoloniale (SMI)...... 31,656 
Compagnié Miniére de Carnot............ 12,000° 
Societe .Miniére de l’Est-Oubanghi........ 10,000° 


1 Estimated. 


FRENCH WEST AFRICA 


The principal diamond deposits in French West Africa are in 
Haute-Guinee, midway between Beyda and Kisidougou. Total 
production in 1953 was approximately 180,000 carats, of which 
about 66 percent is industrial grade. 

Principal mining companies and their production during 1953 
are as follows: 


Company Carats 
Societe Guinéenone de Recherches et 
d’Exploitations minieres (SOGUINEX).... 41,653 


Societe de Recherches et d’Exploitations 
Miniéres en Cote d’Ivoire (SAREMCI).... 100,000 


The Societe Miniére de Beyla, created during the year, pro- 
duced about 4,000 carats per month for only part of 1953. This 
company has under construction a new washing plant with a 
capacity of 8-10,000 carats per month. 

SAREMCI is increasing their mechanization and expect to 
exceed its 1953 total during the coming year. 


GOLD COAST 


The diamond deposits of the Gold Coast are in the Birim River 
district, about 65 miles northwest of Accra. The diamonds are 
in gravel 2-5 feet thick, covered by 2-10 feet of overburden. 
Diamonds average 20-22 stones per carat. The gravels yield about 
1.5 carats per cubic yard. Company (CAST) production in 1953 
was 84 percent industrial, 16 percent gem, while the over-all 
production (company plus native) averaged 70 percent indus- 
trial, 30 percent gem. 


Production in 1953 was 2,167,364 carats, divided as follows: 
Producer Carats 
Consolidated African Selection Trust (CAST) 836,713 





Other European companies................... 80,716 
eer eee t errr Te 1,249,935 
2,167,364 


African diggers must be licensed and license holders are or- 
ganized in two associations, the African Diamond Diggers’ Asso- 








1 Report of the Mines, Labour Inquiry Committee, Government 
Printing Department, Accra, 1953 (summary in the Diamond 
News, Dec. 1953). 


——————, 
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ciation which has a predominantly Nigerian membership, and the 
African Diamond Winners’ Association which is composed entirely 
of Gold Coast Africans.’ Working conditions are said to be very 
unsatisfactory, and extensive illicit digging is being carried out. 
The illicit digger works only rich pockets, and thus seriously 
depletes the industries ore reserves. A bill has been introduced in 
the Gold Coast legislature to help prevent illicit practices in con- 
nection with mining and selling diamonds. 

Gold Coast diamonds produced by African diggers are deposited 
in one of the banks, then are evaluated by a Government valuer. 
Sales are made by the banks direct to consumer, rather than 
through channels controlled by larger producers such as De Beers. 

It is stated that the Gold Coast is now producing one-seventh 
of the world’s industrial diamonds, an output about five times 
what it was three years ago. 


ANGOLA-PORTUGUESE WEST AFRICA 


The diamondiferous area of Angola is a continuation of the 
diamond bearing region of Kasai, Belgian Congo. It consists of 
a concession of 14,000 sq. km. within the basins of the Tshikapa, 
Luachimo, Chuimbo and Luembe rivers, tributaries of the Kasai. 
The mines in active operation are in three divisions, the Cassan- 
quide, Andrada and Maludi. 

Companhia de Diemantes de Angola holds exclusive rights for 
diamond mining in the province of Angola by virtue of a con- 
cessional grant of the Portuguese government. The company at 
present has 45 washing plants in operation, distributed over 38 
open pit mines. In 1953 the company employed on an average 
320 white and 17,665 native employees. 

An excellent detailed account of the Lunda diamond field has 
been published: “Diamond Deposits in Lunda,” by Carlos Freire 
de Andrade, Companhia de Diemantes de Angola, Services Cul- 
terais, Lisbon, 1953. 

Production in 1953 was 729,377 carats and was divided among 
the three groups of mines as follows: 





Group Carats 
Cassanguidi Group ............. 158,606 
Andrada Group ................ 298,012 
Maludi Group ................. 271,934 
Prospecting Groups ............. 825 

729,377 


TANGANYIKA 


Diamond production in Tanganyika in 1953 amounted to 
170,679 carats, valued at £2,100,000. Most of the production is 
from the Mwadui mine of Williamson Diamonds, Ltd., in the 
Shinyanga district. Production by Alamasi Ltd., amounted to 
13,771 carats in 1952, 8,738 carats in 1951. 


A summary of Tanganyika production for the past four years 
follows: 


Year Carats 

I i is arena 164,996 
ee 108,625 
ee 143,023 
A 170,679 


A dam is being constructed by Williamson Diamonds Ltd., 
designed to impound 2,000,000,000 gallons of water, which will 
be delivered to the mine at the rate of 1,000,000 gallons a day 
through a three mile, 12 inch pipe line. 

This will provide sufficient water for a recovery plant under 
construction. This plant will be one of the most modern diamond 
recovery plants in Africa, and will increase the present capacity 
to handle gravel by six or seven times. 

Present payroll of Williamson Diamonds Ltd., consists of 142 
Europeans, 58 Asians and 3,500 Africans. 


BRAZIL 


No reliable diamond production figures are available for Brazil. 
Large scale illicit operations by both buyers and sellers render 
official figures meaningless. 

Brazilian Mining Code requires registration of local output at 
point of departure and for an export permit at the Internal Rev- 
enue office in Rio de Janeiro. Complicated red tape and high 
tax promote illicit operations to such an extent that official pro- 
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duction figures for 1953 list only 15,881 carats, while it is well 
known that actual production is at least 200,000 carats, and per. 
haps much more. 

Diamonds are mined in the states of Minas Gerais, Para, Bahia, 
Mato Grosso, Goias, and Sao Paulo, mostly by individual miners 
known as garimpeiros. 


BRITISH GUIANA 


Diamond production in British Guiana in 1953 amounted to 
39,306, carats, of which about 60 percent is said to be of indus. 
trial grade. 

Production is mostly by individual miners or small groups, 
since most deposits are too small to be operated on a large. 
scale basis. Maximum production was reached in 1923 when 
214,474 carats were reported. Production figures for the past five 
years follow: 


Year Carats 
ne 33,941 
eee 37,462 
1951............ 43,260 
a 38,305 
1953 35,306 


VENEZUELA 


The diamondiferous areas in Venezuela are in the State of 
Bolivar, in the region of the upper and lower Caroni, the Paragua 
River, and at Icabaru. The richest deposits are around Peraitepu 
in the upper Caroni on the Gran Sabana. 

Production has gradually increased with increased mechani 
tion. It is stated that the Venezuelan Diamond Company has 
invested more than $1,000,000 in equipment. 

Total production in 1953 was 84,790 carats. Production aoe 
for the past five years follow: 


Year Carats 
a 56,662 
1950........ 60,389 
166] ............ 63,227 
ae 98,291 
| 84,790 


Of the total 1953 production, 55,239 carats was from the First 
Mining District, and 29,551 carats from the Third Mining Dis- 
trict. 

Official figures’ give for 1953 the following breakdown for 





1 Direccion de Minas, Ministerio de Minas e Hydrocarburos, 
Estados Unidos de Venezuela. 





77,416 carats graded into gem and industrial qualities. 





rr 20,976 
Industrial ................. 39,920 
eer 16,519 

77,415 


OTHER COUNTRIES 


Other countries where diamonds are found in small quantities 
include India, Borneo, Australia, Southern Rhodesia, Surinam, 
and the United States. Total production from these probably does 
not exceed 5,000 carats yearly. 

India is the principal producer, with a 1952 production of 
2,054 carats valued at Rs. 478,299. Richest deposits are the 
Mujgowan deposits of the Panna district, Vindhya, Prodesh. 
An examination of the Mujgowan diamond bearing pipe by John 
A. Straczek, U. S. Geological Survey Geologist’ revealed that 








1U. S. State Department Foreign Service Dispatch No. 1831. 


—— 








the pipe is not the source of the diamonds in the associated 
pre-Cambrian Vindhyan conglomerates. The pipe is younger and 
intrudes the diamond-bearing conglomerates. As a result of his 
examination, Straczek recommended that the pipe should be 
drilled and sampled. 

In Surinam diamond mining is still in the prospecting stage. 
Production in 1951 was 34 stones weighing 8.8 carats. In Aus- 
tralia it is reported that only one man mined for diamonds 
during the year, and produced 100 carats. Copeton is the prin- 
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cipal producing area. Prospecting is being carried on in 
Southern Rhodesia, with a reported production of 38.5 carats 
valued at £427. No activity was reported at the diamond pipe 


near Murfreesboro, Arkansas. 


_——— 


The Empire Builder 


In the early 1870’s there was a mad scramble of 
European nations to obtain colonial possessions on the 
dark continent. About this time a very sick young English- 
man named Cecil Rhodes went to South Africa. The 
doctors had given the youth but a few years to live. How- 
ever, the South African climate restored his health and 
Rhodes took a new lease on life. 


ey Oy GF 
RHODES 
[853-1902 
EMPIRE 
BUILDER 





HY, 


For a time he tried his hand at raising cotton in Natal. 
Later he went to the diamond fields and amassed a vast 
fortune in the great pit at Kimberley. (He was a million- 
aire at 19 years of age.) 

Rhodes became a member of the Cape House of As- 
sembly and soon won renown as a shrewd and far-sighted 
statesman. Rhodes was not only a man of vision, but a 
man of action as well. In 1888 he sent agents to obtain 
mining rights in wild Mashonaland from old King Loben- 
gula. 

Colonization was the Empire Builder’s next step. At his 
own expense Rhodes in 1890 sent a pioneer column of 
900 men with 117 bullock wagons trekking northward 
from Mafe King across the Veldt. Four hundred miles 
beyond the Limpopo the town of Salisbury was planted 
and each of the settlers received a farm. This was the 
beginning of the colony of Rhodesia. 

In 1890 Rhodes became Prime Minister of Cape Colony. 
Unceasingly he labored to realize his dream of unifying 
all of South Africa under British rule. His ambitious 
plans were firmly opposed by the Boers. 

In 1899 when war broke out between the British and 
the Boers, Rhodes played a prominent part in the defense 
of the Kimberley diamond mines. He died at Capetown in 
1902 (at the age of 49) and was buried on a hilltop near 
Bulawayo in Southern Rhodesia. 

The greater part of his large fortune was left in trust 
to establish the famous Rhodes Scholarships to Oxford 
University in England. 
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PORTLAND, see Herbert I. DALLAS, see Alfred A. West 
Henry from Aug. 22-27 at the from Sept. 5 - 10 at the 
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resistant, "bell-case'' displays treasured heirloom watch. 80% of your 
customers have old watches! Guide them to an “‘original’’ TREASURE 

DOME. Makes a modern, 
iidiaiacieaaiiaas useful, easy-to-wind time- 










piece .. . Nationally 
Advertised .. . Proven 
Sales . .. Helps you de- 


velop extra repair work. 

i AVAILABLE AT 

) YOUR JOBBER 

or write Carol 

Beatty, Dept. 108- 

O, 7410 Santa Mon- 

ica Blvd., Los An- 

geles 44, Calif. 
$7.00 Keystone. 





TREASURE DOME 
with round base (no 
pen) $4.00 Keystone 
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SELL AMERICA'S MOST 
PROFITABLE LINE OF 

10 KT. AND GOLD FILLED 
EARRINGS & BRACELETS 
iMS> JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 
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Additional Window Space Gained 
By Building Extra Window Floor 


The problem of additional window display space was 
solved by the Loughlin Goodwyn jewelry store, Hender. 
son, N. C., by installing an extra floor in the windoy. 
This made possible four smaller, individual windows. 
They are decorated by removing a panel from the back 
thus permitting them to be decorated from the store 
itself. The panel is no hindrance to large pieces being 
displayed because it lifts out completely. 

The windows have advantages peculiar to their smaller 
size. They offer an excellent opportunity to set up 
displays which are designed to capitalize on a “stage” 
setting, because the windows themselves are like little 
stages. More windows can also be set up with different 
themes at the same time, without one window clashing 
with the other. 

These windows are particularly effective at this store 
because the sidewalk is lower than the store entrance, 
which makes both the upper and lower displays closer 
to eye level. 





“Old Watch Contest”” During Rodeo 
Spurs Watch Sales at Arizona Store 


An all-time record number of visitors to the watch 
department and a sharp pick-up in watch sales were 
results of the “Old Watch Contest”? which was staged 
by Rosenzweig’s Jewelers in Phoenix, Ariz. 

The ten-day contest coincided with Phoenix’ annual 
spring rodeo which brings thousands of tourists to the 
city. Local residents grow beards and don cowboy 
and pioneer clothing. For several months before the 
event, many visitors had been bringing to Rosenzweig’s 
old watches dating back past the turn of the century 
for reconditioning. “Why was something of a mystery,” 
Ben Rosner of the watch department said. “Possibly, 
old heirloom watches were being resurrected for wear 
with pioneer costume during rodeo week. At any rate, 
we were surprised at the regularity with which customers 
brought in antique timepieces.” 
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So Rosenzweig’s used a one-quarter page newspaper 
ad to announce the “Old Watch Contest.” Offered as a 
prize was a $71.50 wristwatch of the winner’s choice. 
Along with publication of the ad, which was repro- 
duced on sign standards throughout the store, one win- 
dow, shown in the photo, was devoted to an appropriate 
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en and ply, of some of the old cinepeess chat | Thara’s @ year-round demand 





Within the first few days of the event, one customer ‘ 
brought in a heavy pocket watch made in 1850, while for ifts h GERITY! 
others dating back almost as far appeared daily. As 2 
soon as each watch was inspected and a receipt turned : . : 
over to the owner, it went on display in the window. The Co-ordinated and expanded line, beautif ully 
pocket watches, which made up most of the submissions, packaged, builds repeat sales for extra profits! 


were shown under tiny plastic domes on the window 
floor. This lent a museum-like air to the display and 
also assured watch owners their timepieces were being 
protected. 

Many impulse sales and much attention was focused 
on Rosenzweig’s large and well-equipped watch repair 
department as a result of the “Old Watch Contest.” 


@ Georgian Serving Set 
(13 Ye” long) 


A Salad fork is an authentic 1740 
replica in heavy silver plate with 
all the charm of an antique! 





B Serving spoon matches fork. 
Graceful lines and that solid feel 
give instant appeal. 


$5.00 singly discounts 


Public Seeing Watchmakers at Work 
Is Good Advertisement for Store 


The large watch repair department of Joseph I. 
Schwartz Jewelry Co., Denver, Colo., is located in the 
rear of the main salesroom, but it has three windows 
facing on a side street. In front of each window is a 


















watch repairer at work at his bench. The store’s mana- 3 Carving Aid 

ger says, “It is our best advertisement. Hundreds of seen io the eft Enstieh 
people pass the windows every day, and many stop to “joint fork” in heavy, ~ 0 
watch the craftsmen at work. Even if they do not, they tiful silver plate. A wonder- 


fully welcome gift 
$10.00 Full trade discounts 


© Carve-ette 


The joint fork in modern 
dress. Highly polished 


become thoroughly acquainted with the fact that we 
have an active watch repair department, from which 
watch repairs can be obtained quickly.” 





Can You Top This? chrome with stainless steel 
tines. It’s a steady, fast, 
At Peddicord’s Jewelry in Blackwell, Ind., a woman profitable seller. 


asked to look at ladies’ watchbands. Since the store 
was not very crowded, she had a half hour to 
thoroughly examine the complete stock. When the 
clerk inquired as to which watchband she liked, she 
replied enthusiastically: 

“Oh- I don’t want to buy any myself. But now I 
can tell other people where to buy them!” 


That woman should go into the business of selling 4) Georgian ladle a3” ae, S 


mouth to mouth advertising. 


$3.50 Full trade discounts 


Unusual! Matches serving set in design. = 
Write us a note aVout your unusual business experience Ideal for punch bowl or soup tureen. — 
(Literary style is unimportant). $5 will be paid for each Generous capacity! Heavy silver plate. $10.00 Full trade discounts 


story published. Address JC-K Editorial Dept., 100 E. 
42 St.. New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 


© Candle Snuffer 


It’s new! Designed to match 
other Georgian items and 
build repeat business. 
Nothing like it at the price. 
Heavy silver plate. 


$2.95 Full trade discounts 


© Carving Fork 


Gleaming chrome with stain- 
less steel tines. Note the 
down-to-earth retail price 











The Men’s Jewelry Story 


(From page 171) 


display three different types of men’s dress—evening, 
business and sports with appropriate jewelry. 

Men’s sports and hobbies can be used most effectively 
to gain masculine attention. In Sketch B, fishing is fea- that means big volume. 
tured with as many of its accessories as window space $2.50 Full trade discounts 
permits. The grouping to the left includes a photograph Silver plate items in tarnish proof Pacific Cloth bag and boxed. 
or other illustration of a fisherman in characteristic 
costume and pose (you can surely beg or borrow such GERITY- MICHIGAN CORPORATION 
a picture or perhaps you have one of your own!), a FFs 
typical fly-bedecked hat, a box of flies and any other Giftware Division 
equipment you wish to use. Include a rod if you have 1365 E. BEECHER STREET, ADRIAN, MICHIGAN 
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Full color, hard hitting, outstanding. 





You select the merchandise you want 





Your name and address appears in four olaces 






You get your own individual store policy 


- Contracts 
- Receipt Books 







- Collection Letters 
- Paid Up Letters 


Write for free samples 


S.J. SURNAMER CO. Inc. 


370 7th Ave. NLY. 


Booth No. 322 









Tel: LOngacre 4-6650 
ANLRJA. 





Ne Climb aboard the 
mia_. 
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GRAVY TRAIN! 


Olympic offers you four sensational summer sellers 












ee —-—- 
- 


to pull more traffic, open new accounts, and net you 
plump profits on terrific mark-ups! 





Unquestionably—the sensation 
of the industry! 





THE PLAYTIME — Model 445: 
3-way AC-DC and Battery 


Portable. 





COUT ECELET ELLY 


= 2a = & 


I te 


THE MELODY — Model 441: Pow- 
erful AM table set brings in all 
standard broadcasts. Civil de- 


fense markings. 






THE HOLIDAY 
Model 449: 
purse-size 7 
portable, only 5! 
31/, Ibs. ———_ 





See us at Booth #321 — ANRJA Trade Show! 


Olympic Radio & Television, Inc. 
Long Island City 1, N. Y. * STillwell 4-6961 











the space. Decorative fish cut-outs suspended from the 
ceiling fill the background space. Jewelry is arranged 
on step elevations on either side of the window. The 
copy card suggests that “Even a Fisherman must dress 
up sometime—and here are the proper accessories,” 

Caricature heads draw attention to the merchandise jn 
Sketch C. Cut-out heads top dowels which serve as 
supports for angled display pads which hold merchap. 
dise. Units such as these are easily assembled by a 
carpenter and can be used in various ways, eliminating 
or replacing the cut-outs. A background of city build. 
ings painted on cardboard lends a business-like atmos. 
phere to the display. 
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MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYs 
Material Source 


Sketch A 

Panels with collars, cuff and Make in store 
necktie 

Fabric for covering panels 

Silhouette figure of girl 


Department store 


Cut from heavy card- 
board and cover with 


dark fabric 


Autumn leaf cut-outs Make in store 


Copy card Show card writer 

Sketch B 

Fishing picture and equipment Borrow from Sport 
Store 

Fish cut-outs Make in store and paint 
decoratively 

Copy card Show card writer 

Sketch C 

Head cut-outs Cut-out in store and 


have artist or show 
card man decorate 
Make in store or have 
local carpenter con- 
struct 
Department store 
Cut-out and paint in 
store 


Display units 


Fabric for covering units 
Background panel 





Fashion Facts For Men 
(From page 172) 


coordinated which gives retail jewelers powerful, practical 
material to work with in fashion selling. 

Men’s jewelry fashions for Fall and Winter are mascu- 
line, striking, dramatic! The following points can be 
elaborated upon for fashion copy and tied-in with pro- 
motional copy on clothing. 

Men’s jewelry is packed with color excitement. Im- 
portant: black jewelry with bright accents. Vivid enamel 
touches of red, pink, blue, yellow. Brilliant colored stones 
in gold and silver settings. 

In clothing, roulette colors in a winning combination 
of red and black are being touted by Esquire, the fashion 
magazine for men. These colors spin around in gay com- 
bination on ties, socks, vests, sport shirts and accessories. 
The color story in masculine jewelry makes an excellent 
tie-in for a roulette promotion. 

Men’s jewelry is also market with elegance! Impor- 
tant: elegance of sculptured gold. Elegance of fine colored 
stones set in karat gold or sterling. Elegance of woven 
mesh designs. Elegance of hand-engraving, dimensional 
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motifs. Elegance of modern abstracts and geometric de- 
signs. Elegance of “Victorian” styling. Elegance of 
diamond settings. 

Dark Lightning is the Esquire description for the 
leading trend in men’s clothing. Deep, rich night-tones 
in pliable fabrics combine comfort, elegance and sophisti- 
cation. Newest colors of this season are darker charcoal, 
black, midnight blues and pitch-browns. “Dark Light- 
ning” is a dramatically descriptive term and provides a 
wonderful tie-in with the elegant theme in jewelry and 
also as background to be sparked with the color theme. 


CONVERSATION PIECES 


Men’s jewelry is taking a conversational turn! Cuff 
links are now conversation pieces—jumbo size! Cuff 
links and tie bars come in unusual audacious designs. 
There is a leaning toward boldness in design. Demi-size 
tie bars and cuff links, newly small in size form another 
side of the fashion picture. “Edwardian” look is a matter 
for conversation—watch chains to drape across vests, 
watch fobs, charms, pocket watches! 

The Plush Touch, once reserved for king’s robes and 
opera clocks, now belongs in every man’s realm, says 
Esquire. From sports clothes to evening wear, piled fabrics 
are used with a lavish hand: velvets, velveteens, corduroys 
in solids and prints—as trims and for entire garments— 
add news to cashmeres and suedes. Brushed fabrics with 
the touch you love to touch—“The Plush Touch.” Tie-in 
promotion with “elegant jewelry theme.” Also tie-in with 
“conversational jewelry” of bolder, dimensional designs 
since piled fabrics need bold looking jewelry. 


ADVANCE GUARDSMEN 


Daring—bold—audacious—adjective for men of des- 
tiny since time began, says Esquire. Such men dare to be 
different, to inaugurate the new, to be first in everything 
they think, do, and wear. Such men lead, never follow 
the herd. For these true individualists “Advance Guard 
Fashions” that lead the crowd. Tie-in promotion with 


unusual jewelry of extreme styling, especially “conversa- © 


tion pieces.” 

As we said before, manufacturers are pounding away 
at these fashion promotions in consumer advertising of 
every description. Leading department stores are pound- 
ing away on the same themes in forceful newspaper adver- 
tising. In everything men pick up to read and in their 
radio and TV entertainment they are subjected to the 
same, powerful fashion pressure. This is true in both 
the clothing and jewelry field. This does not mean, how- 
ever, that retail jewelers can depend upon the advertising 
of manufacturers to sell their customers. 


CONVEY THE FASHION MESSAGE 


The fashion message is effective for the individual 
jeweler only when it is told by the individual jeweler! It 
is no use dangling an empty hook and line into a stream 
where lots of fish are biting and all the other men are 
using bits of bright flannel. Each retail jeweler must do 
his own fashion selling or he’ll find his customers desert- 
ng him for stores which use plenty of powerful fashion 

alt. 

The season is here, the jewelry is here, the promotional 
material has been largely prepared. Good selling! 
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JEWELERS 
ACCEPTANCE CORPORATION 


FINANCED OVER 8 MILLION DOLLARS 
OF SALES IN 1953 


JAC's financial experts in the jewelry field 
will help you: 


Expand your sales volume 
and 
Discount your merchandise purchases. 


This service will cost you no more than $2.00 for 
each $100 of additional sales. 


For complete details write or call one of the follow- 
ing officials. 


R. A. Knight — W. J. Botto — L. R. Eisner 





Jeweler's Acceptance Corporation 
608 Fifth Ave., New York 20, N. Y. 
Plaza 7-8680-1-2-3 











SELL AMERICA'S MOST 
PROFITABLE LINE OF 
10 KT. AND GOLD FILLED 


EARRINGS & BRACELETS 


JMS Jewelry Manufacturing Co. 


256 LIBERTY STREET, BLOOMFIELD, NEW JERSEY 
World’s Largest Manufacturer of Quality Earrings 

















REFINING PRECIOUS 
METAL WASTES 


GOLD-SILVER-PLATINUM 


By C. M. Hoke 
$ 750 


A Valuable Handbook 
for the Jeweler onal 
Remittance with Order 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd St. New York 17, N. Y. 
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Pen-Pencil 





Combination 
sey 3 Pencils 
1 Pen 


PEOPLE EVERYWHERE 
ACCLAIM the incomparable 
new NORMA COMBINATION 
—the quality-constructed 
pen-pencil for all writing 
needs! It includes 3 colored 
pencils—black, red, blue— 
and a smooth-writing pen. 
Ink refill Is easily inserted in 
a few seconds . . . Manufac- 
tured and guaranteed by 
Norma, leaders in quality 
Multikolor Pencils for 25 years. 






| 























Retailing at $5.95 the NORMA 
COMBINATION is a worthy 
addition to the regular line of 
nationally - advertised Norma 
Multikolor (4-in-1) Pencils from 
$5.00 to $100.00. 
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Ink Refili 49¢ 
INTRODUCTORY OFFER 
1 EXTRA INK REFILL 
NO CHARGE 







ANRJA SHOW 


Waldorf-Astoria Hotel 
New York 


August 8th-1 2th 








NORMA PENCIL CORPORATION. Norma Building. 137 West 14th Street. New York 11. N Y 
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Jeweler Presents Gifts to 


Four Graduating Classes 


The F. & F. Jewelry Co., Port Jervis, N. Y., gained 
good will and publicity by presenting gifts to the 
graduating classes of no less than four high schools. 
located in Port Jervis, Matamoras, Milford and Eldred. 
The store gave sterling silver in their favorite pattern 
to the girls of the senior class and gold colored keys to 
the boys. Parents of the girls were invited to accom. 
pany them to see how their tastes varied from their own 
in the selection of the silverware. 

The event received a good write-up in the Port Jervis 
Union-Gazette. 











Can You Top This? 


In Gloucester, Mass., two spinster sisters—dedi- 
eated bargain hunters—arrived early on the first 
day of a sale in the jewelry store of W. E. Blanchard, 
Some brass brackets, designed to support hanging 
flower pots, were among the price-reduced merchan- 
dise. Upon seeing them, the two sisters went into a 
huddle. Then they asked the clerk whether the 
brackets would hold bird cages. They were told yes. 

“Well,”? said one sister to the other, “let’s buy a 
couple. We might get bird cages some day!” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept. 100 E. 
42 St... New York 17, N. Y. No manuscripts returned; 
all become property of JC-K. Jeweler’s name and town 
will be used in story unless request is made to omit it. 











Albany Jeweler’s Ad Ties-In Store 
With Celebration of Colonial Event 


Tradition, an important factor in buying jewelry 
from the jeweler, was the meaning behind an impressive 
ad by the Frank Adams jewelry store, Albany, N. Y. 
The jeweler saluted his city on the 200th anniversary 
of adoption of the Albany Plan of Union by empha- 
sizing the traditional services offered at Frank Adams. 

The ad was captioned, “Jewelers by Tradition,” and 
featured a sketch of a scene in front of the Frank Adams 
store many years ago. The copy read in part, “From 
the hands of an artist, an object of lasting beauty. When 
the founders of our American Plan of Union met in 
Albany 200 years ago, jewelers were craftsmen, working 
with simple tools and the acquired knowledge of cen- 
turies to create and produce personal adornment of great 
beauty. 

“Today, this skill lives on in Frank Adams’ work: 
rooms, for today we employ trained craftsmen whose 
expertness in jewelry design and construction is rapidly 
becoming known throughout the Capital District for its 
beauty and originality. 

“‘We extend a cordial invitation to visit us and see the 
many: traditional services at Frank Adams.” 
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IT’S SO EASY TO SELL 
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The Quincy 
New, compact styling. 
Model 3X521 


Radio 


Heres one item that’s sure to move off your shelves in a 
hurry! It’s the lowest priced RCA Victor radio— and one of 
the fastest selling, too! Here are four important points that 
will help you clinch sales: 


@ RCA tubes are extra powerful . . . long- 
lasting too. 


@ Permanent-magnet, electro-dynamic 
speaker is extra-sensitive—brings you the 
rich ‘“‘Golden Throat’’ tone. 


@ Extra-large, built-in Magic Loop antenna 
—no outside connection needed. 


| It’s compact—less than 7” high, weighs only 5 lbs.! Fits in a 
bookshelf, packs in a suitcase—it’s ideal for apartments and 


for people on the move. @ Automatic volume control maintains uni- 


Powerful—uses new RCA miniature tubes that have as much form volume on weak and strong stations. 


power as you'll find in many larger radios. @ Rubber-mounted tuning condenser vir- 
3 tually eliminates “‘howl’’ due to feedback. 
Has famous “Golden Throat” tone system — an exacting balance @ Operates on 115 volts, 50-60 cycles AC; 


115 volts DC. 
Call your RCA Victor Distributor today! 


of speaker, amplifier and cabinet for true, lifelike sound. 


Styled to look good anywhere. In tortoise-shell brown finish. 


RCA CTOR. World leader in radio... First in television... First in recorded music @2) xDD 


Tmks. @) RADIO CORPORATION OF AMERICA 
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SENATOR DIRKSEN UNABLE TO ATTEND ANRJA CONVENTION. As we go to press it has been 
announced that United States Senator Everett M. Dirksen, scheduled guest Speaker 
for the ANRJA convention session on Monday, August 9, will be unable to attend, 
Senator Dirksen stated, "From present appearances we Shall still be in Session 
on August 9th or engaged in necessary concluding activities which mark the 
adjournment of a Congressional session. It is therefore very unlikely that I 
Shall be able to attend the annual convention." To Speak at the above session 
will be Wendell B. Barnes, Administrator, Small Business Administration, 
Washington, D. C., who will speak on the subject, "Business Looks Ahead." 


PLANS ANNOUNCED FOR PROMOTION OF GOLD FILLED JEWELRY. A comprehensive five-year plan 
for the promotion of gold filled jewelry has been initiated. This plan, which 
will emphasize the jewelry store character of gold filled jewelry, will involve 
trade and consumer advertising. According to R. F. Elder, marketing consultant 
for the Gold Filled Manufacturers Association, only a portion of the public now 
recognizes the value and durability added to a product when it is manufactured 
from gold filled. For complete details of this plan, turn to page 97 in this 
issue. 


JVC GUIDE BOOKLET AVAILABLE. The Jewelers Vigilance Committee, Inc., 45 W. 45 St., 
New York 36, N. Y., has published a booklet entitled, "A Guide to Markings and 
Descriptions Used in the Jewelry Trade." The Guide is being sent to contributors 
of the Jewelers Vigilance Committee without charge as a service, and will be 
followed by Supplements with regard to changes or additions. Non-contributors 
can obtain a copy by writing to the JVC. However, it should be remembered that 
the JVC is Supported solely by voluntary contributions and non-contributors are 
invited to join the many firms throughout the industry who by their support 
make such endeavors as the Guide possible. 





GOLD REGULATIONS LIBERALIZED. Liberalized regulations governing the use of gold in 
business and the arts have been officially adopted by the U. S. Treasury Depart- 
ment. While not making any change in the Government's monetary policies, the new 
regulations will remove some of the red tape which has bound jewelers in the 
past. Some of the changes are: increase from 35 to 50 ounces the amount of gold 
a jeweler or other businessman may have on hand and increase from 250 to 350 
ounces the gold which may be acquired each month. Also, the number of reports 
which must be submitted to the U. S. Mint by persons holding a Treasury 
Department gold license has been reduced from four to two. 


NO PLANS FOR RECONTROL OF NICKEL. The Federal Government won't recontrol nickel 
Short of an "all-out" emergency, according to the Office of Defense Mobiliza- 
tion. Actually, a spokesman said, the metal--because of reduced military demands 
and slack civilian production--is actually a little "loose" now as many firms 
are not placing full orders. But the metal would be in extremely short supply 
if a war situation threatened. 


FORM 720 PROPOSAL SHELVED. New excise tax reporting Form 720 will not be put into 
effect this year--and perhaps never. The Internal Revenue Service, impressed 
with the strong opposition of business and industry spokesmen, has officially 
agreed to hold the form in abeyance and try to work out a compromise acceptable 
to businessmen. The form, which would have required costly extra bookkeeping, 
may be dropped if a compromise can't be developed, an IRS source indicated. 
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JA Convention 


JULY 25th TO JULY 29th 


CIRCULAR- KEYSTONE’S 


REPORT ON THE 





New Merchandise and Merchandising Ideas 


Highlight NJA Convention and Trade Show 


Heavy attendance attributed to ideal weather conditions; 
planned business sessions well-attended by retailers. 


Disranans from all sections 
of the country converged upon the na- 
tion’s largest mid-western city, Chicago, 
on Sunday, July 25, to attend the opening 
of the National Jewelry Fair and the an- 
nual convention of the National Jewelers 
Association at the Conrad Hilton Hotel. 
These retailers were met by perfect 
weather, a well-planned business program, 
and interesting displays of new merchan- 
dise. 

Hundreds of lines were shown in over 
300 display spaces by more than 200 of 
the industry’s leading firms. A spot-check 
of jewelers—over 2000 registered the first 
day—revealed that while many had com- 
paratively low inventories, they were never- 
theless buying cautiously. In particular, 
they said, they were looking for interest- 
ing new merchandise and _ promotional 
items. A number of exhibitors reported 
business was “brisk.” On the other hand, 
there were some firms reporting “mod- 
erate” or “fair” business. 

The National Jewelry Fair formally 
opened at noon, Sunday. The ribbon 
across the entrance to the Exhibition Hall 
was cut appropriately by Carol Channing 
of “Diamonds Are A Girl’s Best Friend” 


fame. And speaking of diamonds, the 





NJA set up a special exhibit booth at 
which Dr. Frederick H. Pough, JC-K’s gem 
consultant, showed a variety of cyclotron- 
treated diamonds. Dr. Pough also had on 
hand specimens of amethyst rough, partly 
natural and partly colored green by the 
application of heat. 

On Sunday evening at 9:00 P.M., the 
opening business session was held. Sey- 
mour Greenberg, NJA President, made an 
address of welcome. He stated, “The result 
of this four-day exchange of cordial greet- 
ings, views, information and mutual help- 
fulness may well prove a turning point for 
the entire jewelry industry.” Mr. Green- 
berg emphasized the importance of the 
excise tax problem stating that it is a 
continuing one. He said, “We must carry 
on the activities of the Jewelry Industry 
Tax Committee.” 

At the conclusion of his address, Mr. 
Greenberg introduced Fred B. Dreifus, 
Dreifus Jewelry Co., Memphis, Tenn., who 
served as moderator of a symposium on, 
“Excise Tax and the Jewelry Business.” 

Mr. Dreifus, Chairman of the Jewelry 
Industry Tax Committee, stated, “Tonight 
my appearance before you is a new ex- 
perience—a refreshing one—because at 
long last I stand here against a_back- 





When Carol Channing ("Diamonds Are a Girl's Best Friend") cut the ribbon on Sunday, 
the Jewelry Fair officially opened. Looking on are Al Newmark (1), Seymour Greenberg (r}. 
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ground of success in our industry’s cam- 
paign for relief, even though the success 
is only half-gained and the victory only 
half-won. 





SEYMOUR GREENBERG —"We must 


carry on the work of the Tax Committee." 


“Nevertheless, the accomplishment of 
the jewelry industry—under the leadership 
and direction of the Jewelry Industry Tax 
Committee—was a real one which bene- 
fitted every member of the industry— 
every one of you, in fact, whether you 
realize it or not. This year our tax com- 
mittee demonstrated that the excise on 
jewelry need not become a permanent fix- 
ture in the Federal tax system. 

“Tt demonstrated that the little jeweler 
could tell an effective, convincing, persua- 
sive story, if he would only become con- 
scious of the strength in uniting with his 
fellow jewelers in support of an intelligent 
plan of action. And it demonstrated that 
with such unity, and armed with the facts 
and the plan for presenting them effec- 
tively and properly to the Congress and 
to the administrative agencies of our gov- 
ernment, our industry’s views would not 
be ignored—and that tax relief is possi- 


ble. 


DISCRIMINATORY TAX 


“We oppose,” Mr. Dreifus pointed out, 
“selective taxation, the kind which singles 
out a few products—such as jewelry—and 
a few services for discriminatory treat- 
ment. We favor the complete elimination 
of this discriminatory system of excises at 
the earliest practical moment—and with 
the admonition that such elimination has 
been too long delayed.” 

In concluding, Mr. Dreifus said, “In my 
judgment there is no greater challenge 
facing our industry than the challenge of 
removing the balance of this discrimina- 
tory excise. Many of the other problems 
of our industry are dependent for their 
solution upon the elimination of this dis- 
criminatory tax.” 

Mr. Dreifus then noted that on the Ex- 
cise Tax panel were members of the 
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Jewelry Industry Tax Committee who 
would explain to the audience the various 
aspects of the committee’s work. 

Preston B. Bergin, Executive Vice-Chair: 
man of the Tax Committee, listed the 
various problems that were encountered 
during the tax fight last spring. There 
would have never been tax relief, he ob- 
served, without the existence of certain 
political conditions—primarily the com- 
ing elections. “We were extremely fortu- 
nate,” he said. 

“But,” he admonished the audience, 
“let’s not be smug about getting tax re- 
lief. We must maintain continuous con- 
tacts with Congressmen, tax leaders and 
Government officials to prove that the Ex- 
cise Tax is a discriminatory business- 
depressing tax.” 





~ 


FRED B. DREIFUS—"'We favor complete 


elimination of discriminatory taxes." 


What is the outlook for the future? The 
jewelry industry, Mr. Bergin remarked, 
has a difficult task. It will be difficult be- 
cause the new Congress in 755 will sin- 
cerely endeavor to balance the budget. 
There are some officials in Washington 
who favor a broad base tax. However, 
there are many who prefer to continue im- 
posing excise taxes. 

W. Waters Schwab, J. R. Wood & Sons, 
New York, Chairman of the Finance Com- 
mittee, strongly emphasized that a pro- 
gram of the Tax Comm'ttee’s scope will cost 
considerable money. He said, “We cer- 
tainly can’t win new gains or even hold 
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our own with indiflerence—we can’t win 
by sitting on our hands! 





= 





W. WATERS SCHWAB—"We can't win 


by sitting on our hands." 


“Your support of the Tax Committee’s 
work is the heart of your business. There 
are very competent men on the Committee 
—but it is up to you if you want to tie 
their hands because of a lack of money.” 

Another member of the Jewelry Indus- 
try Tax Committee, James Shennan, Pres- 
ident of the Elgin National Watch Co., 
then explained the role manufacturers 
and suppliers are playing in supporting 
the work of the Committee. Both manu- 
facturers and suppliers are one hundred 
per cent behind the program. 

“The Committee,” Mr. Shennan said, 
“is the best way to fight this battle for 
tax relief. Every member of the industry 
must and should contribute financial sup- 
port, and also help enlist the aid of local 
Congressmen.” 

The retailer’s point of view was given 
by H. A. Goldberg, Cooper’s Inc., a long 
standing member of the Tax Committee. 

“Getting to see Congressmen personally 
was very effective in the drive last Spring 
to get tax relief for the industry. Along 
with Preston Bergin, several jewelers and I 
made personal calls on Capitol Hill. To 
continue the work of this Committee, we 
need a staff of competent men who will 
be properly armed with data and research. 
This takes money. And that’s what we 
need most!” 








At the conclusion of Mr. Goldberg’s 
statement, members of the audience asked 
questions and expressed their own views 
and opinions regarding the excise tax situa- 
tion. 

Jules Lindenbaum, King’s jewelry store, 
Santa Monica, Cal., stated that in lieu of 
ineflective mail solicitations that there 
should be committees made up of retail. 
ers from both the NJA and the ANRJA 
who would be responsible for fund-raising 
in each state. Each committee would 
make personal contacts with retail jewelers 
in their state and appeal for funds. Mr, 
Bergin replied that this suggestion would 
be taken up next month at the ANRJA 
convention. 

As to the money needed to do an effec- 
tive job, Mr. Schwab countered this ques- 
tion with the statement that the effective- 
ness of the program would be in direct 
ratio to the amount of money available 
to the committee. If funds are not forth- 
coming, he added, there will be no Tax 
Committee. 
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JAMES SHENNAN—"Every member of 
the industry must contribute financial 
support.” 


At the Monday morning business ses 
sion “Professor Quiz’—formally known as 
Jay C. Lighterman—acted as moderator 
of a forum on, “The Conduct of Retail 
Jewelry Business in the Present Day 
Economy.” Panel members included: Mel- 
vin R. Rudolph, Rudolph Bros., Ine.; 
Ralph DeRoy, Joseph DeRoy & Sons, 


Inc.; Isadore Meyer, Meyer’s Jewelers; 
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Herman Wasserman, The Watch Shop 
Jewelers, Inc.; and Harry Clark, Simmons 
& Clark. 

As in past years this popular, highly 
informative quiz-type program was ex- 
tremely well-attended. Before opening the 
question and answer period, moderator 
Lighterman introduced, the panel and each 
member made a brief talk. 





"Professor Quiz," Jay Lighterman, acted 
as moderator of Monday morning meeting. 


Harry Clark spoke on “The Passing of 
Credit.’ He stated that the basic premise 
of his firm is, “Every person is honest 
until proven otherwise.” What factors 
must be considered when passing a credit 
application? The applicant’s character, 
employment and residence records are 
important data. 

“Our application form,” Mr. Clark re- 
marked, “is simple but complete. We en- 
deavor to obtain names and addresses of 
references and relatives, too.” He added 
that his firm found it prudent to obtain, 
whenever possible, the school which is 
attended by the applicant’s children. This 
permits the store to find the new address 
of an account that may have moved with- 
out leaving a forwarding address. 

Ralph DeRoy spoke on “Inventory 
Control.” He said, “An inventory control 
system is one of the most important func- 
tions of your business, regardless of 
whether you are a small, a medium size, or 
a large jeweler. 

“Use of an inventory control system will 
help you plan how much inventory to 
carry and what to carry in it. You can 
determine ‘turn-over’ by item, model or 
brand; the age of your stock, and how 
many discontinued models are on hand. 








You can easily determine the cost ‘and 
retail of any item or group of items. 

“The system,” Mr. DeRoy noted, “can 
be set up on loose leaf cards or in book 
form. After the method is decided, the 
system can then be broken down as to the 
classes of merchandise to be controlled. 
The size of operation and the information 
one wishes to obtain from the control 
ecards will govern the number of break- 
downs. In other words, a small store may 
want to control only diamonds and 
watches; another may find that a control 
of diamonds, watches, silverware, and ap- 
pliances is what they desire.” 

Mr. DeRoy then explained in detail his 
firm’s method of inventory control. He 
concluded by stating, “An inventory con- 
trol system will help you become a more 
successful and more profitable jeweler.” 

Isadore Meyer then spoke on the sub- 
ject, “Direct Mail Advertising.” Mr. 
Meyer for many years has been intensely 
interested in direct mail as a means of 
building prestige and sales volume. 

“We have,” he said, “for many years 
used direct mail successfully in our oper- 
ation—particularly in our watch repair 
department. For instance, one year after 
a repaired timepiece has left our store, our 
customer is sent a letter advising him to 
bring in his watch for inspection. 

“However, if you don’t get immediate 
results with direct mail, don’t fly off the 
handle. Remember, direct mail is _profit- 
ably used for indirect selling—it keeps 
your name in front of your customers. 
Don’t forget your customers; don’t let them 
forget you.” 

Herman Wasserman, a holdover from 
last year’s panel of experts, talked on 
“Collection Expenses.” 

“This is a timely problem,” Mr. Wasser- 
man observed. “We are all aware of the 
current sales situation; we know volume 
is less than it has been in previous years. 
Consequently, expenses must be reduced. 
There are variable expenses which can be 
trimmed—but don’t cut your advertising. 

“In my opinion, there is duplication of 
effort in jewelry stores. This is duplication 
of expenses. Now, in a collection depart- 
ment there is a law of diminishing return. 
For example, running down a bad account 
is expensive—particularly when one gets 
involved in court action. A bad account 
should be charged to P & L, instead of 
going after it. 





As in past years, the business session on "Conducting a Retail Jewelry Business" 
was well-attended. Again, it proved to be constructive as well as instructive. 
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Late News Flash 


President Eisenhower, following a 
U. S. Tariff Commission recommen- 
dation, has raised the duty on im- 
ported jeweled and _ non-jeweled 
watches by 50 per cent, but not ex- 
ceeding the 1930 duties. Increases in 
import taxes on watches will range 
from no increase to a possible high 
of $1.40. There will be no increase in 
movements with more than 17 jewels, 
or in adjustment of parts. 

The duty increase went into effect 
the day after the President's an- 
nouncement, July 28, but will not ap- 
ply to articles in transit if they are 
cleared through U. S. Customs by 
August 26. 

The President's action was believed 
based not only on the failing condi- 
tion of American watch manufactur- 
ers, but on findings of a Senate 
Armed Forces Committee finding 
backed by the Department of De- 
fense and Commerce, that higher 
tariffs are needed to retain ‘vital 
skills’ in time of a national emer- 
gency. 

But the Swiss legation in Washing- 
ton said the United States decision 
on watch import duties "contradicts 
the principle of freedom of trade so 
consistently advocated by the Amer- 
ican Government." It expressed re- 
gret and deep concern over the de- 
cision and said that Switzerland 
would "avail itself of the right to in- 
voke the compensating factors pro- 
vided for in the trade agreement 
(with the United States)." 

James Shennan, president of Elgin 
National Watch Co., made the fol- 
lowing comment: "The President's ac- 
tion is a boon to national security 
and to the business prospects of the 
American jeweled watch industry. 
We believe the new tariff schedule 
will permit us to resume profitable 
operation and to serve a larger share 
of the market. This in turn will pro- 
vide the broader mobilization base 
which the government believes to be 
essential for national security. 

"Domestic watch production should 
increase modestly for the balance of 
this year. The full effect of the tariff 
increase cannot be measured until 
next year. 

"There will continue to be a healthy 
market for high quality Swiss watches 
in the U. S. because the tariff is not 
prohibitive." 





“We must, today, cut expenses in pro- 
portion to the decrease in sales volume.” 

Following Mr. Wasserman, Melvin R. 
Rudolph covered the subject “Advertising 
and Promotion.” An expert on sales prob- 
lems, sales promotions, and advertising, 
Mr. Rudolph concurred with Herman Was- 
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serman in stating that “conditions are 
tougher today than in previous years.” 

He remarked, “We must hold and in- 
crease our volume. Don’t put a stumbling 
block in the path of your volume by ‘think- 
ing small.’ Instead, ‘think big’—and your 
volume will be big. A small jewelry store 
can do a tremendous volume, providing 
that the proprietor thinks ‘big.’ ” 

At the conclusion of Mr. Rudolph’s talk, 
Jay C. Lighterman invited audience parti- 
cipation. An animated question and answer 
period ensued for well over one-and-one- 
half hours. 

Max Lasker, Lasker Jewelers, Eau Claire, 
Wisconsin, asked the panel members, 
“What percentage of your total advertising 
budget is used for direct mail?” Isadore 
Meyer said about 15 per cent of his ad- 
vertising funds is set aside for direct mail. 
Herman Wasserman replied approximately 
18 per cent; Ralph DeRoy and Melvin 
Rudolph both estimated 20 per cent of 
their ad budget goes to direct mail ad- 
vertising. 

Some typical questions raised by the 
audience were: “What percentage of re- 
plies should be produced by direct mail?” 
“What is the best way to collect small 
balances ($2.00 to $5.00) that remain un- 
paid?” “How can you discourage mail 
payments, thus increasing store traffic?” 

These and other questions were ably 
answered by the panel’s experts. 


THE REPAIR DEPARTMENT 


It is true that today more and more 
jewelers are successfully merchandising 
their repair departments for increased 
profits and added store traffic. Because of 
the wide interest in this subject, a sym- 
posium on, “Use Your Repair Services 
for Profit” was held on Monday night, 
July 26th. 

Al Levine, associated with Foote, Cone 
& Belding, the advertising firm of The 
Watchmakers of Switzerland, served ably 
as chairman of the symposium. 

In his address, Mr. Levine remarked, 
“The retail jeweler has a heritage that in 
the past has been basically responsible 
for the public turning to him for the pur- 
chase of their precious gifts, including 
watches, silver, diamonds and other jewelry 
store merchandise. This heritage is one 
based on knowledge of product and ability 
to service the product. And, when the 
jeweler began to forget about this heritage, 
and began to neglect his responsibility to 
his customers, the latter understandably 
began to turn to other sources where they 
could get the same product for less money. 

“When things were bad during the great 
depression, many jewelry stores—and this 
includes a number of the stores that have 
grown tremendously since 1929 — would 
have gone out of business if it were not 
for the watch repair business. And, during 
that period the jeweler was only too happy 
to do watch repairs. For he knew full well 
that without that business it would have 
been almost impossible to meet the rent 
and to pay his daily bills. 

“What has happened since then? Pick- 
ings have been easy and the average jew- 
eler has made a lot of money. But this 
prosperity, to a great extent, has been 
based on a false prosperity, and with gen- 
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eral conditions now having fallen to below 
normal, many jewelers find a very definite 
pinch, and still many of them only cry and 
make no effort to study their own store 
operation to find what they actually can 
do to bring the consumer back into the 
retail jewelry store.” 

At the conclusion of his address, Mr. 
Levine introduced the first member of 
the panel, Melvin B. Foer, retail jeweler 
of Washington, D. C. 

Mr. Foer talked on the experiences of 
his firm, Melart Jewelers, a three-store chain 
in the nation’s capital. There is, he re- 
marked, little or no increase in cost to 
make new customers and increase store 
traffic via alert watch repair merchandising. 

“When we first decided to reap all the 
possible benefits of a repair department 
we sat down and analyzed the tools with 
which we work. Where was the watch 
bench located? Was it accessible? Were 
customers waiting to pick up their re- 
paired timepieces subjected to merchandise 
displays?” 

Mr. Foer explained how his store re- 
vitalized the watch repair department. He 
also thoroughly explained the system used 
at Melart’s in keeping records of re- 
pairs. Using blow-ups, he showed the 
audience illustrations of window displays 
featuring the watch repair department. 

In closing, Mr. Foer noted that during 
the month of June repair profits were 12 
per cent higher than during the same 
month of the previous year. 

The next speaker was R. R. Meissner, 
Meissner’s Jewelry, Inc., Racine, Wiscon- 
sin. Mr. Meissner emphasized the abso- 
lute necessity of having competent, skilled 
watchmakers in the store. 

“In order that customers get good ser- 
vice there must be good watchmaker-man- 
agement relations. My watchmakers work 
with me—not for me. They are well-com- 
pensated for their work. And by the same 
token, in order to have good consumer- 
management relations, adequate repair work 
is essential.” 

To build goodwill, he remarked, “We 
take all trade-in watches that are of any 
consequence, rebuild them and use them 
as ‘loaners. The customer appreciates 
this service. And he does not get accus- 
tomed to being without a watch.” 

The final speaker, Albert Mayhoefer, 
chief watchmaker of the Olsen & Ebann 





Jewelry Co., also stressed the importance 
of competent watchmakers and that good 
service keeps customers coming back to 
the store. 

Following Mr. Mayhoefer’s talk there 
were questions asked by the audience. 
Some questions raised were, “How much 
of our advertising budget should be spent 
on advertising services?” “What can | 
do to publicize my service departments jp 
addition to using paid space, window dis. 
plays, and direct mail?” 

On Tuesday morning, July 27, Dr. Fred. 
erick H. Pough delivered an address op 
the subject, “Latest Scientific Develop. 
ments in Connection with Natural and 
Synthetic Stones.” He dramatically jl. 
lustrated his talk with colored slides, 

Following Dr. Pough’s address the last 
business session of the NJA convention 
was held. For the first time, a convention 
session was devoted to a straight-from. 
the-shoulder discussion on the important 
matter of providing enough money for 
retail jewelers to use instalment selling 
effectively to expand the industry’s sales 
volume. 

Dr. Raymond Rodgers, Professor of 
Banking, Graduate School of Commerce, 
New York University, spoke on “Financing 
Jewelry Store Instalment Sales.” 

The panelists assisting Dr. Rodgers 
were Robert A. Knight, sales manager of 
the Jewelers Acceptance Corp.; A. I. 
Parker, Assistant Secretary of the C.LT, 
Corp.; David Blum, Rhodes Jewelers, Los 
Angeles, Calif.; and S. W. Skidmore, Na- 
tional, Inc., Indianapolis, Ind. 

Dr. Rodgers said, “Credit for the 
masses, as well as the classes, is one of 
the highest achievements of our economic 
democracy. Consumer credit, or more 
properly, sales finance, is a basic pillar 
of our high-level economy which gives us 
a standard of living that is the envy of 
the entire world.” 


ANNUAL BANQUET 


The annual NJA banquet took place 
Wednesday night, July 28, at the Palmer 
House. The entertainment, always fea- 
turing the brightest lights from television, 
the stage, and night clubs, followed the 
dessert course, and was the high spot 
of the evening. Dorothy Shay, “The Park 
Avenue Hillbillie,” was the star performer. 





After the entertainment, dancing followed. 





‘Life’ Comes to the Jewelry Fair 





Seen at ‘Life’ magazine's party are, left 

to right, Al Newmark; George Gayou, 

show manager; H. A. Goldberg; Irving 
Chayken; and Lew Benway. 
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Mr. and Mrs. Jules Benway (I.), Ben- 
way's, Toledo, attended Life's party with 
brand name jeweler of the year Lew 





Benway and Stan Stone (r.). 
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Purchasing Activities of 
Federal Employee Groups 
Banned by Recent Edict 


The Bureau of the Budget has advised 
the heads of executive departments and 
establishments to eliminate any consumer 
purchasing practices of Federal employee 
organizations which may be in violation 
of law. 

Rowland R. Hughes, Director of the 
Budget, announced this action in a letter 
to Bernard N. Burnstine, president of the 
D. C. Business Practices Council, which 
had protested the operation within the 
government of employee discount purchase 
clubs. 

The Budget Director made reference to 
a bulletin issued recently to heads of 
executive departments which called atten- 
tion to complaints of alleged improper use 
of government facilities and manpower by 
Federal employee groups. 

In addition the bulletin emphasizes the 
responsibility of the heads of departments 
and establishments for assuring that such 
facilities are not devoted to activities of 
such organizations in violation of law. 

“We expect that the heads of the vari- 
ous agencies concerned will give careful 
attention to the specific complaints of 
violation of law, and that they will be 
anxious to eliminate any practices which 
may be demonstrated to conflict with the 
fair trade laws,” Mr. Hughes said. 

The protest against the purchasing ac- 
tivities of Federal employee groups was 
made last August to Secretary of Com- 
merce Sinclair Weeks after the D. C. 
Business Practices Council had obtained 
legal opinion that the granting by retail 
merchants of selective discounts to Fed- 
eral employees while denying such dis- 
counts to the general public violates the 
Robinson-Patman Act. 

The presentation to Mr. Weeks called 
attention to the operation of selective dis- 
count plans in many credit unions, recrea- 
tion clubs, and social organizations in 
various government departments and 
agencies, 

The Council asserted that these clubs, 
operating within the framework of gov- 
ernment, solicit discounts for their mem- 
bers and use government space for storage 
and display of merchandise and for pro- 
viding files of discount catalogs. In addi- 
tion, instances were cited of improper use 
of government franked envelopes. 

In commenting on these charges, the 
Budget Bureau stated that specific in- 
stances of such alleged activities have been 
referred to the heads of the agencies con- 
cerned for investigation. 
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Jewelers to Get Best Support Ever 
In Selling Diamonds Thru New Campaign 


Year-Round Diamond Advertising, Promotion and 
Publicity Campaign is Scheduled to Start September 1; 
"Diamonds as a Gift' Theme to be Stressed in Ads 


A 12-month campaign of advertising, 
promotion and publicity, designed to give 
jewelers more support than ever in selling 
diamonds, will be started by De Beers Con- 
solidated Mines, Ltd., on September 1. 
N. W. Ayer & Son is handling the cam- 
paign. 

It is a continuation of the program De 
Beers began in 1939. Over the years, the 
program has helped to bring about big in- 
creases in diamond sales. In 1939, about 
a quarter of a carat of cut diamonds were 
imported, in relation to each marriage that 
took place in the United States. Now the 
average has just about doubled, reaching 
about half a carat for each marriage. 

Last year, diamond advertising, promo- 
tion and publicity helped keep sales of 
diamonds on an even keel even though 
retail jewelry sales in general (measured 
by excise tax collections) dropped nearly 
four per cent. Diamond prices at retail 
also held firm, although prices in several 
other jewelry store staple lines have weak- 
ened. A survey showed that jewelers did 
29 per cent of their business in diamonds 
in 1953, compared to 25 per cent the year 
before. 

The central job of the new campaign 
will be to sustain and extend the diamond 


Fine art drawings and 
fine art photographs 
will illustrate the four- 
color advertisements 
that will appear in 
three leading national 
magazines. It was 
stated that these ads 
will reach about 75 per 
cent of U. S. homes. 








engagement ring tradition. Sales of this 
type now account for 60 per cent of retail 
diamond sales. Advertising will work on 
this job with eight full-color pages in Life, 
Look and The Saturday Evening Post. 
During the course of a year, these adver- 
tisements will reach about 75 per cent of 
U. S. homes one or more times. Fine art 
painting and fine art photography will 
illustrate these pages. Charles Rain will 
continue as one of the artists, with Pierre 
Ino of Paris and America’s Jonathan 
Wilde as newcomers. The work of Ino 
and Wilde will be new to advertising, al- 
though both are well known in the fine arts 
field. 

A growing problem in diamond sales is 
the fact that, for the next few years, the 
number of marriages in this country will 
drop. This is a long-range result of the 
low birth rate of the depression years. 
And, since sales of diamonds are closely 
tied in with number of marriages, this 
will affect the sale of engagement dia- 
monds. To offset this trend, De Beers will 
place more emphasis on sales of rings to 
people who did not buy a diamond ring 
when they became engaged, or who bought 
one of unsatisfactory size or quality. Dia- 

(Please turn to page 260) 
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Granat Bros. Close Two Stores, 
Consolidate Retail Activities 


Granat Bros., one of America’s largest 
manufacturing and retail jewelry firms, 
announced recently their decision to con- 
centrate their jewelry business in one store 
—the one on Grant Ave. at Geary St., in 
the heart of San Francisco’s downtown 
shopping area. 

During the month of June, Granat closed 
their store at 2390 Mission St., San Fran- 
cisco, and also their store in Oakland, 
Calif. It was stated that the closing of 
the two stores was in fulfilment of a long 
considered plan aimed to bring added bene- 
fits to Granat customers through the uni- 
fication of the firm’s retail activities. 

Granat Bros. announced that they will 
continue to merchandise watches, silver- 
ware and jewelry of the better grades, but 
will concentrate on and further promote 
the sale of products which they manu- 
facture. 

The firm also announced last month the 
settlement of a seven-week strike at its 
factory and retail store. More than 200 
Granat workers were off their jobs at the 
company’s store and factory during the 
strike. 

The dispute was settled when manage- 
ment and labor negotiated a new contract 
which “generally followed established pat- 
terns” and was described as “satisfactory 
to all.” 

Seventeen Bay area manufacturing jewel- 











ers were affected by the strike, which was 
called by the AFL Jewelry Workers 
Union. 

The strike against Granat Bros. was the 
first one the firm has had since it opened 
for business in 1905. 





Takes Over 
Operation 
of Indianapolis 
Jewelry 
Firm 


PAUL 
GOLDSTEIN 





The operation of the Stanley Jewelry 
Co., located at 127 W. Washington St., 
Indianapolis, Ind., was taken over recently 
by a new corporation headed by Paul Gold- 
stein. 

Mr. Goldstein has been with the Stanley 
company for the past 25 years. He an- 
nounced that the firm would continue at 
the same location under its present name. 





Wm. Schneider, N. Y. Jeweler, 
Enters 36th Year in the Trade 


William Schneider, manufacturing jew- 





Year-Round Diamond Promotion 
(From page 259) 


monds for anniversaries and other gift oc- 
casions will be given heavy advertising, 
promotion and publicity support. 

The diamonds-as-a-gift theme will be 
carried by two-color bleed advertisements 
in Time, The New Yorker, and Town & 
Country, with eight insertions for each 
magazine. Fine arts drawings will illus- 
trate these. Hans Ernie, noted painter, 
lithographer and draftsman, who has had 
many exhibitions here and abroad, will do 
the series. The ads will primarily be 
aimed at men of mature years in upper in- 
come brackets, and will stress the suit- 
ability of larger diamonds for gift occa- 
sions. 

Promotion and publicity will continue 
on the same high level as last year. Aim 
of this work is to support and strengthen 
the diamond engagement ring tradition, to 
maintain the position of diamonds as the 
leading gem of fashion, and to point up 
the diamond-as-a-gift theme. 

Publicity will involve work through 
newspapers, magazines, television, radio, 
lectures, the theater and other channels. 
Headquarters for this work is in Ayer’s 
New York Office, with representatives in 
Paris and Hollywood. New this year is 
the introduction of The Diamonds, U. S. A. 
Awards for Diamond Jewelry Design. 
These are intended to stimulate fine work 
in diamond jewelry design and to _ spot- 
light the fashion leadership of the dia- 
mond. Hundreds of designs have been 
submitted to the Ayer diamond staff, with 
leading jewelers throughout the country 
being represented. Finished pieces made 
from the award-winning designs will be 
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displayed at The Plaza in New York City 
on October 19, at the annual “Diamonds 
U. S. A.” pageant. 

A big program of merchandising and 
dealer aids, plus advertising in trade pub- 
lications to keep jewelers informed of the 
campaign and of material available to them, 
will be used. Material distributed to 
jewelers includes the booklet “The Day 
You Buy a Diamond” (recently revised 
and reprinted for the seventh time), the 
folders “A Diamond Is Forever” (being 
ordered by jewelers at the rate of a quar- 
ter-million copies a month) and “Gift of 
Love” (also in heavy demand), the sales 
training manuals “More Dollars from Dia- 
monds” (now in its third printing) and 
“Bigger Sales of Bigger Diamonds” (pub- 
lished early this year, drawing orders from 
779 jewelers in its first month), and lec- 
tures for use by jewelers, “Diamonds with 
a Past” (printed four times to meet the 
demand) and “Who Sets the Fashion in 
Diamonds?” (first issued last December 
and already in its third printing). A third 
lecture is in preparation. All of this ma- 
terial is distributed by The Diamond Pro- 
motion Department, The Reuben H. Don- 
nelley Corp., 305 East 45th St., New York 
17, New York. 

Additional prints of the new De Beers 
film. “A Diamond Is Forever,” are being 
made to handle bookings on the TV sta- 
tion-club-church-school circuit. Originally 
120 prints of the film were made. Sixty 
additional prints are being put into circu- 
lation to handle the big backlog of requests 
for it. It is booked by Association Films, 
Inc., through offices at Broad and Elm 
Sts., Ridgefield, N. J.; 79 East Adams St., 
Chicago 3, Ill.; 351 Turk St., San Francisco 
2, Calif., and 1915 Live Oak St., Dallas. 





eler at 2 West 47th St., New York, re. 
cently entered his 36th year in the jewelry 
industry. 

His career as a jeweler had its start jp 
1919 when he went to work as a diamond 
setter. Three years later, in 1922, he es. 
tablished his own shop. 

From 1931 to 1936 Mr. Schneider was 
associated with the firm of Rothman & 
Baden as plant supervisor. He left that 
firm in 1937 to form his own organization 
which, under his direction, became one of 
the largest ring manufacturing firms in the 
industry. 

When the firm of Rothman & Baden was 
dissolved in 1938, Mr. Rothman entered 
into a partnership with Mr. Schneider, 
forming the firm of Rothman & Schneider, 
Inc. The partnership was dissolved jp 
January, 1954, when Mr. Rothman retired. 
The firm is now being conducted under 
Mr. Schneider’s name. 

According to Mr. Schneider, the firm’s 
plant and offices have been completely re. 
organized. He said that many improve. 
ments have been made, and many new 
methods have been instituted. 


President s Decision on 
Watch Imports Awaited 


Possibility of Government aid to bolster 
the domestic watch industry was strong 
in mid-July as the President weighed a 
U. S. Tariff Commission recommendation 
for high tariff protection and awaited a 
plan from the Office of Defense Mobiliza- 
tion to “maintain” the domestic industry. 

But a subsidy plan, whereby the Gov- 
ernment would begin to stockpile precision 
parts and jewels for precision bearings, 
has been flatly rejected by at least one 
segment of the horological industry. Joseph 
T. Ingraham, president of the Clock Manv- 
facturers Association of America, said such 
a program would result in the complete 
loss to this country of the watchmaking 
skills “so important to defense mobiliza- 
tion.” 

Ingraham, speaking for the nonjeweled 
segment of the industry, said this country 
“cannot afford to rely upon _ overseas 
sources (of precision timing devices) 
which may not be accessible in wartime.” 

The stockpiling plan was proposed by 
Swiss watch interests at recent hearings 
on the essentiality of the American watch 
industry before a Senate Armed Service 
preparedness subcommittee. 

In testimony before the subcomm€ttee, 
domestic watch manufacturers pointed to 
the extensive use to which their productive 
skill was put during World War II and 
Korea. They asserted that only watch 
makers are capable of producing precision 
parts and timers for military and_ indus- 
trial use, as well as the machines to make 
them, in large enough quantities to keep 
a war going. 

A spokesman for the Swiss_ interests, 
while not challenging the essentiality of 
the domestic industry, argued that other 
companies also could supply these military 
components. 
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Exhibitors at ANRJA Show 


(From page 111) 


Karpeles Rosary Co..Spaces 139 and 140 


Kaspar & Esh, Inc........ Suite 680-682 
Kassoy, I., Inc...... Spaces 149 and 150 
Kaufman, Jack L., Inc......... Space 27 
Kaycraft Co., Inc............. Space 203 
Keystone Silver Inc... Spaces 313 and 314 
Kingston Watch Co. ...... Display Suite 


Kirl, Samuel, & Son, Inc. 
Spaces 4-N and 4-P 


Kocher, Walter, & Co. 
Spaces 201 and 202 
Korn, William, & Co. 
Spaces 77, 78, 81, 82 and 88 
Kramer Jewelry Co........... Space 59 
Kreisler, Jacques, Mfg. Corp. 
Spaces 37, 38 and Suite 642-644-646 
Krementz & Co......... Suite 915-917-919 
Kushner & Pines, Inc......... Room 587 


L 


Lady Alice Pearls..Spaces 220 and 230 
LMD Jewelry Mfg. Corp.....Space 48 


eo —. _ eeereeecerrereres Space 3 
Lampl, Walter. .Spaces 85, 86, 87 and 91 
Lasner Jewelry Corp......... Space 305 


Leading JIry. Mfg. Co., The 

Spaces 402 and 403 
Lederer, Victor E., Inc......... Space 227 
Lehman Bros. Silverware Corp. 


Spaces 216 and 217 


cet ackwdns kaw eee Space 8 
Levitz, M., & Co......... Suite 667-669 
Lieber & Lerner............ Space E-13 
Life Magazine .............. Space 520 
Lifton, Harold, Co., Inc....... Space 204 
Lignum-Vitae Products Corp...Space 132 
Linde Air Products Co....... Space S-24 
Lipman, Barnard, Inc.......... Space 102 


Longines-Wittnauer Watch Co., Inc. 
Tower Suite 
Lovebright Diamond Co., Inc. 
Suite 612-614-616 
Luria, L., & Son, Inc. 
Chinese Room and Chinese Salon 


Manchester Silver Co.......... Space 20 
Manhattan Novelty Co. 
Spaces 309 and 310 


Marathon Co. ........... Display Suite 
Marhill Co., Inc.............. Space 136 
CS eee Space E-23 
Masin Watch Co., Inc.....Display Room 
Mautner Co., Inc....... Spaces 65 and 66 
Mele Mfg. Co.....Spaces E-15 and E-16 
Mercury Ring Corp........... Space 409 
Milglo Jewelry Mfg. Co....... Space 111 
Minnesota Mining and Mfg. Co. 

Space E-10 
Modern Onyx Mfg. Co., Inc.. .Space 120 
Mohertus Trading Corp....... Space 160 
Monarch Watch Co., Inc...... Space 213 


Morel Jewelry Displays, Inc. 
‘ Suite 767-769 
Morris, Norman M., Inc...Suite 780-782 


Morse, Andrews Co......... Space E-14 
Motorola, Inc. ............... Space S-6 
N 
Napier Co., The....Spaces 301 and 302 
National Jeweler ............ Space 199 


Spaces E-20 and E-21 
National Silver Deposit Ware Co. 


Space 135 
New Hermes, Inc............... Space 6 
New York Laboratory......... Space 94 
Norma Pencil Corporation...... Space 32 
Norelco Electro Shavers...... Space 508 
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Swiss Watchmakers Reveal 
New Models at Basel Fair 


Fresh ideas in watch fashion versatility 
and radical changes in design, many of 
them made possible for the first time by 
intensive Swiss horological research, were 
the highlights of this year’s Basel Watch 
Fair. 

Among the new Swiss innovations were 
smartly styled timepieces that automatical- 
ly regulate themselves when they run too 
fast or too slow, and improved self-winding 
watches now so sensitive that they wind 





the head of a match which fit into rings, 
pencils, cuff links, and inside bracelet 
links. 

The fair, the annual showcase for Swit- 
zerland’s jeweled-lever watch industry, is 
the biggest of its kind in the world. It 
culminates months of preparation by hun- 
dreds of individual firms secretly readying 
the models that will set watch-fashion 
tastes for the coming year. 


Novel shapes emerged as one of the 
outstanding new trends. Watches were 


shown in the form of elongated oblongs, 
medallion ovals, starfish and shields, some 
suspended in circular rims for added pro- 





Striking new designs in Swiss watch shapes and dial patterns made headline fashion news 


at this year's Basel Watch Fair. 


These jeweled-lewer timepieces were some of the 


newest patterns shown at this year's Fair, which was attended by buyers from 60 countries. 


themselves even when carried in a pocket, 
a purse or fashioned into jewelry pieces 
like pins and brooches. 

Several firms showed men’s wrist watches 
with a two-way alarm system—one as 
loud as an alarm clock and the other a 
“silent” alarm that alerts the wearer by 
vibration. There were table clocks with 
their jeweled-lever mechanisms activated 
by light and, for the first time, quantity 
production of watches hardly larger than 





tection as well as beauty. Flat squares and 
classic rectangular cases vied with the 
ever-popular round shapes in both men’s 
and women’s models. 

Especially prominent this year were 
watches with hour numerals engraved or in 
bas-relief on the case around the dial 
instead of on the dial itself. In some de- 
signs these numerals were suspended in 
transparency, an example of the increased 
use of plastics in watch manufacture. 





Oo 
Olympic Radio & Television, Inc. 
Space 321 
Oneida, Ltd....Spaces 4-F, 4-G and 4-H 
De.  .chcctaahueedad suena Space 64 
P 
Pan American Barter Co., Inc. 
Space 329 
Paper-Mate Eastern, Inc....... Space 215 
Paper-Mate Pen Co............ Space 215 
Parker Pen Co...... Spaces 407 and 408 
Pennino Bros., Inc............ Room 691 
Pereline Mfg. Co., Inc......... Space S-3 
i Le eee Spaces 501 and 502 
Phillips-Buttrick, Inc. ....... Space E-23 
Pichel Handbags, Inc.......... Space E-11 


Polishook, K., & Son Corp. 
Suite 978-980-982 


Poole Silver Co.......... Spaces 80 and 84 
Prism-Lite Diamonds ....Display Room 
R 

Radio Corp. of America, 

RCA Victor Division........ Space E-5 
Reed & Barton............ Suite 779-781 
BS TI Biles dé 60 400 0e0cecns Suite 567-569 
Remington Rand, Inc............ Space 14 
Rice, Irving W., & Co., Inc.....Space 108 
Richie Premium Corp......... Space 152 
Roamer Watch Co....... Spaces 41 and 42 
errr Space 109 
Robinson, Edward B........... Space 226 
Roman Silversmiths, Inc....... Space 401 
Ronson Corp. ....... Spaces S-4 and §-5 





| 


Rosenthal, Herbert, Jewelry Corp. 
Suite 679-681 


Roth Brothers ............... Space 324 
Royal Zircon Co.............. Space 317 
S 
Sarkin, David, Inc....Spaces 311 and 312 
Savoy Watch Co............... Room 665 
Saxony Watch Co............ Space 329 
ITED. os sn eeusaddeeeeed Space 142 
Schein, Louis, Co............. Room 693 
Schick Electric Shaver......... Space 304 


Schiffman, M. W., & Co....Display Suite 
Schless-Harwood Co., Inc.. Display Room 
Schwarcz, Adolf, & Son, Inc.....Space 79 
as Ds 640s canedecuas Space 138 
Semca Clock Co., Inc. 

Spaces E-17 and E-18 


Sessions Clock Co.............. Space 98 
Seth Thomas Clocks. ...Spaces 25 and 26 
Sheaffer, W. A., Pen Co......... Space 46 


Sheffield Merchandise, Inc.....Space 329 
Sheridan Silver Co., Inc. 

Spaces 133 and 134 
Shiman Bros. & Co., Inc. 

Spaces 518 and 519 
Shriro Watch, Inc............. Space 13 
Silver City Glass Co., Inc., The 

Spaces 157 and 158 


Silvercraft Co., Inc............ Room 585 
Simon & Werblin............ Space 153 
Simmons, R. F. Co........... Room 565 
Solow, Harold, & Co.......... Space 318 
Speidel Corp. .....:.... Spaces 60 and 61 


(Please turn to page 262) 
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Informative Talk on Instalment Selling 


Given by NJA Secretary at Canadian Confab 


“The retail jewelry business that is not 
equipped to sell on instalments is on the 
way out.” This was the sage observation 
made by William Wagner, executive sec- 
retary of the National Jewelers Associa- 
tion, in an address before the recent an- 
nual convention of the Canadian Jewelers’ 
Association, which was held at Lake 
Louise. 

In his well-received talk, Mr. Wagner 
offered dramatic proof to support the 
validity of his statement. He recounted 
the history of the credit jewelry business 
in the United States and cited the case of 
one Baltimore jewelry firm which has 
been selling on instalments since 1847. 

Mr. Wagner also called attention to a 
Philadelphia firm which has been in the 
instalment jewelry business since 1858, 
and has subsequently conducted stores in 
Chicago and elsewhere. New York City’s 
contribution to the early credit business 
was also cited. He pointed out that many 
credit jewelry businesses started in New 
York in the nineties and at the turn of 
the century. 

“In extending credit,’ Mr. Wagner 
stated, “the earliest credit jewelers relied 
mainly on individual honesty and _ in- 
tegrity. The old records indicate that in- 
stalment buyers placed a high value on 
‘good credit’. Oldtimers in the business 
tell us that there were losses, but in the 
old days out-and-out deadbeats were few 
and far between,” 


BUSINESS EVOLVED IN TWENTIES 


According to Mr. Wagner, the real 
credit jewelry business of the United 
States began to evolve in the early twen- 
ties. He added that the business, how- 
ever, did not reach its fullblown stage 
until the advent of the deep depression. 
It was then that instalment jewelry busi- 
ness began to be spoken of as a “depres- 
sion business.” 

“The twenties saw the development of 
credit jewelry stores with their bright 
lights and tinsel,” Mr. Wagner declared. 
“Those ‘lit up’ stores made many of the 
old-line jewelry stores look like under- 
taking establishments. 

“The credit jewelers were charged by 
the cash jewelers with taking their cus- 
tomers. What actually happened was that 
the aggressive and progressive methods of 
the instalment jewelers developed an en- 
tirely new crop of jewelry buyers. 

“Young men and women who never had 
been able to get together enough cash to 
buy watches and other items of jewelry, 
bought on credit out of their small sal- 
aries. That started in the twenties and 
carried over into the depression years. 

“When the depression stopped the so- 
called ‘middle class’ from spending for 
non-essentials,” said Mr. Wagner, “the 
credit jewelers sold jewelry to small wage 
earners and thus kept a badly wobbling 
jewelry trade on its feet.” 

The necessity for trade practice rules 
in the credit jewelry business and the sub- 
sequent formation in 1927 of the National 
Association of Credit Jewelers (now the 
National Jewelers Association), were re- 
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ferred to by Mr. Wagner. He called at- 
tention to the accurate figures and sta- 
tistics on jewelry sales in the U. S. which 
the association has supplied for nearly 
eight years. 

Mr. Wagner declared that approxi- 
mately 4500 of the 30,000 retail jewelry 
stores in the U. S. are presently engaged 
in selling jewelry on instalments. He said 
that the credit jewelers sell approximately 
two-thirds of all nationally advertised 
goods sold by retail jewelers, and added 
that they spend about 90 per cent of all 
money spent by retail jewelers for news- 
paper, radio and television advertising. 


WILLIAM 
WAGNER 


Executive 
Secretary, 
National 
Jewelers 
Association 





“The credit jewelry industry has come 
a long ways,’ Mr. Wagner stated, “. . . 
(and) those of us who have been in the 
credit jewelers’ onward march are pleased 
with the progress that has been made; but 
we are not satisfied to call it a day. We 
have greater ambitions. We have higher 
goals. We are reaching for objectives 
which will make the whole jewelry indus- 
try bigger and better. 

“The problems of today engross us, but 
we nonetheless look ahead. The credit 
jewelry business of tomorrow, according 
to our sights, will be the retail jewelry 
business of the future and the one staff 





upon which the jewelry industry can leap 
at all times—in prosperity, readjustment 
recession or depression.” 


NEMJ&SA and MJSA 
Merge Showing Activities 


The jewelry producing industry in the 
Rhode Island area has consolidated jt, 
showing activities and in the fall wil 
present a united showing of spring lines 
at the Sheraton-Biltmore Hotel. 

Two organizations which for several 
seasons have held independent jewelry 
shows—the showing division of the New 
England Manufacturing Jewelers’ & Sj. 
versmiths’ Association and the Manufag. 
turing Jewelers’ Sales Association—reached 
an agreement to merge their efforts in late 
June. 

Described in the agreement as a self. 
supporting unit, the new showing organi. 
zation will comprise a joint seven-man 
committee comprising three members of 
each of the associations and a chairman, 
Kenneth E. Randall, who is a member of 
the board of both organizations. 

The two boards unanimously approved 
formation of the showing organization. 

Heretofore each association has held a 
showing independently of the other with 
considerable duplication of effort, accord. 
ing to letters by the merging groups to 
their members. 

In a statement issued by the new show. 
ing agency—to be known as the United 
Jewelry Showing Division of the New 
England Manufacturing Jewelers’ & Sil. 
versmiths’ Association and the Manufac- 
turing Jewelers’ Sales Association—“un- 
disputed advantage to the jewelry indus 
try” was claimed. 

The period from November 7 to Novem- 
ber 19 has been selected for the first event 
of the new showing division. The com. 
mittee is working out details which will 
be announced in three or four weeks. 








Exhibitors at ANRJA Show 
(From page 261) 


io si ee eb told ater Space E-4 
Stevens, Bart, Corp., The...... Space 152 
Stewart, Larry & Gladys...... Space 151 
Bese Cae. .....< Spaces 504, 505 and 506 
Superior Jewelry Co........... Space 104 
Surnamer, S. J., Co. Inc........ Space 322 
Swift & Anderson, Inc.......... Space 43 
Syracuse Ornamental Co., Inc..Space E-3 © 
T 
Tanenbaum, B., & Co., Inc...... Space 93 
Tanz, Philip, Co...... Spaces 209 and 210 
Taunton Pearl Works.......... Space E-4 
Taylor Instrument Companies. .Space E-9 
_ rrr nr Space 97-A 
Telechron ............ Spaces 67 and 68 


Thomae, Chas., & Son, Inc. 
Rooms 907-909 


Tory Jewel Box Co............ Space 148 

Bee, Tees Bie os kos sccescs Space 214 

Towle Mfg. Co....... Suite 977-979-981 
U 


U. S. Jewelry Co....Carpenter White 
Room and Carpenter Foyer 
United States Time Corp., The 
Spaces 53 and 54 





V 


Vibrograf Watch Timing Machines 
Spaces E-l 
Volupte, Inc. 
Spaces 62 and 63 and Suite 694-6% 


W-Z 
Wallace, R., & Sons Mfg. Co. 
Suite 865-867-869 
Waltham Watch Co..Spaces 69, 70 and 71 


Watchmakers of Switzerland 
Spaces 11, 12, 106 and 107 


Wefferling, Berry & Co........ Space 76 
Westclox Division of 
General Time Corp.......... Space 514 


Westinghouse Electric Corp. 
Television-Radio Division. .Space E-26 
Whiting, Frank M., Co. 

Petit Salon, Park Lane Hotel 
Wiesen-Hart, Inc. ........... Room 690 
Wiesner, Joseph, Inc.......... Space 131 
Wilson Specialties Co., Inc. 

Spaces 133 and 13 


. 0 rere Space 

Windsor Creations .......... Space E-l4 
Windsor Jewelry Co., The. ...Space E-l4 
Winston, Harry, Inc....... Display Suite 
Winton Watch Co............ Space 4ll 
Wood, J. R., & Sons, Inc... Display Suite 
Zinovoy Originals, Inc......... Space 119 
eS ee Space 8 
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August 


1-4-Syracuse Gift Show, Hotel Onon- 
daga, Syracuse, N. Y. 

]-4—Western China, Glass, Gift, Jewelry, 
Toy, Stationery & Housewares Show, Civic 
Auditorium, Palace, St. Francis and Sir 
Francis Drake Hotels, San Francisco, 
Calif. 

]1-11—Registered California Gift & Din- 
nerware Show, Hotel Morrison, Chicago, 
Ill. 

9.13—Chicago Gift Show, LaSalle Hotel 
and Palmer House, Chicago, II. 

9.13—China, Glass, Pottery & Gift Mar- 
ket, Chicago Merchandise Mart, Chicago, 
Ill. 

8.11—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

8.11—New Orleans Gift Show, Roosevelt 
Hotel. New Orleans, La. 

8-12—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York. 

15-17—Western Jewelry and Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

15-18—Heart of America Glass & China 
& Gift Show, Muehlebach Hotel, Kansas 
City, Mo. 

15-18—Houston Gift & Dinnerware Show, 
Ben Milam Hotel, Houston, Texas. 

15-18—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

15-18—Western Jewelry and Silverware 
Show, Biltmore Hotel, Los Angeles, Calif. 

15-18—Kansas City Gift & Toy Show, 
Municipal Auditorium, Kansas City, Mo. 

15-18—Pacific Northwest China, Glass, 
Gift, Stationery, Jewelry, Toy & House- 
wares Show, Civic Auditorium, Olympic 
and New Washington Hotels and Terminal 
Sales Building, Seattle, Wash. 

15-19—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 

22-24—-Minneapolis-St. Paul Gift Show, 
Minneapolis Auditorium, Minneapolis, 
Minn. 

22-25—Portland China, Glass, Gift, 
Jewelry, Stationery, Toy & Housewares 
Show, Public Auditorium, Plaza and Ben- 
son Hotels, Portland, Ore. 
22-26—Giftwares & Variety Merchandise 
Fair, Hotel Governor Clinton, New York. 
22-27—International Gift and Fancy 
Goods Show, Astor Hotel, New York. 








22-27—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

22-27—225 Fall Market, 225 Fifth Ave., 
New York. 

22-27—National Gift Show, Hotel Mc- 
Alpin, New York. 

22-27—Registered California Gift & Din- 
nerware Show, Hotel Vanderbilt, New 
York. 

24-26—Mid-South Gift & Jewelry Show, 
Hotel Peabody, Memphis, Tenn. 

29-31—Ohio State Gift Show, 
Deshler-Hilton, Columbus, Ohio. 

29-31—Spokane Gift Show, Davenport 
Hotel, Spokane, Wash. 

29-September 1 — Pittsburgh Jewelry 
Fair, William Penn Hotel, Pittsburgh, Pa. 

29-September 1 — Northwest Gift, Art 
and Housewares Show, Radisson Hotel, 
Minneapolis, Minn. 

29-September 1—St. Louis Gift Show, 
Hotel Statler, St. Louis, Mo. 


Hotel 


September 


5-7—QOhio Retail Jewelers Association, 
Annual Convention, Netherland Plaza 
Hotel, Cincinnati, Ohio. 

5-9—Dallas Gift Show, Baker Hotel and 
Santa Fe Building, Dallas, Texas. 

5-9—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

12—Retail Jewelers Association of Mis- 
souri, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

12-14—-Minnesota Retail Jewelers Asso- 
ciation, Golden Anniversary Convention 
and Eighth Annual Jewelry Trade Show, 
Nicollet Hotel, Minneapolis, Minn. 

12-15—Oklahoma Home Accessories & 
Gift Show, Oklahoma Biltmore Hotel, 
Oklahoma City, Okla. 

12-16—-Parker House Gift Show, Parker 
House, Boston, Mass. 

13-17—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

19-20—Michigan Retail Jewelers Asso- 
ciation, Annual Convention, Hotel Hayes, 
Jackson, Mich. 

19-20—Iowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des Moines, 
Des Moines, [owa. 

19-22—Cincinnati Gift Show, Netherland 
Plaza, Cincinnati, Ohio. 

23-26—Denver Gift & Jewelry Show, Ho- 
tel Albany, Denver, Colo. 

25—Manufacturing Jewelers Sales Asso- 
ciation, Second Annual  Dinner-Dance, 
Sheraton-Biltmore Hotel, Providence, R. I. 

26-29—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 


October 


6—Greater Washington Retail Jewelers 
Association, Annual Banquet, Shoreham 
Hotel, Washington, D. C. 

10-13—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 





Noyes-Bedford Scholarship 
Given to Oneida by Publishers 


A check for $1000, to be used as a 
scholarship grant, was presented recently 
to Miles E. Robertson, president and gen- 
eral manager of Oneida Ltd., by publish- 
érs attending Oneida’s annual silver nib- 
lick tournament. The presentation was 
made by Richard E. Deems, general ad- 
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vertising manager of the Hearst Organi- 
zation. 

Oneida’s annual tournament was begun 
in the late 1920’s through the joint ef- 
forts of Harley H. Noyes, vice president 
and director of advertising, and Edward 
B. Bedford, manager of publicity. Both 
men passed away during the past year. 
The tournament was founded as a tribute 
of appreciation to the publishers of Amer- 








ica for their help and cooperation in the 
growth of the company. 

The actual scholarship grant from the 
publishers was made in the form of a 
framed scroll which read as _ follows: 
“Noyes-Bedford Scholarship Grant. Pre- 
sented in affectionate memory of Harley 
Noyes and Edward Bedford by their maga- 
zine friends to any child or children of 
an Oneida Ltd. employee qualifying in 
the academic year of 1954-1955 for ad- 
vanced educational studies.” 

The Noyes-Bedford scholarship grant 
will be awarded next year to the son and 
daughter of any Oneida Ltd. employee 
who best fulfills the qualifications of the 
grant and plans to go on to an accredited 
institution of higher learning in the year 
1955-56. 


Nearly 190 Fashion Editors 
Attend Diamond Dinner in N. Y. 


Fashion editors and commentators from 
all over the United States and Canada 
were entertained in New York on July 13 
at a diamond dinner presented at The 
Plaza by N. W. Ayer & Son, Inc. There 
were 188 guests at the dinner. 

Nearly two million dollars’ worth of 
diamond jewelry was displayed by Black, 
Starr & Gorham; Cartier; Tiffany; Van 
Cleef & Arpels; and Harry Winston. 





Josephine Murphy, fashion editor of the 
Nashville Tennesseean, wore the diamonds 
from Black, Starr & Gorham at the diamond 
dinner given by N. W. Ayer & Son, Inc., 
on July 13 to the fashion editors visiting 
New York. Helping Miss Murphy to put 
on the diamonds is Tom Wolfe of Black, 
Starr & Gorham. 


Wally Cox, the popular “Mr. Peepers” 
of television, gave some of his famous 
monologues. During an intermission in 
his program, names of guests were drawn 
by lot to select models for the jewelry. 
The diamonds were donned under the spot- 
light by those chosen—Anne Yates Clarke 
of the New York World Telegram & Sun, 
Marion Hollendonner of the Jeannette 
(Pennsylvania) News-Dispatch, Virginia 
McDonald of the Wichita Beacon, Joseph- 
ine Murphy of the Nashville Tennesseean, 
and Gretchen Weber of the Denver Post. 

As a gift, each guest-model received a 
gold and diamond pin by the Norma Jew- 
elry Corp. 
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Obituaries 





Harry Frumess, 78, founder and presi- 
dent of the Frumess Jewelry Co., Denver, 
Colo., died in his sleep June 19 at his 
home in that city. Born in Russia, he 
went to Denver and founded the firm 
bearing his name in 1898. It has been 
on 16th St. in downtown Denver ever 
since. He remained active in the business 
until his death. Mr. Frumess was one of 
the founders of the Jewish Consumptives’ 
Relief Society and of the National Home 
for Jewish Children, now devoted to 
asthma sufferers. Active in many civic 
and charitable affairs, he was a 32nd de- 
gree Mason and Shriner and a member 
of B’nai Brith. Survivors include his 
widow, a son, two daughters, five grand- 
children and one great-grandson, a brother 
and a sister. 

Benjamin Gross, president of the Ben- 
jamin & Edward J. Gross Co., Inc., New 
York ring manufacturers at 64 West 48th 
St., died June 24. In addition to his 
widow, he is survived by his two daugh- 
ters, two sisters, and his brother, Edward 
J. Gross, who will assume office as presi- 
dent of the firm and continue the business. 

John A. Herschede, 85, former vice 
president of the Herschede Hall Clock 
Co., Cincinnati, Ohio, died June 5 after 
an extended illness. At one time he was 
associated with his brother, the late Frank 
Herschede, in the Frank Herschede Co., 
Cincinnati retail jewelry firm. A son-in- 
law, George C. Brown, is a partner in 
the Gerwe Brown Co., wholesale jewelers 
in that city. Survivors are two daughters, 
five grandchildren and four great-grand- 
children. 

Einar Jacobson, 61, divisional sales 
manager of Fostoria Glass Co., Mounds- 
ville, W. Va., died June 29 in Reynolds 
Memorial Hespital, in Moundsville. Mr. 
Jacobson recently completed 25 years ser- 
vice with Fostoria and was well-known in 
the trade throughout the east and south- 
west. He was a director of the Dallas 
Gift Show and member of the Forst Henry 
Club, Wheeling, and Moundsville Country 
Club. Surviving are his widow, two sons 
and a daughter. 

Irvin L. Kramer, 78, co-founder of 
Pike & Kramer Jewelry Co., Dallas, Texas, 
died June 15 in a Dallas hospital. In 
1911, with the late Edgar L. Pike, he 
founded the jewelry firm and was a partner 
until it dissolved about two years ago. 


Since that time he had been an appraiser 
and broker of jewelry. Survivors include 
a daughter, a sister and a grandson. 

Joel M. Rosenfield, 52, who until 1943 
was part owner of the Rosenfield Jewelry 
Co. in Oklahoma City, Okla., died unex- 
pectedly June 18 of a heart attack at his 
home in Tarzana, Calif. He is survived 
by his widow, his mother and a brother. 

Albert I. Russell, 70, treasurer and 
former president of Irons & Russell Co., 
Providence manufacturers of fraternal and 
emblem jewelry, died June 23 after a brief 
illness. A lifelong resident of Providence, 
Mr. Russell represented the third genera- 
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tion of his family to head the company, 
which was started by his great-uncle and 
carried on by his father. He had been 
associated with the firm for 55 years, and 
was president from 1940 to 1949. He 
leaves his widow, two sons and a daughter 
by a previous marriage. 

Bertrond A. Weber, 73, who retired 
four years ago as head of B. A. Weber, 
Inc., jewelers and opticians of Ridge- 
wood, N. J., died of a heart ailment July 
10 aboard the Queen Elizabeth while re- 
turning from Europe. He was buried at 
sea. Born in London, Mr. Weber came 
to this country in 1905. He worked four 
years for various Fifth Ave. jewelry firms 
in New York City. He established the 
first jewelry store in Ridgewood, N. J., 
in 1909, and operated it until his retire- 
ment. Mr. Weber was a past president of 
the New Jersey Retail Jewelers Association 
and served as its treasurer for a number 
of years. He was a member of the New 
Jersey Optometrical Association and was 
a Registered Jeweler of the American Gem 
Society. He leaves his widow and two 
daughters. 





Speaker Urges Executives to 
Educate Retailer on Credit 


Credit executives in the jewelry indus- 
try should conduct an educational program 
on the value of maintaining sound credit 
relationships between supplier and retailer. 
This suggestion was advanced by Mor- 
timer J. Davis, executive v. p. of the 
New York Credit & Financial Management 
Association at a meeting of the Jewelry 
Credit Group, an Association affiliate. 

“It is absolutely imperative that the 
meaning and purpose of credit terms be 
completely understood by retailers if their 
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credit standing with suppliers is to be 
healthy and sound,” Mr. Davis said. 

Many of the current abuses of credit 
terms could be traced directly, Mr. Davis 
said, to a lack of understanding on the 
part of retailers. 

“A supplier who plays fast and loose 
with credit terms would not stay in busi- 
ness very long. Credit terms are the rules 
under which the commerce of all indus- 
tries, including the jewelry trade, is con- 
ducted. Only by abiding by these rules 
can profitable relationships for both the 
supplier and the retailer be maintained,” 
Mr. Davis stated. 





John A. Gerwe, 69, Dies: 
Retired Cincinnati Wholesaler 


John A. Gerwe, 69, retired president of 
the Gerwe Brown Co., wholesale jeweler: 
in Cincinnati, Ohio, died June 16 at hie 
home. He had started in the busines 
more than 50 years ago as an errand boy 
for Frohman & Co., later became a sales. 
man, purchased an interest in the firm 
and eventually gained control. In ex. 
panding the business, George E. Brown 
became a_ partner. 


JOHN A. 
GERWE 





A son, Maurice C. Gerwe, now operates 
the business with Mr. Brown, and an- 
other son, John J. Gerwe, is treasurer. A 
third son, Vincent J. Gerwe, is stationed 
with the Coast Guard at San Juan, Puerto 
Rico. Other survivors are his widow, Mrs. 
Clara Pohlman Gerwe; a_ daughter, 
brother, sister and 14 grandchildren. 





James Aylward, 79, Dies; 
Ohio RJA Treasurer 29 Years 


James Aylward, who served the Ohio 
Retail Jewelers Association as treasurer 
for 29 consecutive years, died June 3 in 
Bucyrus City Hospital. He was 79 years 
of age. 

Mr. Aylward had been in ill health for 
the past five years. He sold his store in 
1950 and retired from active participation 
in the jewelry business. His business had 
been operated under the name of Lake's 
Jewelry Store. 


JAMES 
AYLWARD 





“Jim” Aylward, as he was known to his 
many friends, was an ardent “association” 
man. He helped found the Ohio Retail 
Jewelers Association and then served 4s 
its treasurer from its inception, including 
two years after his retirement from the 
jewelry business. 

Surviving are his widow, a step-daughter 
and four nephews, who reside in Toledo, 
Ohio, Mr. Aylward’s birthplace. 
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Speidel introduces New 
‘Floating Link’ Watchband 


The development of a new concept in 
watchbands—“floating links” — was an- 
nounced last month by the Speidel Corp. 

According to the company, the “floating 
link” action is a result of joining each 
segment of a watchband at four pivotal 
points with calibrated springs. It was 
stated that this permits motion simultan- 
eously in multiple directions. 

The flexibility of the new “floating link” 
watchband can, according to Speidel, be 
demonstrated by the following simple con- 
tortions: 1. the links can bend at right 
angles to one another; 2. they will twist 
far beyond the bounds formerly possible 
without breaking; and 3. the band can be 
turned inside out even when attached to 


a watch. 





The flexibility of Speidel's new “floating 

link’ watchband is demonstrated by this 

photo which shows that the links can be 
bent at right angles to one another. 


Speidel states that “floating link” con- 
struction permits the design of bolder, 
more massive individual links in keeping 
with current style trends. Speidel’s “float- 
ing link” watchbands are currently being 
manufactured in two distinct types: all 
metal expansion, and leather-and-metal ex- 
pansion. In the latteft instance, richly 
grained leather squares are inserted in the 
center of a neat gold-filled bezel. 

Speidel’s all-metal “floating link” watch- 
bands are made in three styles: “Pieces of 
Right,” “Checkerboard” and “Masculink.” 
“Leatha-Elegance” is the name for the 
combination of leather-and-metal. 


Own Recreation Area 
Opened to Boys by Bulova 


The Bulova Watch Co. recently swung 
open the doors of its big athletic fields 
in Jackson Heights in the borough of 
Queens, New York City, for the use of 
young boys. It is estimated that more 
than 1,500 boys, from 8 to 18, playing in 
organized baseball leagues, are using three 
professional diamonds every Saturday and 
Sunday, all day long through the warm 
summer months. The company states that 
the fields cost $25,000. 

The contribution was praised by Queens 
political and civic leaders as “a move to 
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combat juvenile delinquency by giving 
boys a place where they can play and 
wear off excess energy.” 

John H. Ballard, president of Bulova, 
supervised the program, and was assisted 
by a civic committee. 


NEMJ&SA to Participate in 
‘Life’ Promotion at Attleboro 


Life magazine has selected Attleboro, 
Mass., as the site for a promotion which 
will have as its slogan “Products adver- 
tised in Life can be bought in Attleboro.” 

Though Life’s promotion is not directly 
related to the jewelry industry, the maga- 
zine has invited the New England Manu- 
facturing Jewelers’ & Silversmiths’ Asso- 


ciation to provide the keynote float in a 
parade marking the first day of Life’s 
visit to the city of Attleboro. The parade 
will be held on Tuesday, September 14. 

The NEMJ&SA float will carry the 
Queen of Honor and will tell the story 
of jewelry, its manufacture and its utility 
in the daily dressing habits of Mr. and 
Mrs. America both locally and regionally 
as well as in whatever publicity Life 
chooses to endorse. 

The association’s part in the program 
has been planned by its Member, and 
Public Relations Committee headed by 
Olof V. Anderson of Anson, Inc., Provi- 
dence, with L. P. Keeler, Jr., of Pitman & 
Keeler, Inc., Attleboro, in charge of ar- 
rangements for “Life Comes to Attleboro”. 
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A single 
Linde* Star 
is hung /- 
pendulously fi 

with its diamond accompaniment 
in this yellow gold Pendant- 
Brooch, Pendant (with chain), 
brooch (chain removed). From 
J. Milhening, Inec., Chicago. 
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See Linde* Stars in 
full ascendancy—at 
the show — New 


York, Aug. 8-12, 
The Waldorf 
Space 24. 
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IN: SETTINGS THAT Slit 


Fascinating stars . . once the mark 
of kings and queens ... DOW 

available to your customers. Point 

by point, Linde* Stars equal the 

beauty and structure of natural stones. 
These mysteriously glinting gems 

evoke all the glamour that star sapphires 
and star rubies have whispered through 
history. Set them to suit their beauty 
. display them and display their amaz- 
ingly low prices. Linde* Stars invite 
try-ons that turn into take-home sales. 


Ask for free display card in color, and 
list of manufacturing jewelers featuring 
Linde* Stars. 










MORE AND MORE : 


EVELERS SELLA, 


E* STARS 


EXOTIC. BE AAS TS 





CHARLES F. WINSON worvowive oistrisutor 


S80 FIFTH AVENUE. NEW YORK 36 * COLUMBUS 5-2656 | 


* “‘Linde’’ is a registered trademark of Union Carbide & Carbon Corp.—a synthetic gem. | 
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NEMJ&SA’'s Vocational Training Program 
Acclaimed by R. I. Governor at Banquet 


A pioneer venture in vocational training 
for the manufacturing jewelry industry 
won high words of praise on the evening of 
June 24 and an emphatic go-ahead signal 
from the Governor of Rhode Island as well 
as leaders in the educational and industrial 
fields. 

At a banquet marking completion of the 
first year of a unique cooperative program 
for training industry employees on com- 
pany time, the acclaim was earnest and 
unanimous. It was extended to the New 
England Manufacturing Jewelers’ & Silver- 





smiths’ Association, the training program’s 
sponsor, and others who through their 
cooperation made the courses possible. 
They include the State Department of 
Vocational Education, and the Providence 
School System. 

Students who attended the first year’s 
daytime classes in toolmaking, electroplat- 
ing and design at Central High School in 
Providence were cited. They included 24 
men who had completed prescribed course 
of training. 

In addition to Governor Roberts, speakers 
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Economy-wise jewelers keep sending us the unpopular, unsalable 
items that gather dust on the shelves and fail to turn over proper 
profits...for recovery of full gold, silver, platinum, filled 
and plated values. Our 87 years experience in refining 
scrap, sweeps, polishings and sink settlings assures complete 
satisfaction. For prompt returns, ship with confidence to— 
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SMELTING & REFINING CO. 


111 N. Wabash Ave., Chicago 2, Ill. 
DETROIT 


74 W. 46th St., New York 36, N.Y. 
OAKLAND 











at the banquet included Dr. Michael F 
Walsh, State Commissioner of Education: 
Dr. James L. Hanley, superintendent of 
Providence Schools; and Emil E. Fachon 
president of NEMJ&SA. Isadore Paisner 
chairman of the NEMJ&SA Vocational 
Training Committee, was master of cere. 
monies. 

Others at the speaker table were F 
Sheldon Davis, State Director of Vocational 
Education; Eugene A. Plouffe, presiden 
of Local 129, International Association of 
Machinists; and George R. Frankovich, 
executive secretary of NEMJ&SA. More 
than 100 persons attended the dinner at 
the Sheraton Biltmore Hotel in Providence. 

In thanking those who have taken part 
in the training program, Governor Roberts 
referred to a proposed $600,000 bond issue 
to establish a state vocational school or 
institute in Rhode Island, and called the 
jewelry industry’s program a step toward 
that accomplishment. He _ predicted that 
the bond issue would be passed by the 
people in a referendum in the next genera] 
election. 





Sk palin, eresOoerer™ Aap yt ¢ 
Emil E. Fachon, president of the New Eno- 
land Manufacturing Jewelers & Silversmiths 
Association, addresses banquet marking 
completion of the first year of the associo- 
tion's vocational training program. He's 
flanked by R. |. Governor Dennis J. Roberts 
(left), and |. Paisner, chairman of NEMJ&- 


SA's Vocational Education Committee. 


Mr. Fachon, a vice president of the 
Bulova Watch Co., said the results of the 
training program’s first year were very 
good. He expressed confidence, however, 
that they would improve, and gave positive 
assurance that the association would con- 
tinue to work for better cooperation of 
industry and increased availability of 
instruction to employees throughout the 
jewelry manufacturing field. 





Mid-Week Opening Planned for 
Denver Gift Jewelry Show 


Plans have been completed for the 20th 
semi-annual Denver Gift & Jewelry Show 
which will be held the week of September 


23 through the 26th at the Hotel Albany. 


Departing from usual custom, the fall 
show will be opened on Thursday instead 
of Sunday. Displays will occupy the en- 
tire mezzanine of the hotel as well as all 
available space from the second through 
the sixth floors. 

Among social highlights planned for the 
show is the traditional buyers’ party which 
will be held Friday night, September 24. 
in the Cathedral Room of the hotel. In 
addition, a dinner-dance and program o! 
entertainment is scheduled for Saturday 
evening, September 25. 
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Swirsky & Ehrlich Make and Stanley O. Jacobs. Such questions meeting when once again all the names 
Library Available to Trade as whether te try to convert a cash busi- will be put in the hat and one drawn. 
\; an added service to members of the ness into a credit operation, the ratio of If the lucky man is there, he'll get a 
a in this area. the Los Angeles inventory to sales, and how to cut operat- $50 bond. If winners continue to be ab- 
—, Swirsky & Ehrlich, at 220 W. ing expenses were on the panel’s agenda. sent, the jackpot keeps increasing. When 
— . cams cae available their large Arthur Wildberg was scheduled for a there is a winner, the award at the next 
we ae theers of books on diamonds, brief, informative trade talk. And as din- meeting starts again at a $25 bond. This 
and ipso osuealauy ner entertainment there was to be a sur- attendance prize setup, incidentally, has no 
age ne it i‘. a likely that any prise trumpet virtuoso. bearing on the Club’s traditional drawing 
aniee will feel the need to refer to As an added feature of the meeting, for the winner-takes-all collection. 
4 ks for data on physical properties of some member of the Club was going to | The Club’s annual picnic was set for 
Het ther technical information, Swir- win a $25 bond as set up under the re- Sunday, August 1, at Brookside Park in 
eee Ehrlich do feel that they can help cently voted attendance prize plan. Names Pasadena. With an entertainment theme 
nh a ore went to add bite of of all members are to be dropped in a of “A Day at the Circus,” it promised 
ii ‘e and legend, as well as fact, to their hat and one name drawn. If the member loads of fun for the youngsters as well 
_ eho salle eter those of their store is present, he wins a $25 bond, otherwise as the grown-ups. 
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personnel, Similarly, the material has 
proven useful to jewelers who want to 
talk interestingly and informatively to LL 
women’s clubs, PTA’s. service clubs, ete. 

Among the material in the collection 








are pamphlets, non-trade magaz‘nes with Destined to become your biggest 
pertinent references, histories, standard item this season...new, magnificent, 
works on gems and gemology, volumes personalized GOLDEN SUNBURST 
showing designs of various periods and watch your Watch Bracelets strike a rich note in 
places, and books with bits of romantic golden beauty. Initials stand out in bold 
lore about gems and jewelry. sales glitter -. relief against the deep-etched sunburst 

Except for the rarest ones which are background. One initial cases 


largely irreplaceable and could be dam- . : 
aged oaiie in shipment and_ handling, 14 kK go olden su n bu rst in stock; one wan delivery 
books are loaned for short periods to re- on two and three initial cases. 
sponsible people on occasion. All mem- watch Dials, backs furnished for most 
bers of the industry, however, are invited senderd medamenn Bae Sates 


to visit the firm’s offices and take advan- movements available on request. 


tage of the library. b race | ets For our complete watch case catalog 


and price list write today 


Named Sales 
Mor. of 
Heirlooms 
of Tomorrow 





EDGAR A. 
BALL 





William D. Bailey, president of Heir- 
looms of Tomorrow, has announced the 
‘ . » , 1 
appointment of Edgar A. Ball as national 
sales manager. Ball will make his head- 


quarters at the firm’s plant in Manhattan e SGD LUM gas We 
Beach, Calif. He is well acquainted with Gli Ee cae 
the Heirloom line. For a number of years Teta ne 


he was Chicago manager for the company. 





California 24-K Club Moves 
Meeting Place to Ambassador 


On June 17, directors of the Jewelers’ 
24 Karat Club of Southern California for- 
mally voted to move their meeting place 
from the Elks’ Temple to the Ambassador 
Hotel. So, the Club’s first July meeting 
in many years was scheduled for the 13th 
in the Colonial Room of the Ambassador 
Hotel, Los Angeles, with cocktails at six 
and dinner at seven. 

This particular meeting was to be keyed 
to the interests of the retail jeweler with 
a panel to view questions from all sides. 
Moderator was to be Jules Lindenbaum 
and other panel members were: Arthur 





JEWELERS, inc. 


and Sydney Berman 
33 W. 46th St., N. ¥. 36, N.Y. 





Visit our display at ANRJA Convention, Waldorf-A-toria— Booth 326, Jade Room 
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Four-Point ‘Inspection Time’ 
Program Announced by Swiss 


National Watch Inspection Time—Sep- 
tember 9 to 18—will be backed by a 
strong four-point promotional program in- 
cluding the Sixth Annual Watch Inspec- 
tion Time Contest, The Watchmakers of 
Switzerland have announced. 

In addition to the contest, the Swiss 
watchmakers will re-run for the sixth con- 
secutive year their best known four-color 
consumer ad, featuring Norman Rockwell’s 
portrait of “The Watchmaker.” 

A free eye-catching window display, de- 
signed to draw consumer attention to the 
importance of having a fine watch checked 
regularly by a trained watchmaker, is also 












































PRICE 
QUALITY 
VALUE 


pearls, the finest perfect diamonds, 
strikingly set in a 14K gold ring to 
reveal the entire beauty of the 
pearls; VALUE—a combination of 
price and quality plus distinctive, 
irresistible styling. Today’s jewelry 
with today’s answers for today’s 


sales. Write for a memo selection. 


Large assortment of 
cultured pearl rings, 
earrings, and drop earrings, 
with diamonds. 

14K gold tie tacks with 
large cultured Pearl 

from $5.00 Keystone. 


565 FIFTH AVENUE 
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being offered to the U. S. trade. Six 
newspaper mats, in varying one- and two- 


column sizes which can be used through- 


out the year, will also be available at no 
charge. 

Current mailings to the entire retail jew- 
elry trade provide full details on how the 
new display and the newspaper mats can 
be obtained. 

The contest, planned to point up the 
value of the watchmaker and the repair 
department in building and maintaining 
retail store traffic and profits, offers $1,000 
in valuable awards to the winning entries. 

Grand prize will be a black and gold 
Neuchatel clock 29 inches high. This 
valued timepiece, called a “perfect example 
of Swiss horological craftsmanship,” has 
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#95—one pearl, two diamonds 


Today you need all ob 


Today you can’t sell with words alone . . . consumers demand facts .. . 
three essential facts. With Levkov Jewelry you have convincing answers 
... Selling answers: PRICE—$35 Keystone; QUALITY—large cultured 





#8-T—two pearls, two diamonds 





#93—one pearl, two diamonds 





NEW YORK 17. N. Y. 








a pendulum movement that is wound once 
a week and strikes the half hour and hour. 

Second, third and fourth prizes are, 
respectively, a fully equipped Swiss staking 
tool set in a handsome wood box, with 4 
wide assortment of precision punches. 
The fifth, sixth, seventh and eighth prize; 
are, respectively, valuable assortments of 
fine Swiss hand tools. 

The contest is open to owners and em. 
ployees of retail jewelry stores and re. 
tail watch repair shops throughout the 
United States. To participate, a cop. 
testant must complete, on his store letter. 
head, the following statement in 150 words 
or less: 

“T believe the watchmaker is vitally jm. 
portant to the retail jewelry store be. 


Jean P. Savary, technician at The Watch- 
makers of Switzerland Information Center, 
looks over a prized Neuchatel clock, a 
counterpart of the clock that will be given 
as the first prize in the Swiss-sponsored 
Watch Inspection Time Contest. 


Entries, including the writer’s name and 
address, should be sent to The Watehmak- 
ers of Switzerland Information Center, 
Contest Department, 730 Fifth Avenue, 
New York 19. N. Y. They must be post- 
marked not Jater than midnight, Saturday, 
September 25, and received by October 
2nd. 

In announcing plans for the contest, 
Paul Tschudin, director of The Watch- 
makers of Switzerland Information Center, 
pointed out that 300 “surprise” bonus 
prizes will be awarded the first 30 entries 
received. 


-_—— —_—2 


Jacoby-Bender Moves to New 
Factory and Office Building 


Max Jacoby, president of Jacoby-Bendet, 
Inc., manufacturers of J-B Watch Bands 
announced recently that the firm has com- - 
pleted the move to its new building and 
that all departments are now operating on 
a normal basis. The new J-B building is 
located on Northern Blvd. at 62nd St. 
Woodside, Long Island. 

The new J-B plant is one of the most 
modern of its kind devoted exclusively to 
the production of watch attachments. It 
has fac‘lities that will make it possible 
to employ up to 1100 persons. 

Retail and wholesale jewelers visiting 
New York are invited to visit the plant and 
see how J-B watch bands are made. 
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q Julian R. Holzer, president of the Holzer 
Watch Co., Inc., American representatives 
for Tissot watches, left June 20 for an ex- 
tended business trip through the mountain 
and Pacific Coast states. He plans to spend 
two months on the road visiting jewelers 
in the West, and will then return to New 
York. 

q Sidney Fiddelman and Harry Fields of 
Syndicate Diamonds, Inc., 665 Fifth Ave., 
New York, announced recently the asso- 
ciation of George M. Hoenig as a member 
of the firm. Mr. Hoenig has been elected 
executive vice president in charge of sales. 
A veteran of many years experience in the 
jewelry industry, particularly in the dia- 
mond field, he was with Arnstein Brothers 
for 16 years and Harry Winston, Inc., for 
10 years. 

q Walter S. Arnstein, New York gem 
dealer at 1 W. 47th St., announced re- 
cently that he has secured the services of 
a group of master lapidaries that formerly 
worked for the well-known firm of Yokel- 
son Co. These gem craftsmen have been 
specializing in the cutting of fine precision 
stones for generations. The Arnstein firm 
handles a complete line of genuine and 
synthetic blue sapphires, rubies, and white 
sapphires; calibre, round or fancy. 

q Eric E. Siebert, New York jewelry man- 
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ufacturer at 665 Fifth Ave., and his wife, 
returned recently from a five-week Euro- 
pean trip. While abroad, they visited 
France, Germany, Switzerland, Austria and 
Italy. 

q.N. Engel & Co., importers and manu- 
facturers of Avalon and Meridian Swiss 
watches, moved recently to larger quarters 
at 33 W. 46th St., New York. The firm 
was formerly located at 170 Broadway. 

q Milton S. Meyer of the diamond cutting 
firm of Henry Meyer, 20 W. 47th St., New 
York, flew to Antwerp on June 22. He 
expects to remain abroad all summer, 
where he will also visit the diamond mar- 
kets in London and Amsterdam. 

q Merrill Seymour announced recently that 
he has severed his afhliation with Naomi, 
of Island Park, N. Y., manufacturers of 
ring guards and ring locks. Before joining 
Naomi, where he served as sales manager, 
Mr. Seymour was associated with B. Jadow, 
Inc. Friends and associates having occa- 
sion to correspond with Mr. Seymour may 
reach him at 831 Gerard Ave., Bronx, 
N. Y. 

q The Doxa Watch Factory in Le Locle, 
Switzerland, recently appointed Audemars 
Piguet & Co., Inc., New York watch im- 
porters at 665 Fifth Ave., as sole U. S. 
distributors of Doxa watches. 





Leo Heilbrun Distributors 
Move to Fifth Ave. Location 


Leo Heilbrun Distributors, Inc., sole 
distributors of Speidel watchbands in the 
greater New York metropolitan area, 
moved recently to new and larger quarters. 
The firm, formerly at 351 W. 52nd St., is 
now located at 601 Fifth Ave. 

According to a spokesman for the com- 
pany, the move was taken to provide 
quicker and more efficient service for the 
thousands of retail jewelers in the greater 
metropolitan area, including New Jersey 
and parts of Connecticut. The new quar- 
ters were designed and planned just for 
this purpose. Completely modern in de- 
sign, they have over 2000 feet of shelving 
on which a diversified array of Speidel 
merchandise is stocked. 

Situated on the second floor, the firm’s 
new offices have a huge display window 
facing Fifth Ave. which is passed daily 
by countless numbers of pedestrians. 
Realizing the outstanding display poten- 
tials of this window because of its prox- 
imity to the street, company officials hired 
a leading New York firm to design an eye- 
catching display for this window. The 
display, now in the production stages, will 
feature huge models of a lady’s and a 
man’s watchband plus the name Speidel. 

Executives of the 25-year-old firm are 
Walter Levin, who is president. and Alfred 
Gould, executive vice president. They 
announced that an open house celebration 
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will be held sometime in August to mark 
the formal opening of the new quarters. 


Tiffany's 25-Year Club 
Elects Dugan President 


Daniel F. Dugan, diamond salesman, 
was unanimously elected president of the 
Twenty-Five Year Club of Tiffany & Co., 
New York, at the recent annual meeting 
of that organization. He succeeds Herbert 
H. Orel, manager of the stationery depart- 
ment. 





DANIEL F. 
DUGAN 


Named 
president 
of 25-Yeoar 
Club of 
Tiffany 
Oo. 





Named with Mr. Dugan for the 1954- 
1955 term were: Alexander A. Bennett, 
vice president; Henry J. Borgstede, secre- 
tary; John W. Audley, treasurer, and Wil- 
liam H. Wolford, auditor. Past presidents, 
serving as directors, are: James J. Finnerty, 
Raymond H. Wilcox, and Herbert H. Orel. 

The club was instituted by Tiffany & 
Company’s veteran employees on June 9, 
1948. 


3 2 
JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 











65 NASSAU STREET 


108 FULTON ST., NEW YORK 38, N. Y. 





“ORIENTA” 
CULTURED PEARLS 


of QUALITY 
GH, a a . rf 
LY. tf; WG YC 


“NEW YORK 








Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiaMONDs—AIll Sizes and Qualities 
JOSEPH BLANK 


COrtlandt 7-3562 
87 Nasseav St. 














LEDA — FEATURES 
14 K—G. F.—S. S. Findings 
All Price Ranges 


New Yerk 38, N. Y 
Ear Wires—Settings (Platinum) 
- Stud Back & Wing Backs 
‘and a Thousand & One Other Items’’ 


LEDA FINDINGS CO. 
. 47th St. PL 7-0758 New York 36, N. Y. 
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GIFT PAKS 
EUREKA MFG. CO., INC. Taunton, Mass. 


Makers of Rolls, Bags, Cases and Chests for 
Silverware since 1926. Send for descriptive 
leaflets and Price List. 
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STOP WATCHES 

CHRONOGRAPHS 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 20, N. Y. 














269 





FLEX-LET REVEALS PROMOTION PLANS AT SALES de 
VA A AOA A LE 


for that little girl you love 
Anniversary 


Pearks 
Genuine Natural 


Pearls Nationally ; 2 
Advertised 








All Pearls strung on 
14K chains. Hand- & 
somely gift boxed for @ 
every occasion. Perfect gift 
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for Babies, School Children, A five-day sales meeting was held re- announcement of the 26-week ad campaign 
Teen Agers. cently at the Park Sheraton Hotel in New in Life, starting in September, 1954, and 
Special Tray Assortment #77: York by the Flex-Let Corporation, manu- running through the spring of 1955. 
8 Anniversary Necklaces in facturer of men’s and women’s watchbands Shown for the first time at the meeting 
Beautiful Display Tray...... $107.00 and jewelry fashions. was a retest display program de. 
eystone ine ia. : 1 a ” 
- Oo Oo sales ‘ 
WRITE TODAY FOR FURTHER INFORMATION ogg | un ——S a 
. : representatives, were executives from the ing units feature the merchandise to } 
The gift that becomes an heirloom firm’s East Providence factory and Norlé dvertised in Li d i ' 
—it grows and grows more ltd . cocaine ne ’ advertised in ife an provide the jeweler 
precious with the years. oe ee istributor of Flex-Let prod- = = = Flex-Let . ed 
in | . art the sale in your window—Clinch the 
ANNIVERSARY PEARL CO. Highlight of the sales meeting was the sale at your counter!” 
48 WEST — waaed N. ¥. 36 
aza 7- 
All Prices Keystone Strong Opposition of Business stein has been appointed director of mer. 
Delays Use of New Excise Form oe eng i ee — taken 
. ; over the duties of director of sales; Mor. 
Fontaring Genuine New excise tax reporting Form 720 will | timer L. Weisenfeld has become dicen 
BLACK STAR not be — into effect this ia maybe of operations, and Meyer Laskin has been 
never. he Internal Revenue Service, im- put in charge of branch operations (Los 
SAPPHIRES pressed with the strong opposition of busi- Angeles, Atlanta and warehouses). 
. ness and industry spokesmen, has officially Executive offices of A. Cohen & Sons 
Finest Cut Genuine agreed to hold the form in abeyance and Corp. are located at 27 W. 23rd St., New 
try to work out a compromise acceptable York. Branch offices are located at 218 @ 
BLUE SAPPHIRES to businessmen. The form, which would | Fifth St., Los Angeles, and 321 Peachtree 
have required costly extra bookkeeping, ~ WN E_ Atlant: 
he d Pera P .. St., N. E., Atlanta. 
ma e dropped 1f a compromise cant pe 
GOLDEN, BLUE AND sence we IRS source alien 
WHITE ZIRCONS , ; MJSA Announces Date for 
eK Second Annual Dinner-Dance 
Executive and Board Changes a soell ea a 
ans have been formulated for the sec- 
Also Other Unmounted Stones Announced by A. Cohen & Sons ond annual dinner-dance of the Manufac- 
At the annual stockholders’ meeting of turing Jewelers Sales Association. The gala 
” WALTER S. ARNSTEIN A. Cohen & Sons Corp., held on June 14, jewelry event will be held on Saturday, 
ps Ge B. New Vork 36, N. Y. many of the firm’s new officers were elected September 25, in the grand ballroom of 
- to the board of directors. the Sheraton-Biltmore Hotel, Providence, 
tin Ni i: Serving on the new board of directors R. I. 
e ias are: Harry Cohen, chairman of the board; Serving on the dinner-dance committee 
“CUFFM A STER TH ] Hyman J. Cohen, president; Samuel are: Louis F. Monte (Uncas Mfg. Co.); 
6 Cohen, vice president; Lewis Rubenstein, Harry R. Auerbach (Ansul-Craft, Inc.); 
TRADE MARK vice president; Melvin S. Cohen, trea- Joseph Lavan (Superb Case Mfg. Co.); 
the Anest surer; Meyer Laskin, secretary; Mortimer Robert M. Parrillo (Representative), and 
cuff link L. Weisenfeld, assistant treasurer, and Kenneth E. Randall (Rim Jewelry Mfg. 
back ever Marvin Cohen, assistant secretary. Co.). 
pce After 37 years of devoted service to the — 
dountre company, Julius Bodker, who had _ been 
Trade treasurer of the corporation, retired due 
ae, to illness. Elected to replace Mr. Bodker Merrill 
Patented Construction n 2,472,958. as treasurer was Melvin S. Cohen, who S 
, A , vs has been associated with the firm for the eymour 
Available in gold, silver, gold filled, brass 
past 14 years, most recently as secretary. formerly of B. Jadow 
and other metals. ' 
Send Oar eoten thet. Meyer Laskin, a new member of the Inc. & Naomi 
NIASH REFINING CO board, has been connected with the cor- 
116 Nassau St., New York 38 poration for over five years, for the most aaiieniaias 
’ ; ' —I w o service 
COrtlandt 7-4496 part in the jewelry department. Mortimer a tocethene latanente 
L. Weisenfeld, another new board mem- for a jewelry man- 
~- Sy . ufacturer ora 
N fam Si ber, had served the company three years wandering BoM. 
| OWN. prior to his recent service as an officer in cavered the entire 
THE GUARANTOR a CR | - the United States Navy. Marvin S. Cohen, United States and 
ore another new director, has been associated Canada doing ‘‘missionary work’, , stress. 
. : ing public relations along with sales to 
ACON WATCH CROWN 60. with the company for the past seven years. watch material wholesalers, jewelry 
50 Eldridge St., New York 2, N. A number of important changes in the manufacturers, as well as many of poe 
Manufacturers of Gold Filled Crowns executive staff of the A. Cohen organiza- large retail stores. | can be contacte 
Complete line including waterproofs : f through Box ‘“‘A 986”, care J. C.-K. 
Sold through Wholesolers & Jobbers tion were made recently. Lewis Ruben- 
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The annual outing of the Twenty-Four 
Karat Club of the City of New York was 
held this year, as usual, at the country 
home of the New York Athletic Club on 
Travers Island. 

The intermittent showers that fell in the 
New York area on the morning of June 
23--the day the outing was held—failed 
to dampen the enthusiasm of those who 
attended. While it was raining, members 
participated in a series of indoor events 
which the Outing Committee had wisely 
arranged. 


rk 24-K Club Holds Summer Outing 













Oe 


eS Se 


Admirable athletic performances were 
turned in by members at the outdoor ath- 
letic events held in the afternoon when 
the weather cleared. A horseshoe pitching 
competition and a “golf” tournament at- 
tracted a goodly number of participants. 

James Stern (I. Stern & Co.) served as 
chairman of the Outing Committee. He 
was assisted by Jerome T. Agate (Cyma 
Watch Co.); Herbert L. Gardner (L. & 
M. Kahn & Co.); Carl van Dam (Carl 
van Dam, Inc.) ; Robert W. Schick (Harry 
C. Schick, Inc.), and Lawrence W. Sparks. 





-_--——--— 


N. Y. Horological Society 
Holds Well-Attended Meeting 


The Horological Society of New York 
held its last meeting before summer ad- 
journment on the evening of June 5 at the 
Capitol Hotel. Approximately 175 mem- 
bers and their wives attended the gathering 
which was highlighted by a combined pro- 
cram of business and entertainment. 

Henry B. Fried, president of the Society, 
opened the meeting by extending a warm 
welcome to all. Among the distinguished 
guests whom he introduced was Orville 
Hagans, executive secretary of the United 
Horological Association of America. 

Following Mr. Fried’s remarks, a color 
film produced by the United States Time 
Corporation was presented, which featured 
their collection of antique watches. 

A program of entertainment was pro- 
vided by Joseph Schwende, a _ Society 
member, and his two brothers. They pre- 
sented a musical program which included 
both popular and operatic selections. 











Quality Costume Jewelry 
DON'T BUY 


until you see our 
merchandising plan with 


sensational displays 
— mat service — 


New York — Booth #15 
Pittsburgh — Booth #2 


Fantasy of Jewels 


18-20 W. 31st St., New York 1, N. Y. 
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Refreshments were served and souvenirs 
were presented to all the ladies in whose 
honor the evening was held. 

The next meeting of the organization 
will take place September 13 at the Capi- 
tol Hotel. 


—_ -——___.. 


Sec'y of Watch & Clock Group 
Makes Listing in "Who's Who' 


The May, 1954, monthly supplement to 
“Who’s Who in America” carries the biog- 
raphy of Earl T. Strickler of Columbia, 
Pa., secretary of the National Association 
of Watch and Clock Collectors. 

Mr. Strickler, a fuel merchant by trade, 
is a well-known horological author, col- 
lector and lecturer. His biography in 
“Who’s Who” calls attention to the fact 


EARL T. 
STRICKLER 


Secretary of 
National 
Association 
of Watch 
and Clock 
Collectors 


that he is a fellow of the British Horo- 
logical Institute in London and that he 
is also affiliated with a long list of Jap- 
anese horological societies and libraries. 

The biographical sketch also lists Mr. 
Strickler’s membership in the United 
Horological Association of America and 
the Horological Institute of America. He 
was honored recently by the HIA in Wash- 
ington, D. C., when he was awarded an 
honorary life membership in that organi- 
zation. He was cited by the group for 
“international leadership in horology,” and 
“marshalling the prime efforts of others in 
bringing to light the past that by its study 
aids in planning for the future.” 



































RUNNING A © 
SUCCESSFUL 
SALE IS AN 
ART 


by Manny 
Silverman 


5 


In the first 6 months of 1954 our 
a sale is over 50% ahead of 


Reason: New Methods—New 
Ideas—New Sales Procedures. 


The amount of sales we have con- 
ducted so far in 1954, just about 
equals the amount of sales in 1953 


BUT... 


OUR AVERAGE SALE SO FAR 
THIS YEAR IS OVER 50% 
AHEAD IN PROFIT 


This result is amazing in the face 
of a so-called recession, change- 
over period, or whatever it is you 
wish to call it. 

It is my opinion that the major 
reason for this extraordinarily won- 
derful result is mainly due to our 
completely progressive outlook, our 
dissatisfaction with status quo, our 
continuous striving for new ideas, 
new methods, new sales slogans, 
and new sales approaches. We 
firmly believe that to stand still, to 
be self satisfied, smug and compla- 
cent is to go backwards. 


This course has given us a back- 
log of repeat sales, unequaled in 
professional sales conduction his- 
tory. 

Yes! We take great pride in the 
fact that so many of our customers 
find it desirable and profitable to 
call us back every year. 

It is our opinion that due to to- 
day's merchandising and competi- 
tive methods, it is an absolute ne- 
cessity for EVERY retail jeweler to 
run an all-out storewide sale ONCE 
every year. AND we will prove that 
it is to the advantage of this retail 
jeweler, both profit-wise and vol- 
ume-wise to call us back every year 
to conduct this sale for him. 


WRITE! WIRE! CALL! 


SILVERMAN SALES 
ENTERPRISES 


580 Fifth Avenue New York 36, N. Y. 
Tel. PLaza 7-4693 
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If you are a better store with 
a clientele that appreciates 
finer things... then you will 
be interested to learn more 
about our unusual 





( Customer-Building 





fl 


WITH NO INVESTMENT 


Here’s your chance to get New 
Business from old customers and 
New Customers for your store. 


Here’s how! Write to us for our 
complete plan. We will show how 
to get orders for Genuine Steel En- 
graved Wedding Invitations and 
Social Stationery. Our work is super- 
fine quality, exclusively. No finer 
in the field. 

Be the first in your City. . . write at 
once for complete plan. 


wit BOKER & co. 


414 N. Twelfth Bivd. « St. Louis 1, Mo. 


SINCE 1913 


oTEEL ENGRAVED 


AL AND BUSINESS 
ATIONE RY 





* Available to Leading Jewelers who have 
the franchise for outstanding silver patterns. 


we AA AAAS 














ART MONOGRAMS 
and LETTERING 


BY 
J. M. BERGLING 
18th Edition Paper Covered 


$2.50 POSTPAID 
REMITTANCE WITH ORDER 


The Jewelers’ Circular-Keystone 
100 E. 42nd St., N.Y. 17, N. Y. 














GOLD 


and 


SILVER 
= PLATING 


Silverware Repaired 
Equal to NEW 
Removing of Engravings 
Wm. Hertel & Co., Inc. 
Silversmiths & Platers 


17 W. 45th St. 
New York 36, N. Y. 
“36 years at the same 

address”’ 





( Before) 
(After) 









































Executive Appointments 











Eisenstadt Names Two to 
Posts Vacated by Hagnauer 


After 62 years of continuous service, Nel- 
son W. Hagnauer resigned recently as di- 
rector and vice president of the Eisenstadt 
Mfg. Co., manufacturing and wholesale 
jewelers of St. Louis, Mo. He tendered his 
resignation June 14 at the annual meeting 
of the firm’s stockholders. His resignation 
was accepted with regret and the board 
of directors passed a resolution commend- 
ing him for his unparalleled record of long 
and faithful service. 





JACK MARVIN A. 
KRUEGER STUHLMANN 
Appointed Named to 

vice president board of 
directors 


Named to replace Mr. Hagnauer on the 
board of directors was Marvin A. Stuhl- 
mann, credit manager for the past eight 
years, and in the company’s employ since 
1941. Appointed as vice president was 
Jack Krueger, who is in his 25th year with 
the company and is presently in charge of 
sales. 


Named Mor. 
of Elgin's 
Special Sales 
Department 


WILLIAM H. 
RICE 





William H. Rice, an executive in the 
marketing division of Elgin National 
Watch Co. since 1952, has been named 
manager of the special sales department. 

Rice will direct marketing of watch 
parts and allied materials used by trade 
watchmakers. In addition he will handle 
the company’s presentation business, in 
which watches are sold through jewelers 
for industrial award programs. 

Before joining Elgin, Rice had been as- 
sistant manager of retail development for 
General Electric Corporation and with the 
merchandising division of Foote, Cone and 
Belding advertising agency. 














Appointed 
Advg. Mar. 
of Jacques 
Kreisler 
Mfg. Corp. 


LESTER M. 
CONE, JR. 


The appointment of Lester M. Cone, 
Jr., as advertising manager of Jacques 
Kreisler Mfg. Corp. was announced te. 
cently by Toby Stern, president. 

Mr. Cone was last associated with the 
Duff Baking Mix Corp. Previously he had 
been an independent consultant in the 


field. 


Ireland Succeeds Campbell as 
Head of Toastmaster Products 


D. S. Campbell, president of the Toast. 
master Products Division and vice presi- 
dent of McGraw Electric Co., will in the 
future devote his time to investigations in 
connection with expansion of the company. 





MURRAY IRELAND D. S. CAMPBELL 





Murray Ireland, who from the _ begin 
ning has been in charge of Toastmaster 
development and production, will succeed 
Mr. Campbell as president of this Division, 
and will also be responsible for quality 
control in all of the company’s appliance 
manufacturing plants. 

Overall general responsibility for all ap- 
pliance divisions and subsidiaries of Mc- 
Graw Electric Co. will continue under 
Alfred Bersted, who has been a director 
and vice president of the company since 
1948. 


Los Angeles Jewelers Purchase 
Store in Montebello, Calif. 


Fred and Avis Downs, owners of Downs 
Jewelers, 4832 Whittier Blvd., Los An- 
geles, Calif., have purchased Normans 
Credit Jewelers at 610 Whittier Blvd. 
Montebello, Calif. The Montebello store, 
which is under the management of Fred 
Downs, is now operating under the trade 
name of Downs Jewelers. Bruce Barnes }s 
managing Downs’ Los Angeles store. 
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Boston Jewelers Outing Attracts Large Turnout 





Members of the winning softball team at the Boston Jewelers Club outing are shown stand- 
ing with their captain, Paul Lifset (extreme left). Kneeling in front are co-umpires of the 
game—''Gus" Burque (left) and "Billy'’ Murray. 


Some 200 members and guests of the 
Boston Jewelers Club gathered June 16 at 
the New Ocean House, Swampscott, Mass., 
for the annual outing of that organization. 

Early arrivals at the event engaged in 
golf, and later on two softball teams were 
recruited. Other sports events included a 
potato race, tape race and_ shuttlecock 
throw. Following a traditional New En- 
sland shore dinner, prizes were distributed. 

“Gus” Burque, of Nashua, N. H., and 
“Billy” Murray of the Jewelers Building, 
Boston, co-umpired the softball game, and 
Paul Lifset, of N. I. Goodman, Inc., cap- 
ta'‘ned the winning team. 

Charles Thomae, Sr., won first prize in 
the tape race, followed by Larry Glovin, 
second, and George Salisbury. third. Larry 
Glovin won the potato race, with Ray 
Mace, second, and Charles Thomae, III, 
third. The shuttlecock throw was won by 
Bruce Fisher, with Bob Abbott and Frank 
Zuegg in second and third places. 

Three golfers tied for first place— 
Messrs. Zuegg, Ed Cotter and Webb. each 
scoring 89 points and having to toss a coin 
for winning place. Best net score of 71 
went to Elliott Freeze, and A. J. Leone 








was judged the “best golfer” with a high 
score of 157. 


Following the awarding of prizes, five 
top-flight acts of entertainment were pre- 
sented. Charles Thomae and Ellsworth W. 
Read were co-chairmen of the event under 


Club President Albert Munnis. 





Winners of the tape-tearing race at the 
annual outing of the Boston Jewelers Club 
receive their prizes from Ellsworth W. Read 
(right). Charles Thomae, Sr. (left), won 
first prize in the race, followed by Larry 
Glovin (second from left), who came in sec- 


ond, and George Salisbury (second from | 





right), who finished third. 





Westinghouse Forms Unit to 
Enforce Fair Trade Contracts 


The formation of a fair trade enforce- 
ment committee to develop and coordinate 
the newly intensified program of the West- 
inghouse Electric Appliance Division was 
announced June 29 by Robert M. Oliver. 
manager of portable appliances. 
| “Functions of this committee.” accord- 
ing to Mr. Oliver, “will be the close co- 
ordination of sales and legal activities in 
the interests of the maintenance of fair 
traded prices which have been established 
for Westinghouse portable appliances in 
states having applicable fair trade laws.” 

Outlining further the responsibilities of 
this committee, Mr. Oliver said: “All mat- 
ters pertaining to fair trade will be re- 
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ferred to this comm‘ttee and it will be the 











responsibility of the committee to take ap- | 
propriate action to make certain that West- | 


inghouse fair traded price schedules are 
being followed. 
“Although in every instance it is the de- 


sire of the corporation to take whatever | 
action is possible to assure the mainte- | 
nance of fair trade prices before seeking | 


injunctions in the court, it is a function of 
this committee to refer violators to the law 
department with a request for legal action 
if warnings and other measures taken by 


the sales department have failed to pro- | 


duce the desired results.” 


Chairman of the committee will be 


M. J. Dunn. marketing assistant to Mr. | 


Oliver. 
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No. 1665: Hand chased rhodium finishec 
white gold eagle mounted on an engraved 
yellow gold ring with side emblems set 
in recessed shank and matted background. 
An attractive enameled shrine emblem 
can be substituted on either side to re- 
place emblem illustrated. 


No. 1657: The white gold hand chased 
rhodium finished double eagle is pierced 
thru around the wings and head and 
welded to the yellow gold shank insuring 
permancy of the emblem. Authentic side 
emblems of the 14° and 32°, rose croix 
and council make this a truly outstanding 
ring. Also available with triangular plate 
for diamond. 


Ask to see these fine rings of outstanding 
value, made with the fine finish and extra 
weight for which the ““GRAN" line of 
Emblem Rings is noted. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 














Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT 
TOURMALINES 
TOPAZ 

AMETHYST 


Unusual Gems 





Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 
































No. 905—$3.50 retail 
SPRING-O-MATIC 

Gold Tooled Florentine Jewel or 
Stud Box in Suntan or Ginger 
Saddle Cowhide with full suedine 


lining. 
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No. 761—$6.00 retail 
Quonset "Non-Collapsible" Kit in 


Authentic Scotch Plaid. Other 
styles, including "“Collaps-A-Kits" 
from $4.00. 






No. 616—$20.00 retail 
SPRING-O-MATIC 
Fitted Dressing Case in Top Grain 


Other styles from $5.00. 
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No. 963—$18.00 retail 
Bar Set in Genuine Top Grain 
Cowhide. Drop-front Case — II 





ya sovereign i= see catalog write to your 


Distributors —— 
Distributor or to— 












Cowhide with Chromium Fittings. 


Fittings. Other styles from $12.50. 





Governor Gregg and Senator Bridges 
Attend New Hampshire RJA Convention 


One of the most colorful and gala events 
in New England jewelry circles occurred 
when the New Hampshire Retail Jewelers’ 
Association held its 39th annual conven- 
tion at The Wentworth-by-the-Sea, Ports- 
mouth, N. H., Sunday and Monday, June 
27 and 28. Nearly 200 members and guests 
were welcomed by Herman D. Page, presi- 
dent of the Association. 

Ably assisted by Jack C. Sawyer, La- 
conia, N. H., vice-president, who served as 
master of ceremonies, and by Mrs. Char- 
lotte M. Page, secretary-treasurer, Mr. 
Page was supported by the 1954 executive 
committee, as follows: 

Fred Allen, Claremont; Albert Allie, 
Dover; Conrad Alie, Rochester; A. G. 
Burque, Nashua; Roger Brassard, Man- 
chester; Arthur B. Duncan, Portsmouth; 
Robert DeMontigny, Nashua; Leon Cote, 
Littleton; M. J. Harrington, Newport; 
Mrs. M. J. Harrington, Newport; Harry 
Heckman, Nashua; Louis Lemay, Man- 
chester; M. A. Noury, Manchester; Mrs. 
M. A. Noury, Manchester; Robert Fick- 
ett, Concord; Walter A. Sawyer, Keene; 
Mrs. W. A. Sawyer, Keene; Leonard G. 
Vancore, Colebrook; and Mrs. L. G. Van- 
core, Colebrook. 





Scores of prizes had been donated {o; 
the various sports events, and these were 
drawn for by the winners prior to the dip. 
ner, during which other prizes were 
awarded to lucky holders of door-prize 
tickets. 

The banquet was the gala event of the 
occasion, attended not only by officers of 
various New England jewelry groups and 
their wives, but by Arnold A. Schiffman, 
of Greensboro, N. C., president of the 
American National Retail Jewelers Asso. 
ciation, and Mrs. Schiffman, and by Harry 
Gerber, of New York City, regional vice. 
president of ANRJA and Mrs. Gerber, 

Guests of honor also included New 
Hampshire’s young and popular Governor 
Hugh Gregg and Mrs. Gregg, and U. §. 
Senator Styles Bridges, from New Hamp. 
shire, president pro tempore of the U. §, 
Senate. Both Senator Bridges and Gov. 
ernor Gregg spoke briefly on state and 
national situations. 

Highlight of the occasion was afforded 
when Governor Gregg was escorted to his 
seat at the table by a special guard of 
honor composed of Lorenz Ernst, of D. C. 
Percival & Co., Inc., Jewelers Building, 
Boston; Harry M. Chamberlain, of Rog. 





Guests of honor at the annual convention of the New Hampshire Retail Jewelers Associa- 
tion pose here with Herman D. Page (third from right), association president, and Mrs. 
Charlotte M. Page (fourth from left), secretary-treasurer. Shown left to right are: Arnold 
A. Schiffman of Greensboro, N. C., president of the American National Retail Jewelers 
Association; Mrs. Schiffman; U. S. Senator Styles Bridges of New Hampshire; Mrs. and 
Mr. Page; Mrs. Hugh Gregg, and Governor Hugh Gregg of New Hampshire. 


The various committees were chair- 
manned as follows: Entertainment, Jack 
C. Sawyer; Nominating, Walter A. 
Sawyer; Program, Mrs. M. A. Noury; 
Gifts, Roger Brassard; Auditing, Albert 
E. Alie; Ladies’ Golf, Mrs. M. J. Harring- 
ton; Men’s Golf, A. U. Burque; Ladies’ 
Sports, Mrs. Bernice Sawyer; Men’s 
Sports, Conrad Alie; and Bridge, Mrs. 
Conrad Allie. 

Sunday, June 27, was given over to golf, 
swimming, etc., followed by a dinner and 
entertainment program. 

On Monday, after a morning of golf, 
swimming, and a boat ride around Ports- 
mouth Harbor, the annual clambake un- 
der the canvas at the shore was enjoyed 
by all. The day was perfect, and clams, 
lobsters and all the fixings were on tap. 





ers, Lunt & Bowlen Co., Greenfield, 
Mass.; and Howard Michaels, of Michaels, 
Inc., New Haven, Conn. 

All three “guards” were dressed in 
sports clothes—ordinarily barred from the 
Wentworth dining room—which included 
bright straw caps, yellow and white jer 
seys and plaid shorts. 

During the banquet, Governor Gregg 
presented Mr. Schiffman with a large 
scroll, naming him as a “New Hampshire 
Whooper.” 


——_ 


Semca Opens Canadian Branch 


The Semca Clock Co., Inc., 30 Irving 
Place, New York, recently opened a Cana- 
dian branch at 103 Richmond St. E, 


Toronto, Canada. 
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Kilguss Named President 
Of Excell Mfg. Co. 


One of the oldest manufacturers of 
chain for the jewelry industry, Excell 
Mfg. Co., Providence, R. I., has announced 
the election of Fred C. Kilguss as its pres- 
ident. 

Kilguss, though a newcomer to the in- 
dustry, was always ready to help the in- 
dustry with its problems during his 20 
vears in public life. He was formerly ex- 
ecutive secretary to the Governor of Rhode 
Island. Administrative Assistant to United 
States Senator, J. Howard McGrath, and 
Deputy Administrative Assistant Attorney 
General in the U. S. Department of Justice. 

A native Rhode Islander who has been 
in the District of Columbia for the past 
seven years, Mr. Kilguss has now returned 
to his native state. 


Goodman Accepts Chairmanship 
Of NWJA Ring Committee 


Nathaniel I. Goodman (Nathaniel I. 
Goodman, Inc.), Boston wholesaler, has 
accepted chairmanship of the Ring Com- 
mittee of the National Wholesale Jewelers 
Association. 


NATHANIEL I. 
GOODMAN 


Chairman of 
Ring Committee, 
National 
W holesale 
Jewelers 
Association 





Serving on the Ring Committee with 
Mr. Goodman wilt be Charles F. Byrne, 
of J. P. Byrne & Sons, Omaha, Neb.; E. S. 
Feinstein, of E. S. Feinstein & Co.. New 
York City; and Howard Kleitz, of the B. 
Kleitz & Brother Co., Wilmington, Del. 
Serving as Consultant on the Committee 
will be Henry Peterson of the Feature 


Ring Co., New York City. 


—— -— -— 


Uncas and Aurora Open New 
Offices in Chicago, Phila. 


The Uncas Mfg. Co. and its jewelry di- 

vision, Aurora Jewelry Co., both of Provi- 
dence, R. I., announced recently the re- 
moval of their Chicago sales office and 
showroom to new and larger quarters in 
the Heyworth Building, 29 E. Madison St. 
Manager of the office is Joe Benson, Mid- 
west representative. 

The firms have also opened a new office 
and showroom at 701 Chestnut St., Phila- 
delphia, from which their Southern repre- 
sentative, Lester Mayer, will cover his ter- 
ritory. 

[It was stated that the moves are part of 
a general expansion of Uncas-Aurora fa- 
cilities and are calculated to more conve- 
niently and effectively serve the wholesale 
Jewelry trade in the Midwest and Philadel- 
phia areas. 
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+ 26/0110—Outstanding 8 day time wall clock. A beautifully hand 
carved wood clock with gilt border and genuine walnut convex center. 
Gilt raised roman numerals on mirrored surface. Fine 4 jewel lever 


movement. Overall diameter 13°34”. KEYSTONE $52. 
SEND FOR NEWEST CATALOG & PRICE LIST 
HENRY COEHLER CO., INC. 


101 FIFTH AVENUE NEW YORK 3, N. 
1524 Merchandise Mart, Chicago, Iil. 
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Increase — Decrease 





Platina’'s stainless necklaces 
and bracelets are designed to be 
easily shortened or lengthened 
at point of sale. No special 
lengths need be ordered. 








Platina’s necklaces, bracelets 
and earrings are unaffected 
by skin acids, never discolor, 
never tarnish. Comebacks 
and costs decrease. Sales 
and profits increase. 











Sample this desirable line 
by writing for assortment #15, 
at $40.00, or #25, at $75. 
Keystone $2.00 to $12.00. 








y Pe OO me ee 


The Platina Company 
21 North George St. 
York, Penna. 
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“BRIDAL PAIR” 


Trademark 





EARRINGS 


mean 


BIG VOLUME 
RETAIL JEWELERS 


. like Alice's famous "Bridal 
Pair" . available in neck- 
lace, bracelet, earrings, and 
anklet. 


Ask Your Wholesaler! 


JEWELRY CO. 
52 Valley St., 










Prov., R. |. 











INTEGRITY DIAMOND RINGS 


Outstanding Values 
$62.50 to $500 Retail 


Announces 


One year free insurance against loss, etc. This 
mounted diamond ring and Lock Sets line, with 
supporting sales aids which include guarantees 
—displays, mat service, price tags, ring boxes, 
etc., is a proven seller. 


EXCLUSIVE FRANCHISES AVAILABLE 
LOUIS F. GUINESS, INC. 


Diamond Importers Since 1910 
373 Washington St. Boston, Mass. 
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THE SEYMOUR MFG. 


SEYMOUR, CONN. 
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q For the past several months, extensive 
alterations have been taking place at the 
jewelry store of Day’s, Inc., Portland, 
Maine. The building at 489 Congress St. 
in which the store is located was cut 
down in size from seven stories to four, 
and the front has been entirely changed. 
Current plans are that the new store will 
open, entirely changed throughout, in Oc- 
tober. 

q The shores of Lake Massapaug, Sharon, 
Mass., have echoed the activities of sev- 
eral Greater Boston jewelers these past 
few weeks. Over the 4th of July weekend, 
Leon Heller, of Harry Heller & Son, 706 
Washington Bldg., chairmanned a big 
carnival. He was ably assisted by Mel 
Cutler, of A. Frisch & Co., 306-7 Jewelers 
Building, who served hundreds of hot 
dogs; by Melvin Shore and Harold Price 
of I. Alberts’ Sons, 8th floor Jewelers’ 
Building; by Norman White of 1005 Jew- 
elers Building; and by Ralph Cohen of 
Regent Watch Repair, Province Building. 
The jewelers’ group at this lake resort 
area also are engaged in forming a square 
and compass club. 

q Perley B. Richardson, jeweler of Spring- 


field, Mass., plans to close his store and 


retire from business on September 1. 

q In returning by automobile from the 
Vermont Jewelers Convention at the 
Equinox, Manchester, Vt., Mrs. Percy G. 
Ellsworth and Miss Grace Fenno of the 
Ellsworth store in Burlington, blew out a 
gasket in their car. The incident hap- 
pened in front of an undertaking estab- 
lishment it is reported, and the ladies 
joined in singing, “A-tisket, a-tasket, we 
blew out a gasket! ....” However, it is 
not reported whether or not the casket 
purveyor came to their rescue. 

q Ralph E. Bold, salesman for I. Alberts’ 
Sons, 8th floor, Jewelers Building is now 
associated with D. C. Percival & Co., 2nd 
floor, same building. 

q As this issue went to press, plans were 
under way by many New England jewelry 
and giftware dealers to participate in the 
Boston Gift Shows at the Parker House, 
Sept. 12 to 16, and the Hotel Statler, Sept. 
13-17. 

q Harold Shapiro is back with I. Alberts’ 
Sons, 8th floor, Jewelers Bldg., after a 
year and a half with the Jack Michaels 
Company. Donald Alberts, son of Nathan 
Alberts, has left the firm to go on the 
road for Garland Sweater Co. Robert 
Burnim is now covering southern Massa- 
chusetts for this firm. Harold Price and 
Melvin Shore are both building new 
homes at Queens Acres, Sharon, Mass. 
Mrs. Fay Herlichman, calculator, who was 
married recently, has left the firm. 

q Wendell Hay, who covers Maine, New 
Hampshire, Vermont, and western Massa- 
chusetts for Hamilton Watch Co., has been 
spending the summer on the lake shore at 


Spofford, N. H. 









NEW ENGLAND 


q “Joe” Mahoney of the Albert Walker 
Co., Providence, has been vacationing at 
Old Orchard Beach, Maine. 

q Roy Brooks, of Mauran Watch Co., 7192 
Jewelers Building, spent his summer vaca. 
tion at Alton Bay, N. H. 

q Herbert Guiness, son of Louis F. Gyj- 
ness, of 711 Jewelers Building, and for. 
merly associated with the firm, is to be 
married on August 13 to Miss Shirley 
Clark, whom he met while with the armed 
forces in England. The young couple 
will fly to London for their honeymoon. 
Mrs. Doris Jeffries, assistant bookkeeper, 
is driving to California with her husband 
this summer to visit their daughter and 
son-in-law there. 

q Edwin S. Page, of the M. S. Page Co., 
508 Jewelers Building, and his wife, were 
both struck by an automobile in Franklin, 
N. H., on July 4. Mr. Page is at the 
Franklin Hospital with two broken legs, 
q Jack Frye, salesman for the Katherine 
A. Murphy Co., 509-11 Jewelers’ Building, 
was a member of the crew of the Fertuna 
which participated in the Bermuda Cup 
Race. He was taken off the boat on his 
return and confined at the Providence, R. 
I., hospital where he suffered from a punc- 
tured ulcer. 

q Warren Kunz, jeweler of Milford, Mass., 
has moved from an upstairs location to a 
new store on the street level. 

q Donald O’Leary, formerly with Swart- 
child & Co., Washington Building, has re- 
turned from the armed services and is 
now working on the sales staff of Mahar & 
Engstrom, 405-11 Jewelers’ Building. Miss 
Gloria Gibbs, of the same firm, was res 
cued recently by the U. S. Coast Guard 
when the boat in which she had been 
deep-sea fishing was overturned off Marsh- 
field, Mass. 

4 Checking up on the fish caught by Mr. 
and Mrs. Arthur S. Kelley of the Norling 
& Bloom Co., 809 Washington Building, 
was a simple matter. Mr. Kelley produced 
a slip of paper listing 20 trout which he 
and Mrs. Kelley had caught, and which 
measured from 10 to 13% inches—all 
taken from Tim Pond, Maine. 

4 The firm of Hopfgarten Brothers, 707 
Washington Building, was closed for an- 
nual summer vacation from July 19 to 
August 2. “Rudy’s” son, Rudolph C., Jr., 
received his bachelor of science degree at — 
Boston University, and plans now for two 
years with the armed services. 

q Mrs. Effie Nagle, bookkeeper with Harry 
Heller & Son, 706 Washington Building, 
was off for the month of July for a vaca- 
tion at Grand Pre, Nova Scotia. 

4 Many retail and wholesale establish- 
ments in the Jewelers’, Washington, and 
Province Buildings have remained closed 
all day Saturday during July and August. 
4 Henry D. Higgins, of Higgins, Magnu- 
son & Co., Washington Bldg., who also 
serves as a vice-president of the Braintree 
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(Mass.) Cooperative Bank, has. returned 
with Mrs. Higgins from a cruise to Ber- 
muda. 

4 The jewelry store of Peter Conti, 77 
Main St., Hudson, Mass., was broken into 
recently and thieves made away with 50 
rings, and several watches. 

q Stanley Rosenfield, assistant silver buyer 
with Barry & Epstein, 400-401 Washington 
Building, is vacationing this summer at 
Nantasket Beach, Mass. 

4 Herbert W. Stranger of the firm of the 
same name, 305-6 Washington Building, 
spent the month of July with his family 
at their summer place in Truro, Cape Cod, 
Mass. 

q Peterson’s Associates, Arlington, Mass., 
a branch of the Needham, Mass., store, 
closed out on June 30 with an auction. 

4 Something new for jewelry stores in the 
way of “gold” displays was added when 
Francis P. Oliver, of Provincetown, Cape 
Cod, Mass., started selling goldfish on the 
side. A local hotel put in an aquarium, 
and Mr. Oliver has found the fish a good 
sideline. 

q Harry J. Haselton, of 702 Jewelers Build- 
ing, was operated on recently at the Win- 
throp Community Hospital where he has 
been convalescing. 

4 George E. Elliott, of the firm of the 
same name, Concord, N. H., stopped over 
at his son’s home in Arlington, Mass., on 
his way for a vacation at Utica, N. Y. 


4 John J. Doyle, 541 Province Building, 





has changed the name of his place to Ace 
Engraving Co. 

4 A new jewelry store was opened on July 
1 by Leonard E. Rothman in Room 480, 
Province Building. 

q Robert S. and Mark S. Davis, who op- 
erate Davis Brothers, 703 Province Build- 
ing, have enlarged their quarters to in- 
clude Room 704. Larry Levine has been 
added to the sales staff, and the firm has 
taken on a new line of diamond wedding 
bands and 14-k gold jeweled chains. 

q “Closed for summer vacation” signs ap- 
peared on a number of Province Building 
jewelry establishments in July—among 
them, Murray Klein, Rooms 610-11, closed 
July 3 to 10; J. Segaloff & Sons, Room 
435, closed July 2 to 12; Ellis J. Freedman 
& Sons, Room 406, closed the first week in 
July; S. Fuschetti Co., Room 405, closed 
July 1 to 12; Shirley L. Resnick, closed 
July 3 to 12; Harry Cortell, Room 308, 
closed July 4 to 11; and David Abelson, 
Room 546, closed July 3 to 12. 

q William Goldman, Room 419 Province 
Building, has taken into business with 
him his son-in-law, Daniel L. Snyder, who 
is just out of the U. S. Marines. 

q Homer’s Jewelry Store, 44 Winter St., 
was able through a recent estate purchase 
to exhibit a very rare black diamond ring, 
set with white diamonds. The unique 
black daimond was of marquise shape. 

q Julius M. Michelin, Room 302 Washing- 
ton Building, died on June 28. 





Lewin Now With J. F. Sturdy 
J. F. Sturdy’s Sons Co. of Attleboro Falls, 


Mass., announced recently that their New 
York office has been moved from Maiden 
Lane to a new location at 608 Fifth Ave. 

At the same time, the firm also an- 
nounced the appointment of Mortimer J. 
Lewin as their new resident representative 
in New York. Formerly with Wm. B. 
Ogush, Inc., he is well known and highly 
regarded in the trade. 

J. F. Sturdy’s Sons Co. manufactures 
gold filled and sterling silver jewelry. The 
firm also, through their Paul Carver divi- 
sion, produces fashion jewelry, including 
a new line of anodized aluminum mer- 
chandise. 





Oneida Ltd.'s Representatives 
Attend Combined Sales Meetings 


All agents of Oneida Ltd. attended sales 
meetings in Kenwood recently, according 
to Richard A. Bloom, vice president and 
general sales manager of Oneida Ltd. 

The combined sales forces were greeted 
in the traditional manner by “The Fam- 
ily” and were addressed by P. B. Noyes, 
honorary president of Oneida Ltd.; M. E. 
Robertson, president and general manager; 
P. T. Noyes, assistant general manager; 
D. E. Sanderson, vice president and 
director of advertising-merchandising, and 
by Mr. Bloom. 

The sales meetings were held in the Ad- 
ministration Building and were conducted 
by Robert W. Landon, sales manager of 
the Community Division, and by Fred S. 
Lounsbury, assistant sales manager. High- 
lighting one meeting was the introduction 
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of Community’s new pattern “South Seas.” 

The remainder of the sales meetings 
were devoted to the marketing, advertising, 
merchandising and publicity campaigns so 
necessary to the introduction of any new 
pattern. It was stated that the “South 
Seas” campaign will, however, be one of 


the most powerful in Oneida Ltd.’s 106- 


‘ year history. In advertising alone, Mr. 


Sanderson advises that the introductory 
magazine advertisements will reach 80 
million readers. 





Jeweler's Clerk to Represent 
Vermont in Beauty Pageant 





Chosen to represent the State of Vermont 
this September at the Miss America Pag- 
eant in Atlantic City was Miss Annabelle 
Pinkham, head of the silver department at 
F. J. Preston & Son, Inc., Burlington jewel- 
ers. She is shown here with William Preston, 
Sr., co-founder of the jewelry firm and past 
president of the American Gem Society. 
Miss Pinkham has been working at the 
Preston store since July, 1953. 
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RANSOM & RANDOLPH 
JEWELRY INVESTMENT 


Compare the important and distinc- 
tive features of this high quality 
jewelry casting investment. 

e Easy to mix — Sift powder into 
water at room temperature. 

e Setting time is sufficient to invest 
several flasks at one time. 

e Greater strength at end of burn- 
out cycle. Does not crack as eas- 
ily when temperature is lowered 
to casting point. 

e Greater permeability — assuring 
sharper definition in the finished 
castings. 

e Controlled expansion results in 
accurate dimensions. 

e Cleans easily from the castings. 

Ransom & Randolph Jewelry In- 

vestment is easy to handle, assures 

outstanding results for any size run, 
and is most economical to use. 

We are the sole industrial source of 

Ransom & Randolph Investments in 

the East and maintain large stocks 

in our warehouse for immediate de- 
livery. In addition, we offer you 
prompt delivery on any and all of 
your casting and finishing needs — 
from the largest equipment to the 
smallest accessories. For additional 
information — 


Write for CATALOG +52 
and new casting supply 
supplement. 
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= GIFT to SELL 


wed Home or Office 





CLOCKS 


AUTOMATICALLY CALCULATE 
"time at a glance"’ 


Shown above: Model 800 REGEN- 
CY. Retails at $40.00. Other fine 
NUMECHRON Self-Starting Elec- 
tric Clocks from $9.95 to $85.00. 
| "As Advertised in TIME" 

Consult your distributor or write 


for illustrated catalog and aft- 
tractive discounts. 


Personalized Imprinting Available 


PENNWOOD NUMECHRON COMPANY 
7249 Frankstown Avenue, Pittsburgh 8, Penna. 











-~a-w WATCHMAKING 
REPAIRING - ENGRAVING 
Day or Evening 
PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 


Write Dept.*’K"' Iil'd Catalog 
Baldwin 9-1376 Est. 1894 
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> Commonwealth Jewelers of 1291 Chest- 
nut St. was closed July 3 to 12 while Mr. 
and Mrs. Robert Brand took a_ well- 
deserved vacation. 

> The way to catch male customers is 
through fishing tackle. if we can _ believe 
the actions which speak louder than words 
at Motyl’s Jewelry Shop, 1064 Kaighn 
Ave., Camden, N. J. In addition to the 
tackle exhibited near the door, Motyl’s 
has added other fishing equipment. 

>» “The supermarket really controls a shop- 
ping center these days,” says a spokesman 
for Jordon’s Jewelry and Gifts, at 2906 
Mt. Ephraim Ave.. West Collingswood, N. 
J. Last year this jewelry store was closed 
on Wednesday evenings. This year Jor- 
don’s store is open daily until ten P. M. 
Said a spokesman for the firm: “Since the 
(local supermarket) is open until ten 
o'clock, we find that most business is done 
between the hour of five and ten P. M. 
Every merchant in the area is now open 
until] ten.” 

>» Jack M. Tucker, jeweler of Darby, Pa., 
has added additional merchandise to his 
well-stocked luggage department. A parti- 
tion in his store has been replaced by a 
modern showcase for the display of ap- 
pliances, larger hollowware pieces, and— 
on top—smaller luggage. 

» Mitchell’s jewelry store at 104 S. 8th 
St. is gradually reducing the amount of its 
retail business and, concurrently, is con- 
centrating on repairs for the trade. The 
switch to repair work began in February, 
1953, when this establishment moved from 
11 S. 8th St. and has been manifest in 
changed advertising schedules recently. 

>» Experimental advertising in the Main 
Line and Delaware County classified tele- 
phone directory has been discontinued by 
C. R. Smith & Son, 7 S. 18th St., Phila- 
delphia. This experiment was timed to 
announce the new address of this store, 
formerly at 18th and Market Sts., so that 
folks in these areas might have this addi- 
tional check on the new location—particu- 
larly those who frequent the store but are 
not on the mailing list. Direct mail and 
newspaper advertising will continue to play 
an increasing part in the advertising bud- 
get of the Smith store. 

> Karl M. Tiryak of 41 W. Lancaster Ave., 
Ardmore, Pa., has abandoned paid adver- 
tising in favor of other types of promo- 
tion. 

> Walter J. Cook has doubled his adver- 
tising for the current year, particularly 
in the classified telephone directory and 
local school publications. The Cook jew- 
elry story has been established at 30 Bryn 
Mawr Ave., Mryn Mawr, Pa., for over 
eight years. 

>» Congratulations are being extended by 
friends and customers to John E. Lavelle 
on the success of his steadily growing busi- 
ness. A year ago, he moved from a home 
workshop to a store at 5 Township Line, 
Kirklyn, Pa. Recently he added new show- 





ééeé PHILADELPHIA 


cases and expanded his stock of jewelry 
items. | 
> Congratulations go, too, to William F. 
Magowan of 1406 Manoa Road, Peny 
Wynne. The Magowan store marked its 
first year in business on April 30. Ney 
fixtures and a new WatchMaster have re. 
cently been added, increasing the capacity 
and facilities of the watch repair depart. 
ment. Mr. Magowan is considering add. 
ing luggage in the early fall in response 
to several requests from customers. At 
this writing he is conducting an intense 
advertising campaign in local newspapers 
and through direct mail. 


> Dr. Joseph Weissman, who owns and 
operates the jewelry store in which his 
professional offices are located, recently 


moved his business from 43 N. Narberth 
Ave. to 223 Haverford Ave., Narberth, P 
His company, known as Penn Valley Jew. 
elers and Optometrists, had been located 
at the Narberth Ave. address for seven 
years. The new location has given Dr. 
Weissman opportunity to equip a more 
complete optical department and to add 
a more extensive line of luggage. 

>» A series of new silver frames to hold 
variable signs have been added through- 
out the S. Kind & Sons store. Like con- 
servative modern picture frames, they 
grace the wall behind counters and service 
desks accenting such frequently changed 


signs as “Your old watch has a trade-in 


value” and “Ask about our silver dollar 
club plan.” 
>» Mr. and Mrs. Walter C. Simon, who 


operated a jewelry business in Philadelphia 
for many years, have retired from business 
and are accepting calls at their home at 


the Bennett Hall Apartments. Customers 
have expressed regret that the popular 
couple were forced to retire because of 
illness. 


>» Kennett Square Day was celebrated in 
July this year with special sales offering 
discounts on all but fair traded merchan- 
dise. Jack Auritt of 110 W. State St. was 
the only jeweler to participate in this pro- 
motion, sponsored annually (and sometime 
semi-annually), by the local Chamber of 
Commerce. Talks between Jack Auritt 
and other merchants about the possibility 
of closing their stores on Saturdays at 
5:30 or 6:00 P. M. resulted in a decision 
to drop the plan and remain open Satur- 
day night. It 
area, who have been accustomed to night 
shopping for years, still prefer it—even in 
the summer. 

> Elmer W. Lynch, who for 42 years 
served as credit manager of J. E. Cald- 
well & Co.. retired on July 1. 

» Bailey, Banks & Biddle Co., 1218 Chest- 
nut St.. recently presented George A. 
Meell, director of the insignia department, 
with a watch on the occasion of his 50th 
anniversary with the company. Mr. Meell 
designed the West Point class ring worn 
by President Eisenhower and the engage 
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ment ring worn by Mrs. Eisenhower. Mrs. 
Eisenhowers ring is a facsimile of her 
husband’s class ring. Mr. Meell is well- 
known among high-ranking officers in the 
services for his work with the ring and 
class committees of both the United States 
Military Academy and the United States 
Naval Academy. He was recently made a 
member of the Industry Advisory Commit- 
tee at the office of the Quartermaster Gen- 
eral in Washington, D. C. 

» J. E. Caldwell & Co. will open their 
second suburban store in Haverford, Pa., 
on or about the 15th of September. It 
will be located at 20 Station Road, in a 


modern shopping center. 





New Pricing Policy Announced 
For Heirloom Sterling 


The discount on Heirloom sterling—both 
flatware and hollowware—will be increased 
to 45 per cent on August 1, according to 
Fred L. Hartwig, sales manager of the 
Heirloom Sterling Division of Oneida Ltd. 
He pointed out that a $0.50 service charge 
will be added to all net orders under $20. 

It was stated that billing will be done 
on a retail tax included basis which allows 
both dealer and salesman to arrive at a 
net figure with the least amount of trouble. 
Discounts of 1/11 for federal tax and 45 
per cent are exactly equal to 50 per cent 
of the total of the tax included retail 
prices. 

According to Mr. Hartwig, retail prices 
of both flatware and hollowware are being 
adjusted—some up and some down—to 
round off these prices at the nearest logical 
figure. The price of a six-piece luncheon 
place setting will increase from $27.25 to 
$27.50 tax included. 

Heirloom Sterling will continue its pol- 
icy of free transportation on all flatware 
orders of $200 net or more. 





Record Number of Buyers 
Expected at Dallas Show 


Buyers’ registrations are expected to hit 
an all-time high at the forthcoming Allied 
Gift & Jewelry Show in Dallas, Texas, 
according to sponsors of the event. The 
semi-annual showing will be held Septem- 
ber 5 through 9 at the Hotel Adolphus. 

Additional exhibit space has been ac- 
quired at the show to accommodate the 
many new lines that will be displayed. 
Exhibits will occupy the main ballroom, 
the parlor floors of the hotel, and also 
rooms from the sixth through the 13th 
floors. 

Arrangements have been made to pro- 
vide buyers with free bus service to travel 
between the Adolphus and the Baker Ho- 
tel, Santa Fe Building and the Merchan- 
dise Mart, where another show will be held 
simultaneously. 

. Social functions planned for the show 
include the ever-popular buyers’ party (for 
buyers only) which will be held on the 
evening of September 6. On Tuesday eve- 
ning, September 7, the traditional dinner- 
dance and ice show will be held in the 
Century Room of the Adolphus. On the 
evening of September 5, the “Tola” Tum- 
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bleweed’s (jewelry salesmen’s organiza- 
tion) plan a cocktail party for members 
and their guests. 





Milwaukee Wholesalers Ass‘n. 
Honors Two Veteran Jewelers 


Two veteran jewelers—Adolph Possin 
and Alfred Schulenberg—were honored 
June 16 at a dinner given by the Milwau- 
kee Wholesale Jewelers Association at the 


Wisconsin Club. 





The dinner program was built around 
the “This is Your Life” theme. Master of 
ceremonies at the affair was William C. 
Maas (left) who is shown above presenting 
a book showing the highlights of their lives 
to Adolph Possin (center), and Alfred 
Schulenberg. 

The two men honored at the dinner are 
veterans of over 50 years in the jewelry 
business. Mr. Possin was formerly with 
A. C. Possin Co., while Mr. Schulenberg 
was formerly associated with Schulenberg 


& Schmidt, Inc. 




















Genuine 
BOHEMIAN 


Garnet 
JEWELRY 


OLD-WORLD 
Craftsmanship 


Wide 
selection 
of Rings all 
10K Gold. 


Earrings, 
Brooches, 
Crosses, 
Necklaces, 
and 
Bracelets. 


Memo Inquiries 
Invited 


Write for illustrated catalog 


ERNEST BURG 


29 East Madison Street 
CHICAGO 2, ILLINOIS 














Kagan Machines 
Out-Perform 


all other ring sizers in accu- — 
racy, dependability and profit- 
making. That's why we have so 
many trade-ins. We offer 


RING SIZERS— 
$5.00 UP 



























KAGAN quality and KAGAN pro- 
duction are at an all-time high. 


~Fconstantly - increasing demand 


“means you'll’ benefit from new 
prices. Sooner or later you'll own 
fa KAGAN "PERFECT" ROLLER 
fand a KAGAN RING SIZER. 


== But if you're not ready yet, if you 
i want to be convinced that KAGAN 
is your BEST VALUE, we'll sell you 
ih  trade-in—Chase, New Hermes, 
F E-Z-Way, Sheff and other ring sizers 
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: Rg i ' tMore, when you're ready for a 
Ms Xa va e ans » » * es. MKAGAN machine we'll take this 
(PEs Equipment in trade, allowing you 
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> | wee $10.00 or more. 
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Write for full information today! 


J. J. KAGAN & CO. 
11814 VENTURA BOULEVARD STUDIO CITY, CALIFORNIA 
Don't overlook the 
KAGAN POLISHER-DUST COLLECTOR and KAGAN STEAM GENERATOR! 
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Sterling 
Hatware 


Inactive and Obsolete 








We are interested in purchas- 
ing for cash any of your odds 
and ends of sterling patterns, 
any quantity, no matter how 
small or how large — active, 
inactive, or obsolete, new or 
used 


We are also interested in co- 
operating with dealers who 
have calls for the older sterling 
patterns that are no longer 
available. 


Reference— 
Jewelers Board of Trade 


JULIUS GOODMAN & SON 


Memphis Jewelers Since 1862 


77 MADISON AVENUE 
MEMPHIS, TENNESSEE 











ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





Stiverware — Geld and plated jewelry — eld 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold A I i 
and plated scrap. No consignment tee lerg 
or too small. Our check sent immediately. A 
sang will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, M 
Branch, New Orleans, La.; National Jewelers 
Boord of Trade; Dun and Bradstreet. 


ANTIN‘'S 
114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 














For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work to 


Cooper's Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
PLeza 7-1740 














Baltimore-Washington News 


q John A. Tschantre, who for a number of 
years was located at 7 N. Liberty St., Bal- 
timore, has moved to 21 N. Liberty St. 
Mr. Tschantre operates a firm that has 
long been established in this area as a 
material supply house. 

q Early on the morning of July 1, thieves 
smashed the plate glass window of the 
James R. Armiger Co., 310 N. Charles St., 
Baltimore, and took watches valued at 
$225. A rock wrapped in cloth was found 
near the damaged window. 

q Jules Richmond of Richmond Bros., 408 
W. Baltimore St., Baltimore, has recovered 
from an operation which hospitalized him 
recently. 

q The Jewelers Bowling League invited 
members of the Jewelers Association of 
Baltimore, and their families, to a shure 
party and picnic on Sunday, July 25, at 
Conrad’s Villa in Bengies, Middle River, 
Md. Bathing, games and entertainment 
were on tap and refreshments were served. 
q Newest members to join the Jewelers 
Association of Baltimore are Charles En- 
gravers (Leonard Resnick) and New Sys- 
tem Watch Repair Co. (Sam J. Shapos). 
q E. Kohner of Max Kohner, Inc., Balti- 
more, recently returned from a six-week 
European trip. 

q David R. Lakein (Lakein Jewelry Co.) 
motored to Florida with his family for a 


THE SOUTH 











month’s stay in and around Miami. 
q Mr. and Mrs. Glenn Breining of Garden. 
ville Jewelry Co., 5315 Belair Road, Bali. 
more, celebrated their 25th wedding anpj. 
versary recently. 

q Cooper Kellum of Leon Levi, Inc., Bal 
more, is building a new home for }j 
family in Summit Park near Joppa in th 
suburban area of Baltimore. 

q While vacationing with his wife at the 
Sherry-Frontenac Hotel, Miami, Leon Gary 
of Gary Jewelers, 5112 Liberty Heights 
Ave., Baltimore, participated in a radio 
quiz program over station WAAK and 
walked off as a top winner. Mr. and Mrs. 
Gary were awarded a three-day all-expensge. 
paid-trip to Havana, Cuba, where they 
were guests at the Presidente Hotel. 

q Roslyn and Monte Rosenheim of the 
Tiny Jewel Box, 1327 G St., N. W., Wash. 
ington, D. C., recently celebrated their 
15th wedding anniversary. 

q Mr. and Mrs. Ted Nye of Sheridan 
Jewelry Co., 6222 Georgia Ave., N. W, 
and Nye Jewelers, 138 Kennedy St., N. W., 
Washington D. C., have moved into their 
new home at 112 St. Lawrence Drive, 
Silver Spring, Md. 

q Sol Lynn has been named chairman of 
the banquet committee for the annual 
affair given by the Greater Washington 
Retail Jewelers Association. The banquet 
will be held October 6 at the Shoreham 
Hotel. 











Two Extra Hotels Needed for 
Big Turnout at Atlanta Show 


With more than 100 exhibitors and a re- 
ported attendance of over 4000 retail jewel- 
ers and their guests, the Southern Jewelry 
Travelers Association fall show, originally 
to be held “under one roof” at Atlanta’s 
Dinkler-Plaza Hotel, spilled over into two 
other nearby hotels, the Henry Grady and 
the Piedmont. 


Formally opened on Sunday, July 18, by 
Miss America 1954, the show ran through 
Wednesday, the 21st, and was planned to 
provide not only exhibits of all major 
lines but also a brush-up on the latest pro- 
motional and selling techniques. 


Burly Sacks, entertainment chairman, 
said the overflow into additional hotels 
was forced by a strong response to the di- 
rect-mail and advertising campaign carried 
out prior to the show. Early plans called 
for strict centralization, Sacks explained, 
but as more exhibitors and retailers ex- 
pressed their intention of being there, 
room for expansion had to be sought else- 
where. He added that the centralization 
idea remained relatively intact in spite of 
the unexpected attendance, since the Pied- 
mont is just across the street from the 
Dinkler-Plaza and the Henry Grady is 
within easy walking distance. 


Social functions at the show also met an 
enthusiastic response. The first of these 


was a fashion show luncheon for the ladies 
on Monday, the 19th, which enabled the 





ladies to get as far in advance on their fall 
wardrobe planning as their husbands were 
in their fall and Christmas selling plans. 
This was followed later that same evening 
by a bingo party, featuring prizes in quan- 
tity as well as quality, and by a lavish buf- 
fet supper-dance on Tuesday, the 20th. At 
the latter function, a “grand prize”—seven 
days in Nassau at the Montagu Beach 
Hotel—was awarded, and other lovely gifts 
were presented to each lady present. 


More Than 200 Attend 
"Watch Fair’ in Atlanta 


More than 200 watchmakers and jewelers 
attended the “Watch Progress Fair” held 
recently by the Georgia Watchmakers & 
Jewelers Guild in Atlanta. 

The welcoming address at the two-day 
event was given by Atlanta’s Mayor Wil: 
liam B. Hartsfield. In his address he 
touched lightly on some of his recent 
travels but dealt mainly with the humorous, 
and sometimes tragic, difficulties of the 
chief executive of a large American city. 

The theme of the show was “Twenty: 
Five Years of Progress in Watchmaking” 


























ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
e JEWELRY ® 


5 HOPKINS PLACE, BALTIMORE, MD. 
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and it was carried out in many of the dis- 
plays of the 14 exhibitors who participated 
at the show. Methods and tools used 25 
years ago were compared with modern 
methods and tools used today at many 
of the exhibits. 





Military Unit at Fort Bragg 
Honors Fayetteville Jeweler 


Ben Krauss, general manager of Sterling 
Jewelers of Fayetteville, N. C., has been 
awarded the honorary rank of Colonel, 
and membership in the Loyal Order of the 
Falcon, an exclusive organization of the 
395th Airborne Infantry Regiment at Fort 
Bragg, N. C. 

It was stated that this is the first time 
in the history of the 325th Regiment, a 
world-famous organization which is part 
of the 82nd Airborne Division, that such 
an award has been made to a civilian. 

The basis of Mr. Krauss’ award and 
membership in the organization is for 
“meritorious service to the regiment.” 





Gompertz Assumes Control 
Of J. W. Wolfenden Corp. 


Control of the John W. Wolfenden 
Corp., silversmiths of Attleboro, Mass., 
was transferred early in July to Walter 
Gompertz of Rumford, R. I., general man- 
ager of the Mason Can Co. of East Provi- 
dence. 

The corporation was founded in 1949 
by John W. Wolfenden, fire commissioner 
and former city councilman in Attleboro, 
who is retiring from business. The firm 
name will be retained. 

Gompertz, a native of West Pittston, Pa., 
is a past president of the East Providence 
Rotary Club, a graduate of Cornell Univer- 
sity and Massachusetts Institute of Tech- 
nology. He is a director of the Parkhurst 
Machine Co., Cumberland, R. I., and is 
the incoming chairman of the board of 
management of the East Providence—Bar- 
rington branch of the Greater Providence 


YMCA. 





Keepsake Representative Tours 
European Diamond Markets 


The European diamond market is “firm,” 
and the supply of high quality gems is 
“good,” according to Warren A. Terwil- 
liger, a diamond buyer for Keepsake Dia- 
mond Rings, who returned recently from 
a tour of the continent’s most important 
cutting centers. 

Keepsake periodically dispatches its 
diamond experts to Europe to keep in con- 
tact with sources for the Keepsake line. 
Mr. Terwilliger, who has been sorting, 
appraising and selecting gems for Keep- 
sake since 1940, was accompanied on the 
trans-Atlantic flight by his wife, Gretchen. 

At Schiphol airport in the capital city 
of Amsterdam, the Netherlands, the couple 
was met by Keepsake broker J. B. J. 
Laboyrie. They were escorted on a tour of 
the Dumig plant, one of Europe’s oldest 
and finest diamond cutting houses. Here, 
Terwilliger examined diamonds in the 
rough, saw them split, cut, sawed and 
polished into the fine gems that eventually 
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make their way to his desk in Syracuse. 

From Amsterdam, broker Laboyrie led 
the Terwilligers to Nijmegen, some 55 
miles to the southeast on the Rhine near 
the German border. Th's neat Dutch vil- 
lage held a dual interest for Keepsake’s 
representative. 





Mr. and Mrs. Warren Terwilliger (right) are 

met upon their arrival at Schiphol Airport 

in Amsterdam by J. B. J. Laboyrie, European 
broker for Keepsake Diamond Rings. 


Here was a new cutting plant, only re- 
cently completed, that was equipped with 
modern equipment and facilities. The out- 
put of this Nijmegen plant now further 
insures a steady flow of quality gems for 
Keepsake. 

Continuing to Antwerp, Belgium’s re- 
nowned diamond capital, Terwilliger called 
on other Keepsake sources of supply be- 
fore returning to the States via France and 
Italy. 











Crystal 


Individually Packaged for Safe 
and Easy Handling 





2'ex 5”..$ 1.50 

= Ss 2¢@.. Gee 
3'ex 6 2.13 

S&S 22" 2.38 

4/ox 8 2.75 

S 2 2.75 

5 x 9” 3.25 

5/exii” 3.25 

6 x 8”. 3.50 

6 xid”. 4.00 

6 x2”. 5.50 
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8 xi0”.. 5.75 
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8 xi5”.. 98.50 
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FOR 400-DAY CLOCKS 


0.D H.T. Price 0.D. 4H.T. Price 
4” x 7 «cee *45,"” x 8”....$2.00 
44" x 72”... 2.38 *514" x 11”.... 2.58 
44%," x 74%”... 3.50 lie 2 ae” 
(with 1” hole at top) 73%” x 15”.... 6.2 
4" x sce ee *Machine Made 


All Prices Net Wholesale 


CRYSTAL GLASS TUBE 
& CYLINDER COMPANY 


7317 SOUTH CHICAGO AVE. 
CHICAGO 19, ILLINOIS 








GLASS DISPLAY DOMES 


For Covering: Figurines, Clocks, Objects D'Art, 
Wedding Cake Ornaments. Supplied with Wal- 
nut, Mahogany, or Black Wood Finished Bases. 
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GROWING 


GROW-A-DIAMOND 





GROWN 


NECKLACES® 


For New Business, More Profits 


Bring more customers . . . more profit dollars to your store . . . by being first to 
introduce GROW-A-DIAMOND NECKLACES. Available now for first time after 


being successfully introduced in 
our own retail store. 


See JOSEPH LAMPL space 3 
at the NEW YORK SHOW or 
write for complete details. 


HALTOM’S 


MANUFACTURING DIVISION 
603 EAST BELKNAP 
FORT WORTH, TEXAS 
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@ SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicage 3, Ulinels 


This is Our Only Location 
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"SECURITY" —_MAINSPRING 


e QUALITY 
for © FINE WORKMANSHIP 
@ BEST SWEDISH STEEL 


ORDER FROM YOUR JOBBERS TODAY! 
ee ee oe eee | 









































$R es" Same," SPN See peg he ES 
Tite: MEU RA: is aa Sy 

38 py Ma > : : Re AS tke | 

rr; = A= e COPA SIS ae kk OY Fg A 

ane’ ‘ x4 ~ F : vy ahs '. os >? 











| WATCH DIALS 


MEFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


| MICHIGAN DIAL 
REFINISHING COMPANY 


i Cc ipingf 


© 

than ordinary work & 
BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 























The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 
TIME-O-GRAF 


MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
133 Se. WABASH AVE CHICAGO 3, ML 


Please send me full information covering the jewelers 
Biggest Business Builder the Paulsos Time-O-Grat 























q F. H. Noble and Co. reports that Dewey 
Conover, sales manager, and Vic Morton, 
comptroller, are expected back soon with 
their share of Muskies. Vic and Dewey 
have been trying their skill and luck for 


the past few weeks in Western Canada. 


q A report on the “Annual Convention at 
Canton” was given during the [Illinois 
Watchmakers Association meeting June 29 
at the “Blue Note.” One of the highlights 
of the evening was a speech by Francis S. 
Clamitz, well-known Chicago attorney, and 
owner of a fine collection of complicated 
watches. Another very interesting portion 
of the program was the display and dis- 
cussion of the collections of Harry Yaseen 
of Chicago Heights, Dr. Minsk of Evans- 
ton, Paul Kast and Otto Krammer, both of 
Chicago. The evening was thoroughly en- 
joyed by all who attended. The next meet- 
ing of the association will be held at the 
“Blue Note” on September 22. 

q Frederick M. Gottlieb, diamond im- 
porter, returned from his fiftieth trip to 
Europe shortly before July 18, the date on 
which he observed a half century in busi- 
ness. QOn the return trip, aboard the Ile 
de France, Mr. Gottlieb was guest of honor 
at a dinner given by the French Line in 
commemoration of his hundredth crossing. 
q Louis Leader, 60, a partner in B. Leader 
& Sons, 31 N. State St., passed away June 
24 in Mount Sinai Hospital. Surviving are 
his widow, Sara; his mother, Rose; two 
grandchildren, a brother and three sisters. 
q Van Schyndle, Inc., announced the 
recent appointment of two new represen- 
tatives. Josef Carlson, formerly of Ever- 
sharp, Inc., will travel the State of Indiana. 
Harry Rapp will represent Van Schyndle 
in the entire State of Illinois, with the 





exception of Metropolitan Chicago. The 
firm is looking forward to the fall season 
with great optimism. 

q Bieler and Levine are making rapid 
preparations for the fall season. They are 
in the works with a 125 page holiday cata. 
log. It will be off the press and available 
in September. 

q After eight years at 4403 N. Clark, Herh 
Johnson, secretary of the Illinois Watch. 
makers Association, has moved his place 
of business to 1632 W. Montrose. Herh 
says, “I’ve doubled my space, and from al] 
indication, [ll double my volume.” 





Illinois RJA Elects 
New Officers, Directors 


A report on the annual election of 
oficers for the [Illinois Retail Jewelers 
Association, which appeared in our June 
issue, contained a number of inaccuracies, 

Following is a correct listing of current 
association officers: President, Russel Ver. 
nor, Jacksonville; First Vice President, 
John Charter, Lincoln; Second Vice Presi- 
den, R. N. Brown, Casey, and Secretary- 
Treasurer, C. H. Barker, Springfield. 

Serving as directors for the ensuing year 
are: Raymond J. Abel, Taylorville; Don 
Perisho, Streator; John Charter, Lincoln; 
Roy Turnwall, Chicago, and Russel Vernor, 
Jacksonville. 

Directors serving a two-year term are: 
R. N. Brown, Casey; R. A. Heurich, Jr, 
Chicago; Charles D. Jacobs, West Frank. 
fort; W. W. Overstreet, Paxton, and H. H. 
Voegele, Macomb. 

Serving a three-year term on the board 
are: Wm. A. Bolender, Rockford; Glenn 
A. Davis, Springfield; Walter Flora, 








GOLDEN ROOSTERS INITIATE NEW MEMBERS AT OUTING 
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Photographed prior to the annual outing of the Golden Roosters were members of the 
initiation team and new members that were to be initiated (standing in costume}. More 
than 125 persons participated in, the annual event which was held June 24 at the Sports 
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man's Country Club in the northwest suburb of Chicago. 
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Merchandising and sales promotional 
programs were outlined by the Ronson 
Corporation recently at a mid-year sales 
conference held at Shawnee-on-the-Dela- 
ware. The meeting was attended by Ron- 
son sales representatives from every sec- 
tion of the country. 

Unveiled for the sales force at the meet- 


RONSON UNVEILS NEW MODELS AT SALES MEETING 
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ing were many new pocket and table 
lighter styles and models which are to be 
marketed during the balance of the year. 

Among Ronson officials present at the 
meeting were Louis V. Aronson II (stand- 
ing sixth from right), president; and Her- 
bert M. Stein (at Mr. Aronson’s right), 
general sales manager. 
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Decatur; Thomas E. Keers, Paris, and Don 
G. Kuester, Kankakee. 


Civil Defense Unit Stages 
‘Incident’ at Hamilton Plant 


The Hamilton Watch Co. was selected 
by Civil Defense and Army Ordnance ofh- 
cials as a prime target of enemy saboteurs 
during the nationwide CD test June 14, 
when an “incident” was staged at Hamil- 
ton’s traffic entrance by the CD organiza- 
tion. 


During the alert on that day a truck 
carrying a concealed atomic warhead was 
stopped at the gate by company armed 
guards, who are stationed there as part of 
Hamilton’s security program. After taking 
the truck driver into custody the Hamil- 
ton guards contacted local CD headquar- 
ters. Area CD police assumed control of 
the situation until the arrival of an Army 
Ordnance Bomb Disposal squad from In- 
diantown Gap Military Reservation. The 
bomb disposal detail removed the fuse 
from the bomb, loaded it on an army truck 
and, after turning the offending truck 
driver over to city police, returned the 
bomb to its ordnance repository. 


Company officials followed regular CD 
procedure in evacuating employees from 
surrounding factory buildings to a shel- 
tered area some distance from the discov- 
ered bomb. 


Approximately 3000 Attend 
‘Family Day’ at Parker Plant 


“Family Day,” an open house and in- 
spection tour for employes and their rela- 
tives, was held June 17 at the new general 
ofice building of the Parker Pen Co. in 
Janesville, Wis. An estimated 3000 people 
attended the event, which marked the 
formal opening of the modernized office 
building and completion of the firm’s big- 
gest expansion program. Last year the 
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company opened its new Arrow Park man- 
ufacturing plant. 

Bruce Jeffris, Parker president, said the 
objective of the expansion and moderniza- 
tion program was to “streamline all opera- 
tions for greater efficiency.” 


California RJA Appoints 
Seamans as Exec. Sec'y. 


The California Retail Jewelers Associa- 
tion announced the appointment of Robert 
G. Seamans as executive secretary to suc- 
ceed Frank Robinson, who recently re- 
signed to take over the general manager- 
ship of the Pasadena Athletic Club. 


ROBERT G. 
SEAMANS 


Named 
Executive 
Secretary 

of California 
Retail 
Jewelers 
Association 





Mr. Seamans recently received his dis- 
charge from the U. S. Army. While in ser- 
vice, he was active in the planning of lec- 
ture series primarily concerned with areas 
of security. As a linguist, he was with the 
Psychological Warfare Center and subse- 
quently with an organization in the Army 
Intelligence System. Since his release he 
has been active in his father’s business, 
Alan’s Systems Reproduction, which has 
given him direct mail, advertising layout 
and copywriting experience. He and his 
family will reside in San Francisco. 

With Mr. Seamans’ appointment, the 
California RJA also moved to new offices 
in the Jewelers Building at 657 Mission 
St., San Francisco. 





GRAFNER BROS. 
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VALUE AND ASSORTMENT, 
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Ask For 
TIME TESTED 


bh de) | 


The Best 
Watch and: Clock 


BV clatetolani: 


New Bedford, Mass. 


Wm. F. Nye, Inc., 











WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 

Students may enroll at any time of the year 














CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 
EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 











NEW 
PACIFIC 


GIFT PAKS « 
EUREKA MFG. CO., INC. Taunton, Mass. 


Makers of Rolls, Bags, Cases and Chests for 
Silverware since 1926. Send for descriptive 
leaflets and Price List. 
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SCHIRA BROS. 
PLATINUMSMITHS—DIAMOND IMPORTERS 
Manufacturers of exclusive Jewelry 

LOOSE AND MOUNTED GOODS 

MEMORANDUMS GLADLY SUBMITTED 

0 WALNUT ST. 


CINCINNATI, © 














DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI ° DALLAS 

















-——A basic book for jewelers 


A Field Guide to 
Rocks and Minerals 


by Dr. Frederick H. Pough 

Welcomed as the best field guide pub- 
lished, this compact book, one of the 
famous Peterson series, is usable any- 
where in the world. It emphasizes imme- 
diate identification in the field but in- 
cludes new testing procedures, sections 
on mineral environments and crystallog- 
raphy, a glossary, and 254 photographs, 
72 in full color. 

$3.75 POSTPAID 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 











Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


Distributors of Nationally Known Lines. 
Write for Our 1954 Catalogue. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 











325 E. Central Parkway, Cincinnati, Ohio 








You Can Buy With Confidence From 


The Wallenstein-Mayer Co. 


Division ef Harry Greenwold Ce. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1954 Catalogue 
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q Many local wholesalers’ offices and 
manufacturing plants were closed during 
the first week of July for employee vaca- 
tions, while virtually all salesmen were in 
during the first two weeks of the month 
getting their lines ready for the first of 
their seasonal selling trips. The local 
jewelry community is anticipating a very 
satisfactory volume of retail business dur- 
ing the pre-Christmas season. 

q At an enthusiastic luncheon meeting 
of the 24-Karat Club on June 25 in the 
Cincinnati Club, the 30 members present 
were assigned names of a large number 
of prospects for membership. The club 
now has about 100 members, and President 
Harold R. Haerr said the goal is 300 by 
the end of this year. 

q Numerous local wholesalers and retailers 
enjoyed late June and early July vacations. 
In Florida were Gilbert and Joseph Faigle, 
Jr., of Joseph Faigle & Sons, manu- 
facturers, 2219 Quebec Ave.; Victor Kauf- 
man of the Victor Corp., 205 E. Sixth 
St.; Aaron Austin, a Victor salesman; R. 
J. Fromeyer, president of Klein Brothers 
Co., wholesalers, 626 Vine St.; Thomas 
Bourne, partner in the J. P. Knight Co., 
104 E. Fourth St., and Edward Herschede, 
Jr., retailer. 

q Vacationing in Michigan were Robert 
Stocker, salesman for Rosfelder Brothers 
& Co., manufacturers, 413 Race St.; Chris 
Hirsch of Williams & Hirsch, manu- 
facturers, 534 Vine St.; Cherrington L. 
Fisher, secretary of the Harry Greenwold 
Co., wholesalers, 31 E. Fourth St.; Eugene 
Swigart, president of the E. & J. Swigart 
Co., jewelers’ supplies, 34 W. Sixth St., 
and Mark Herschede of the Frank 
Herschede Co., retailers. 


q Victor Youkilis of the Victor Corp., and 
Donald Knight of the J. P. Knight Co., 
were in Wisconsin, and other vacationers 
included Jack Roll, partner in the M & S 
Jewelers Manufacturers, 534 Vine St.; 
Earl Morgan and Arthur Maiorno, jewelers 
with Schira Brothers, manufacturers, 530 
Walnut St.; Mrs. Omer Spears, office 
manager for Ralph E. Goebel, Inc., whole- 
saler, Provident Bank Building; Edward 
Schwind of the Harry Greenwold Co.; 
William Jacobs of D. Jacobs Sons Co., 
wholesalers, 325 E. Central Parkway, and 
W. H. Ford and Edward Foergel, salesmen 
for E. & J. Swigart Co. 

q Two women, long associated with the 
jewelry business here, died recently. Miss 
Margaret Waldmann, associated with local 
manufacturing firms for nearly 50 years, 
died June 21. She was a past president 
of the Woman’s Rotary Club, and a leader 
in church and lodge activities. Miss Laura 
A. Metz, 83, a bookkeeper for 40 years 
with the Gerwe Brown Co., prior to her 
retirement in 1941, died July 4. 

q John Schwab, son of Herbert Schwab 
of A. G. Schwab & Sons, Inc., wholesalers 
at 229 E. Sixth St., and Miss Barbara 
Kozol, daughter of Dr. Harry C. Kozol of 





CINCINNATI 


Newton, Mass., will be married on August 
29 in Boston, Mass. 

q Ruth Bailey, wife of Eugene Swigart, 
president of E. & J. Swigart Co., jeweler,’ 
supplies, and a well known radio persop. 
ality, is appearing on the “straw hat” 
circuit this summer in and around Chicago, 
q The marriage of Robert Herbers, a city 
salesman for the Gerwe Brown Co., whole. 
salers, and Miss Mary Ann Kirchgoessner, 
will be solemnized on August 7, followed 
by a honeymoon in Florida. 

q Clinton Tanner is a new salesman for 
Klein Brothers Co., wholesalers. He wil] 
work in the Texas and Louisiana areas. 
q Mr. and Mrs. Carl Martin, owners of 
the B. David Co., manufacturers at 2508 
Vine St., enjoyed an Ohio River cruise 
on the Delta Queen in early July. 

q The Haberman Sales Co., wholesalers 
at 31 E. Fourth St., staged a private show- 
ing for their Kentucky customers in late 
July in Louisville. 

q C. R. Gerhardt, partner in Mecklenborg 
& Gerhardt, manufacturers at 811 Race St., 
spent the month of July in California. 
q Newstedt & Co., retailers at Fourth and 
Race Sts., have completed installation of 
a spotlight lighting system to enhance the 
beauty of the store displays of precious 
stones and jewelry. 

q Chris Schulz, 58, shipping clerk for 
many years for the Gerwe Brown Co., died 
recently. 

q Charles Wiebell, widely known retailer 
in suburban Price Hill, recently moved 
into a new home. 

q Oneida Ltd., staged a silverware show 
fur local jewelers on July 6-8 in Hotel 
Sheraton-Gibson. 

q Ralph Lewis, New York diamond dealer, 
was a business visitor here in early July. 
q Rohs & Miller, manufacturers, have 
moved to larger quarters at 534 Vine St, 
where they now occupy three times the 
floor space they formerly had in_ the 
building. Herman Rohs, an engraver, and 
brother of Edward Rohs of the company, 
has joined the firm. 

q Employes of the Gerwe Brown (Co, 
wholesalers at 817 Main St., and their 
families, enjoyed an annual picnic on July 
5 at the PAT Club. The sports program 
was featured by a softball game between 
Gerwe and Brown teams, won by ‘the 
former 9-8. Following dinner, many of. 
those present enjoyed swimming in the 
pool at Mr. Gerwe’s nearby residence. 





Ohio RJA to Convene in 
Cincinnati Labor Day Weekend 


The Ohio Retail Jewelers Association 
will hold its annual convention and jewelry 
show at the same location and at the same 
time as last year’s event, according to 
Howard Evans, president. 

Mr. Evans stated that the 1953 show 
was such a success that both retailers and 
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exhibitors requested that this year’s event 
be held at the same time—Labor Day 
weekend, and at the same hotel—the 
Netherland Plaza in Cincinnati. 

According to Mr. Evans, almost all ex- 
hibit space for the September show has 
been reserved. He added that approxi- 
mately 75 “top” exhibitors who partici- 
pated in last year’s show have reserved 
space for this year’s showing. 

It was stated that an outstanding pro- 
gram has been planned for the convention. 
A debate on fair trade has been sched- 
uled and a report on current business con- 
ditions will be given by a national au- 
thority. In addition two leading gem 
authorities are slated to present technical 
talks at convention sessions. 

Mr. Evans stated that jewelers from In- 
diana, Kentucky, Tennessee, West Vir- 
ginia and other surrounding areas are ex- 
pected to attend the convention. 





Gruen Salesmen Attend Meeting 


New models were displayed and the 
fall and winter program was discussed 
at an annual sales meeting of the Gruen 
Watch Co. on July 5-9 in Hotel Netherland 
Plaza, with Maury Ash, vice president in 
charge of sales, presiding. Gruen sales 
representatives from throughout _ this 


country and Canada were present. 








Cincinnati Jewelers’ Outing 
Draws Attendance of 150 


About 150 members and guests of the 
Cincinnati Wholesale and Manufacturing 
Jewelers Association enjoyed an annual 
picnic on June 15 at the Ryland Country 
Club in nearby Kentucky. Despite the 
excessive heat, many of those present 
played golf and participated in other 
sports. 

An elaborate early afternoon filet mignon 
dinner was served and eaten at tables 
under the shade trees and, as has been 
his custom for many years, Clarence Loeb 
of Litwin & Sons, Inc., dispensed the 
steaks. Late in the afternoon, the crowd 
was served another meal of hamburger, 
cold meats and numerous appetizers. 

Prize winners in the golf matches were 
Vince Stegeman of the Gruen Watch Co., 
who received a dozen golf balls for 
stroking a low gross score of 67; Philip 
Michaelson, a retailer, three golf balls for 
a low gross of 70; Austin Wise, a Green- 
field, O., retailer, six golf balls for a low 
net score of 61, and Charles S. Jauch of 
A. G. Schwab & Sons, Inc., three golf balls 
for a low net of 63. Door prizes were a 
one-gallon, hot-and-cold jug, won by Jo- 
seph Detzel, retailer, and a barbecue grill, 


won by George T. Gruen of the Gruen 
Watch Co. 








LENOX OPENS NEW PLANT AT POMONA, N. J. 





The new china plant of Lenox, Inc., stands on a landscaped 50-acre site on Tilton Road, just 
off White Horse Pike, 14 miles from Atlantic City, N. J. The plant is 760 feet long—more 
than a city block—and was designed to blend harmoniously with the surrounding countryside. 


Impressive ceremonies marked the recent 
opening of the new plant, factory showroom 
and retail store of Lenox, Inc., at Pomona, 
N. J. More than 100 guests attended the 
opening, including high ranking officials 
from the State of New Jersey and surround- 
ing Communities; industrial leaders; repre- 
sentatives of press, radio and _ television, 
and officers of the company. 

Following traditional opening  cere- 


monies which included the flag-raising by 
Leslie Brown, president of Lenox, Inc., 
guests were taken on a tour of the show- 
room and plant, where they saw skilled 
Lenox craftsmen engaged in the intricate 
Operations necessary to produce this world 
Later, the company enter- 


famous china. 
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tained at an informal luncheon at the Sea- 
view- Country Club. 

The modern factory showroom and re- 
tail store is open to the public Monday 
through Saturday from nine until five. 
Specially designed lighting fixtures in dis- 
play cabinets and recessed in the ceiling 
complement the china and table settings 
on display in the showroom. Many rare 
china pieces are on exhibit in the show- 
room, including hand-painted plates cre- 
ated on special order and samples of din- 
nerware used in the White House during 
the past 37 years. Services created for 
many dignitaries in this country and 
abroad are also on display. 

















AN AUCTION 
SERVICE FOR 
JEWELERS 

WHO CARE 


Complimentary press notice after 
press notice establishes our supremacy 
in attracting crowds and pleasing the 
public, just as letter after letter in 
our files from jewelers in all parts 
of the U. S., setting forth our actual 
cash results for them, proves our 
leadership in raising large sums of 
cash quickly. 


THERE IS NO HURT FROM 
A FAUSSETT AUCTION 


THOMAS J. FAUSSETT 








oe 
nd 
oo a i 


America’s Foremost Jewelry Auctioneer 


For the jeweler who wishes to sell 
out, we can tell as close as humanly 
possible what his stock will realize. 
If he so desires, we will buy his en- 
tire business outright and conduct the 
liquidation sale on our own behalf. 


AUCTIONEERS 


ONE SALE AFTER THE OTHER 
SINCE JANUARY 


Our liquidation of the Geiger & Ament 
store of Louisville was one of the 
largest jewelry auction sales of the 
past quarter century. A firm nation- 
ally known for fine gems. 


A FEW OF THE MANY REFER- 
ENCES EARNED FOR US DUR- 
ING THE YEAR OF 1953. 


Mr. Harold P. Sutton, Executor, Mc- 
Cook, Neb., store Est. 1888: Mr. L. W. 
Terry (Bell Jewelers Est. 1884), 
Kalamazoo, Michigan. $200,000 Re- 
moval Sale for Middletons’ Jewelers, 
Fort Lauderdale. Mr. Earl Middleton 
was four times President of Florida 
Retail Jewelers Association. 

HISTORY OF AUCTION SALES THAT 
MADE AUCTION HISTORY THROUGHOUT 
AMERICA EMBRACING OVER THREE MIL- 
LION IN ACTUAL CASH RESULTS FOR 24 
JEWELERS, ALONG WITH THE FAUSSETT 
GROUP SALE HELD FOR THE SIX LEAD- 
ING JEWELERS OF ST. LOUIS, MO., 
1932-3 FOUND IN OUR BOOKLET. 
“Honor,” said a great author, “is like 
a precious stone, the price of which 
is lessened by a single flaw.” 


Kindly write or wire rather than 
phone. 


THOMAS J. FAUSSETT 


521 Fleming Street 
HOWELL MICHIGAN 
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ZODIAC CLASSICS 


by Paul Klepa 





Three Dimensional effect, carved Crystals - “" 


Sterling Silver. Charms, Earrings, Cufflin 
Write for complete price list. Jobbers invited. 


KLEPA ARTS 
P. 0. Box 553, Briggs Sta., Los Angeles 48, Cal. 

















MARIAN YEAR a 
Shown WI2, in Ster- = 
ling $7.50 


Marian Year figure 
earrings $3.00 


Marian figure pend- 
ant medals, $1.50 


Keystone prices. 





Send for new 8 page illustrated catalog 
of Weston sculptured religious jewelry. 


The BROTHERS CO. 


1707 Berkeley St. Santa Monica, Calif. 


























Importers of 


ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 5th Ave., New York 10, N.Y. 
AL. 4-0104 




















WEDGWOOD 


Borne Chine Dinnerware, Queen's Wore 
‘Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
*ASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 

















EDWARD BOOTE, INC. 


35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 











DECORATIVE 
ACCESSORIES 
FURNITURE 


MARY RYAN 


225 Fifth Avenue, New York 
Merchandise Mart; Chicago 


GIFT AND ART 
NOVELTIES 











q After 23 years with Le Roy’s Jewelers 
(Los Angeles), Albert Lewis has left the 
firm to join in partnership with Joseph 
Stanley in forming Barkly’s Jewelers, Inc., 
at 435 W. 8th St., Los Angeles. More than 
a little unique, the new firm’s business will 
be 75 per cent outside sales. This ties in 
with Lewis’ long experience as outside 
sales manager for Le Roy’s. Each sales- 
man will carry samples for delivery and, 
in effect, will be in business for himself. 
Entirely a retail operation, with no “dis- 
count” practices, and providing for credit 
sales, Barkly’s will carry virtually 100 per 
cent name-brand merchandise. The store 
itself, which is expected to contribute not 
more than 25 per cent of the total sales 
volume, will be set up on as high a quality 
basis as is possible. With the salesmen 
out in advance of the formal opening, the 
downtown center was slated to begin over- 
the-counter business early in July. 

q David Shoup (Shoup Jewelers), Tujunga, 
Calif., was guest speaker at the June meet- 
ing of the Sunland-Tujunga Soroptimist 
Club. Shoup gave an informative talk on 
diamonds and other precious gems, telling 
where they are found and how they appear 
in the rough. He related in detail the 
method of measuring and cutting a dia- 
mond. 

q A. M. Greco, manufacturers representa- 
tive in San Jose, Calif., planned a two 
months’ business and pleasure trip to San 
Diego and Southern California during July 
and August. He was to be accompanied 
by his wife and son. He also planned to 
be showing his new fall lines to the south- 
ern California trade at that time. 


q Mitchell Winthrop, new Pacific Coast 
sales service representative for Jacoby- 
Bender, Inc., has made his headquarters 
at 448 S. Hill St., Los Angeles, and will 
service retail jewelers throughout Cali- 
fornia. His functions, the firm states, are 
considerably different from those of a regu- 
lar salesman. He has nothing to sell but 
his assistance, advice and service to the 
retail jeweler—endeavoring to make each 
jeweler and his sales people thoroughly 
conversant with everything that Jacoby- 
Bender has to offer. He is the first of a 
number of men who will do this type of 
sales service work all over the country. 

q Leo R. Straus, Los Angeles, diamond im- 
porter, returned recently from a_ seven 
weeks’ business trip covering the states of 
Washington, Oregon, Idaho and Montana. 


4M. S. Sater, president of the Los Angeles 
Diamond Exchange Association, announced 
that new quarters were in the process of 
being built and were expected to be ready 
for occupancy about August 1. The new 
Exchange is located at 325 W. Fifth St., 
and is a portion of the ground floor of the 
Pershing Sq. Building, with 4000 square 
feet of floor space on the main floor and 
additional space on the mezzanine for 


offices and showrooms. 















q George C. Houston, importer and cutter 
of fine gemstones, at 220 W. 5th St., Lo, 
Angeles, completed the remodeling of his 
office and lapidary shop. 

q Walter Dorner, committee chairman of 
the Sixth Western Jewelry and Silverware 
Show, to be held at the Biltmore, Lp 
Angeles, August 15-18, reported that this 
years show was expected to attract a 
record attendance. The market is managed 
by the Los Angeles Trade Fair, Inc, , 
non-profit subsidiary of the Los Angeles 
Chamber of Commerce, and the California 
Retail Jewelers Association. 

» Alfred Pimentel recently purchased White. 
hurst Jewelers of Newman, Calif. Mr 
Pimentel has had 25 years’ experience as 
a watchmaker and was formerly in San 
Leandro. 

q Walter T. Hall, president of J. Herbert 
Hall Co., Pasadena, announced the addi. 
tion of a creative design department for 
precious and semi-precious gems under the 
direction of Lawrence E. Hovey. Mr, 
Hovey is known throughout the jewelry 
world as an outstanding artist in creative 
design and has been professionally cited 
many times for “inspired craftsmanship.” 
He will give special attention as head of 
this new department to the redesigning 
and modernization of obsolete jewelry heir. 
looms. Associated with him in the new 
department will be Mrs. Margaret Lucille 
Gamble, formerly of Brock & Co., Los 











CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, NW. Y. 
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Chatham Emeralds 


REG. VU. S. PAT. OFF. 


The ONLY MAN-MADE EMERALDS 
AVAILABLE IN THE WORLD 
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27 ARABIA CHINA 


Set Compositions 
and Open Stock. 
Ceramic Artware 


<> N NOTSJOE CRYSTAL 


Stemware, Tumblers and Artware 
Illustrated literature available 


WAERTSILA CORPORATION 225 SthAve.,N.Y.10 


HALL CRAFT 
Americas Yastest Selli 


Dinnenare 
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— Illustrated Literature Available — 


MIDHURST CHINA CO. 


129 FIFTH AVE. e NEW YORK 3, N. f. 
15-125 Merchandise Mart, Chicago, Ill 
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Angeles, and a graduate of Otis Art In- 
stitute, with a major in art and jewelry. 

» The appointment of Arthur B. Morris 
as West Coast representative for the Lumin 
Jewelry Co., 236 W. 55th St., New York, 
was announced recently. He will call on 
the retail trade with the firm’s full line of 
religious jewelry. 

4 The Swisscraft Watch Shop at 1111% 
San Fernando Road, San Fernando, Calif., 
has been purchased by E. D. Marks. The 
business is now being conducted under 
the trade name of E. D. Marks, jeweler. 


4 Charles R. Greenstone, president of 
Granville’s, San Francisco, announced the 
choice of Antwerp, Belgium, as the loca- 
tion of the firm’s foreign buying office. He 
returned recently from a six-week market- 
ing tour of Europe where he made a care- 
ful study of the foreign diamond market. 


q Henry Miller and Richard McGinnis, 
formerly with Jenkel Jewelers, recently be- 
came members of the firm of Johnson & 
Wood, San Francisco. Lew Boldizar, is 
another partner and has been associated 
with the firm for the past nine years. The 
firm was founded in 1909 as manufactur- 
ing jewelers and engravers by Thomas 
Johnson and William E. Wood. In 1923 
they gave up active work in their shop and 
concentrated on the retail end of the busi- 
ness. After Mr. Johnson’s death in 1934, 
Mr. Wood took over and incorporated the 
firm. He is now planning to curtail his 
working hours. Vance Campbell, a mem- 
ber of the firm for many years, also re- 
tired a few months ago. Both Mr. Miller 
and Mr. McGinnis have had a wide and 
varied experience in the trade. 


q The Gomez Mfg. Co. moved to new and 
larger quarters in Suite 403, Jewelers 
Building, 657 Mission St., San Francisco. 


q Eugene Chaput, gem cutter with head- 
quarters in the Shreve Bldg., San Francisco, 
was expected back from a combination 
business-pleasure trip to Europe on August 
19. He was accompanied by his wife and 
their two sons. They planned to visit 
France, Belgium, England, Switzerland and 
Spain. 

q Completion of a $175,000 program of 
expansion and modernization at the Seattle 
store of Friedlander & Sons, Fifth Ave. 
and Pike St., was scheduled for August or 
September. The expansion will include 
the occupying of space directly south of 
the old store, adding one-third more floor 
space and the construction of a new single 
entrance on the corner. Modernization 
features include new lighting, air-condi- 
tioning and fixtures. Among the new de- 
partment features will be a new diamond 
department, featuring a gem testing lab- 
oratory, headed by Jack Friedlander, vice- 
president of the company, and Joseph H. 
Sanders, Certified Gemologist. 


q The E. W. Reynolds Co., 315 West 5th 
St., Los Angeles, recently became distribu- 
tor for Vacufix, a testing device by sub- 
pressure for watertight watches. This new 
device uses the vacuum system in connec- 
tion with a new indicator fluid as the test- 
ing medium so that immersing the watch 
in water is unnecessary. “The Vacufix 
Fluid,” says the firm, “does more than 
test the seal of a watch case—it points out 
the place where the seal is not perfect.” 
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The Fluid is harmless and no cleaning is 
required other than wiping off the case.” 


Allison-Kaufman Co. Names 
Lampert Sales Manager 





Arthur L. Lampert (left) is congratu- 
lated on his appointment as general sales 
manager of the Allison-Kaufman Co., Los 
Angeles diamond ring manufacturers, by 
Irving H. Kaufman, president of the firm. 


The appointment climaxes a long and 
successful career with Allison-Kaufman 
for Lampert. His first job, a number of 
years ago was as a trainee in the firm’s d‘a- 
mond department. He switched to sales 
after his discharge from the Army. In 
1950 he was appointed Western sales 
manager. 
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Jewelry Making 


For Tradesmen and Craftsmen 


Jewelry making is one of the oldest, most fascinating and respectable of 
crafts. It is the purpose of this series of articles to present to both beginner 
and advanced craftsman, practical methods of making hand-made jewelry. 


Part 1V—Decorative Processes 


—_ and metals have different expan- 


sion and contraction rates. The enamels on flat or slightly 
convex objects, therefore, will tend to crack and even 
chip as the metal cools after being enameled. To prevent 
cracking and chipping, these objects can be counter- 
enameled on the back or reverse side. The milky white 
enamels gathered from the washing process may be used 
for counter-enameling. 

The purpose of firing is to melt and fuse the enamel 
so that when it cools it becoms a solid, glossy, glass 
body. The required temperature for copper enameled 
objects is 1500 degrees F., and is a little lower, 1400 
degrees F., for gold and silver. The time required de- 
pends on the size of the object and the temperature of 
the furnace; two or three minutes is ample for most 
objects. The object being fired must be watched care- 
fully and it should be removed from the furnace as soon 
as the surface of the enamel has a glossy appearance. 

Very small objects (up to two inches in diameter) can 
be fired by means of a blow torch with the flame applied 
to the under surface of the object. Electric or gas muffle 
furnaces, however, offer the best and cleanest methods 
of firing the enamels. A good enameling furnace should 
have a door that can be raised vertically. Ceramic fur- 
naces can be used. However, their doors swing out, and 
the heat from the door is very annoying. Inside the 
furnace, two rectangular stainless steel or firebrick bars 
should be placed to hold the objects to be enameled. 
Asbestos gloves are desirable to avoid burns from the 
heat of the furnace. 

The enameled object is placed on a heavy wire screen. 
The screen is picked up with a large spatula or flat 
piece of metal and deposited on the bars in the furnace. 
The moisture must be removed from the enamel. This 
can be done by preheating the object on top of the 
furnace or by placing the object in the furnace for 
five to ten seconds, removing, and repeating until no 
steam rises from the enamel. 

Objects are removed from the furnace with the spatula 
and permitted to cool in air. If an object is twisted, re- 
move it quickly and place it on a flat steel or stone sur- 
face and hold its edges with two spatulas until the enamel 
hardens. 
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Limoge enameled objects are finished by filing the 
edges of the metal lightly with a smooth file to brighten 
them and if the back is to be seen it is pickled to re. 
move the oxide that has been formed. 

On the other forms of enameling, if a flat smooth 
enamel and cloison metal surface is desired, the enamel 
is ground under water with a flat emery stone until it 
touches the cloisons. Use a coarse stone first and finish 
with a fine stone. After grjnding (called stoning), the 
enameled object is scrubbed under running water with 
a brush. Any emery imbedded in the surface of the 
enamel may be removed by means of a quick dip in 
hydrofluoric acid. Rinse immediately in water. When 
dry, another firing will restore the glossy surface of the 
enamel. The object is completed by pickling to remove 
the oxide on all uncovered metal. 

Flat or slightly convex enameled objects may be 
polished after stoning. This is done by using in order, 
after stoning, the folloowing: fine wet or dry emery 
paper, wet pumice, and finally tin oxide. A smooth 
piece of leather, applied to a flat stick, is used when 
polishing with pumice and emery. Small objects (school 
keys) may be polished on lapping wheels. 


GOLD AND RHODIUM PLATING 


By means of electro-plating, thin deposits of gold or 
rhodium can be plated onto jewelry. Gold plating 
enjoys its greatest popularity in the costume jewelry 
trade because of its beauty and resistance to tarnish, 
oxidations, and attack by most chemicals. Usually as 
little gold as possible is deposited on the metal: 1 to 3 
millionths of an inch is sufficient. The cost of a thin 
(flash) deposit is as low as 6 to 18 cents per square foot 
of the area plated. Objects that have very thin gold 
deposits are often given a protective coating of cleat 
lacquer. 

Rhodium, the whitest of all metals, belongs to the 
platinum family of metals. It is ideal for jewelry plating 
since it will not tarnish, is not attacked by acids or per 
spiration, and is very hard and durable. Rhodium 3 
plated over platinum and white gold jewelry. 
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Know how!...It requires knowledge, not 








only of what to do but also what not to 
do...In the case of the Watch Master, 
“know how” has been built on experience 
gained at the watchmaker’s benches...ap- 
plied in the laboratory...tested in the 
shop... proven through the years by the 
acceptance of thousands upon thousands 


of users. 





The WatchMaster has always offered the 
greatest day-to-day advantages...the 
biggest year-to-year value...and it 
always will. 


More than 70,000 WatchMaster Use the coupon for a 
time standards have been built 

into instruments for precision tim- Ry a 

ing applications by governments, Watch a Master 
industries, watch manufacturers te 

and watchmakers throughout the 

World. demonstration 


American Time Products, Inc., 
580 Fifth Avenue, 
New York 36, N. Y. NAME 
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demonstration at my bench so 
that | may judge its operating STREET 
advantages and the quality of 
its construction. 
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THEORY OF PLATING 


A direct electric current when passed through a solu- 
tion containing certain compounds of gold or rhodium 
will deposit some of the gold or rhodium on an item to 
be plated. The solution is called the electrolyte; the 
current enters the solution at the anode (++) terminal 
and leaves at the cathode (—) terminal, and the pas- 
sage of a current through a solution is known as elec- 
trolysis. At the anode during electrolysis, oxygen is dis- 
charged, and at the cathode, the metal is deposited on 
the object being plated. The number of amperes of cur- 
rent that is required to plate a square foot of an object 
is called the current density. 

A direct current is required for plating. If only a 
few objects are to be plated the current can be obtained 
by means of dry cells or storage batteries. Professional 
jewelry platers use selenium rectifiers or motor generator 
sets. The required plating voltage is from 6 to 8 for 
gold and from 21% to 6 for rhodium. The required 
amperage capacity of the plating outfit depends on the 
number and size of the objects being plated at the same 
time. Small 2 to 5 ampere outfits are ample for most 
jewelry plating. 
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FIG. 18—Wiring diagram for plating. 


An ammeter is necessary to measure the amount of 
current being used—the amperage, and a voltmeter is 
required to measure the amount of pressure—the voltage. 
The instruments are connected as shown in Figure 18. 

For jewelry plating solutions pyrex glass containers 
or acid proof stoneware are ideal. In order to minimize 
evaporation and to keep the solution clean, the con- 
tainers should have covers. 

The solutions must be heated. It is best practice, in 
order to avoid cracking or breaking the glassware or 
crocks, to heat them indirectly by immersing them in 
water held in larger metal pans. Gas heat, not electric, 
is recommended for heating the solutions since gas heat 
is less expensive and the required temperature of the 
solution can be controlled easily by regulating the size 
of the gas flame. 


PREPARATION FOR PLATING 


The jewelry object to be plated must be completed— 
all soldering finished, stones set, etc. Then it is pickled. 
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polished, and cleaned perfectly. Note; plating will not 
cover imperfections that have not been removed by 
polishing. The jewelry objects are cleaned, after polish. 
ing, in a boiling solution of 14 ounce of ivory soap and 
1 ounce of ammonia hydroxide dissolved in a pint of 
water. Attach a thin (22 gauge) copper wire to the 
object so that it may be suspended into the solution, 
Rub the object with a jeweler’s tampico or soft bristle 
brush to effectively remove the polishing compounds, 
The brushing may be done on a clean towel wrapped 
around a board. The object is then washed in hot and 
finally cold water. 


ELECTRO-CLEANING PROCEDURE 

After cleaning in the above solution, the jewelry 
object should be electro-cleaned to completely remove 
all traces of buffing compounds and grease. This is 
done in a solution (electrolyte) formed by dissolving 
1 ounce of Oakite, No. 90, in a quart of water. A 
stainless steel pot should be used to hold the solution 
which should be heated to 180 degrees F. 

The stainless steel pot becomes the anode. The object 
being cleaned is suspended into the solution by means 
of a copper wire to form the cathode. The cleaning 
voltage is 6 volts, though higher voltages may be used, 
and the anode and cathode may be connected directly 
in order to receive maximum current. A 15 second 
electro-cleaning immersion is ample. 

The cleaning is done by the evolutions of hydrogen 
on the jewelry object. The hydrogen tends to lift the 
dirt and grease film from the object and it also agitates 
the solution so that the soap can dissolve (emulsify) 
the dirt quicker. Wash the object in cold water when 
it is removed from the electro-cleaning solution. 

Finally, the object is dipped into a cold 5 per cent 
sulphuric acid solution to remove any tarnish acquired 
during cleaning and then it is washed in cold water 
again. The jewelry object is now ready to be plated. 


GOLD PLATING SOLUTIONS 

The gold plating solutions are made from prepared 
concentrated liquid gold solutions or gold cyanide salts 
which can be purchased from dealers in practically every 
large city. They usually only require the addition of 
clean tap water to form the required plating solution 
concentration. 

Gold may be plated directly over gold filled and silver 
objects. On base metals such as nickel or brass, and 
objects that have been soft soldered, copper is first 
plated on and then the gold is plated. 

Rhodium can be plated directly onto platinum and 
white gold jewelry and many manufacturing jewelers 
are so doing since, as previously stated, the plate is very 
durable, hard, brilliantly white, and is not affected by 
acids or perspiration. 

Sterling silver, brass, copper, and white metal rhine- 
stone jewelry should be given a nickel plate before being 
rhodium plated. The reason for this is simple: the 
rhodium plate is porous, thus sterling silver and_ the 
other metals will eventually tarnish under the plate and 
thus affect the finish. The nickel plate provides a dense 
protective coat that will not tarnish under the rhodium 
and it also prevents soft solder and white metal from 
contaminating the rhodium solution. 
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The principle of open-vision is ideally exemplified by this modern establish- 
ment, the Dinndorf Paint and Wallpaper Store, St. Cloud, Minnesota. The 
attention of the passer-by is caught and drawn right inside. Pittsburgh Prod- 
ucts used here include Pittco Store Front Metal, Pittsburgh Polished Plate Glass, 
PC Glass Blocks and a Herculite Tempered Plate Glass Door. Architect: 


Fred Traynor, St. Cloud. 








“Our modernized showroom has created a tremendous 
amount of interest in the community and increased our 
floor play. ‘Disappearing’ Twindows in Used Car Department aid in quickly 
demonstrating used cars and afford opportunity of open air used car display 
in summer,” says B. Bock, Pres., Flatbush Pontiac, Inc., Brooklyn, N. Y. 
Pittsburgh Products used are Polished Plate Glass, Solex Heat Resisting Plate 
Glass, a Herculite Tempered Plate Glass Door and three Twindow Insulating 
Units that descend into the basement. Vita Automatic Windows, Inc., Wood- 
side, L. |. Architect: Nathan R. Ginsburg, A.1.A. Architect, New York. 





Berrer store tronte mean better business. 











The smart, open-vision design of this Carvel Dari-Freeze Store in Reifton, Pa., 
combined with its distinctive trade-mark, has a great deal to do with the 
attention and recognition these units are receiving wherever they are located. 
Pittsburgh Products used here are Pittco Store Front Metal and Pittsburgh 
Polished Plate Glass. Architect: James Kust, Yonkers, N. Y. 











> “Our business has increased over 100% since we in- 

stalled our new front and we feel that most of it is due 
to the excellent first impression it creates. No other investment we know of 
shows such amazing results,’’ says Andre E. Schneebeli, Prop., Andre’—The 
Empire Salon, Baltimore, Md. Pittsburgh Products used include Polished Plate 
Glass, Carrara Structural Glass and a Herculite Tempered Plate Glass Door. 
Architects: Fenton and Lichtig, Baltimore. 


Your Store The Look That Sells.” 


HATEVER the type of retail busi- 
ness you are engaged in — 
whether youre planning a new es- 


tablishment or remodeling an old 


. 
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and Interiors 
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one—it will pay you to investigate 
the advantages of a Pittsburgh Store 
Front. Send in the coupon for a free 


copy of our booklet, “How To Give 
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PLATE 


Pittsburgh Plate Glass Company 
Room 4241, 632 Fort Duquesne Bivd., Pittsburgh 22, Pa. 


Without obligation on my part, please send me a FREE copy of 
your modernization booklet, “How To Give Your Store The 
Look That Sells.” 


Dt ckcacecsncdwee606euenseteseéeebasdeeseesnenssntaws 
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GLAS 5 
INDUSTRIES LIMITED 


It includes many examples of suc- 
cessful store fronts and complete 


descriptions of Pittsburgh Products. 
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OLISHING FLAT STEEL—A book I read mentioned 

that better polishing work of flat steel could be done 
‘by using a swing-tool; but there was no explanation of 
such a tool. Can you tell me what it is, where to buy it, 
etc.? (Question No. 6374) M..B. 


Amnswer—tThe swing-tool is a simple device, very 
effective for fine flat-finishing in making watch parts. 
It is easy to make, and not usually in tool dealers’ 
stocks for sale. Make up a brass plate about 14 inch 
thick, an oblong piece about 2 inches long and 1 inch 
wide. Set tapered steel points in the opposite edges 
of the length of the piece, near the ends of the shorter 
sides of it. Place female tapers in your lathe head and 
tailstock and set the work in cement, in the top edge of 
the swing tool. Use your iron lap with oilstone powder 
in oil, like a file, to flatten the piece of work; follow 
this with bell metal lap to polish the job. The swinging 
action of the tool will keep the work dead-flat against 
the laps in use, and make it easy to produce perfectly 
flat surfaces. This swing-tool is an old English device, 
that should be better known and more used today. 


ATCH IDENTIFICATION—Enclosed is a sketch 
of the plates of a watch brought to us for repairs. 
The customer wants to know who made it and when. 
You will note that the bridges or plates are in the form 


of Masonic emblems. (Question No. 6375) C. R. 


Answer—The watch described was made by the 
Dudley Watch Company at Lancaster, Pa., between 1923 
and about 1934. William W. Dudley designed the watch 
and organized the company to manufacture it after he 
resigned as superintendent of the Hamilton Watch Com- 
pany’s factory about 1920. Sales of the Masonic watch 
were disappointing and the manufacturing company 
went through several reorganizations after 1930. Finally 
the plant was sold to J. F. Apple Manufacturing Com- 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 








pany who now occupy it in manufacturing college 
jewelry. Uncompleted watches and parts were bought 
by the X-L Watch Company, 170 Broadway, New York 
City, about ten years ago. This firm has assembled and 
finished a small number of the watches since then. 


mma STONE—I got a new pallet stone for a Swiss 
watch; it is too long to get the correct lock. | 
imagine that to file the slot deeper would weaken the 
pallet-steel. What do you suggest? (Question No. 6376) 
H. E. : 


Answer—Grind off the non-acting end of the stone, 
with a diamond-charged copper lap in your lathe. You 
could either buy a lap ready-charged, or turn up a 
copper disc with slide-rest, and spread diamond-powder 
mixed with oil on the lap-face. Then run it slowly in 
lathe and press against the lap a hardened steel roller 
pivoted in a frame having a handle on it. This will press 
particles of powder into the copper, embedding them 
with sharp corners of the grain exposed, which will cut 
the stone quickly; medium-grain powder will do, as the 
back end of the stone need not be polished. 


ee OvING SOFT SOLDER—We are putting a new 

pin-joint on a 14K gold brooch, which we want to 
do with gold solder. The present joint was attached by 
soft solder and some of this smeared all around the 
frame of the brooch. What is the best way to remove 
the soft solder, leaving the original gold intact? (Ques- 
tion No. 6377) E. F. 


Answer—tThis job should be done in two steps. 
First, heat the work over an alcohol lamp or bunsen 
gas flame; when the solder is melting and after the bulk 
of it has fallen away by its own weight, remove all the 
rest of: it that you can by brushing with a medium stiff 
bristle hand brush. This will leave a rather thin coat of 
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SAY THE USERS OF LEIMAN POLISHER-GRINDER-DUST COLLECTORS 
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Leading jewelers everywhere report 
that the Leiman Polisher-Grinder-Dust 
Collectors pay them a profit in two 


By efficiently handling all day» 
to-day production requirements 


By the extra dividend of pre- 

cious metal 
steadily pays back the original low 
purchase price. 


The Leiman Polisher-Grinder, with 
3-in-1 Dust Collector system, keeps 
your air free from harmful dusts— 
and keeps on doing it. Machines are 
sturdily built to run free of vibration. 
They need little or no attention, run- 
ning for 15 years or longer with just 
occasional oiling or belt-tightening. 


Write for free detailed bulletin showing 
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various models and prices. No obligation. 


MODEL L 119. Needs only 18 x 29 inches floor space. Runs 
so quietly it can’t be heard. Ideal for small shop, light 
work or restricted space. Has 1/3 H.P. polishing motor for 
wheels or buffs up to 6”. Also 14, H.P. interior motor, 
suction fan and dust collector. Adjustable dust hoods have 


electric light sockets. Suction system may be used with 171 Christie Street, 


your polishing motor. Plugs into standard 110 volt outlet. 


LEIMAN BROS. .w. 





MODEL A. Needs only 2 x 4 foot floor space. Top produc- 
tion machine for all classes of jewelry and small silver 
work. Accommodates two wheels or buffs up to 8°. Dust 
hoods, with electric light sockets. Available with 1 H.P., 
220 volt motor. Two dust collecting cabinets permit 
separate collection of gold, platinum or other valuable 
dust for recovery. 


Newark 5,°N. J. 











SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 

A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B. T. S. course, and will be mailed you, free: 
write for it. 

B.T.S. graduates pass any State Board ex- 
aminations, or the Certified Master Watch- 
maker tests of H.I. of A. 

Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L. 894 veterans. ; 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


4 Charles Ezra Bowman, 
Director ee Registrar 


=== 


John J. Bowman, 


hi Lh tus | 


~~ 














FOR AuGust, 1954 
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NOW 
styles to meet every requirement. Made in from your 
Brass, Sterling, 1/20 12 Kt. G.F. and Gold. materia] 

jobber, 


W. R. COBB Company 


101 Sabin St. Providence, R. I. 


New York Office Chicago Office 
320 Fifth Avenue 29 East Madison Street 


*Patent Pending 











the solder which can be entirely removed by immersing 
the work in a solution of 2 parts muriatic acid in 1 
part of water. Watch carefully and remove the work 
as soon as the solder film has completely disappeared. 
Wash the work with soap and water, rinse and dry. 
Polishing is usually needed to restore the gold surface 
perfectly. A warning about mixing the acid and water: 
drop acid slowing into water, not water into acid, to 
avoid boiling up and possibly splashing acid. 


HIME METALS—I am going into the clock business 
and need information about metals for chime tubes 
and rods, what materials are best to use, and how to cut 
and temper them for good tone? What firm could fur- 
nish me these products? Can you recommend a book on 


this subject? (Question No. 6378) D. S. 


A nswer—Your letter asks for advice on metals for 
tubular and rod chime clock gongs and about sources 
of supply. For this, you can have the advantage of per- 
haps the most thorough research ever made in the matter 
in question by writing to J. C. Deagan Co., Inc., 1770 
Berteau St., Chicago, Illinois. This firm would also be 
the best source of supply for metal stock for rods or 
tubes and for technical directions for manufacturing the 
gongs; or they would no doubt furnish gongs in finished 
form if you prefer buying them that way. 


ys UTE REGISTER PAWL—Will you please tell me 
+¥ how to set the proper tension of the minute register 
pawl on the minute register wheel? (Question No. 6379) 
F. G. 


Answer—A good general rule to follow in setting 
the tension of the minute register pawl on the minute 
register wheel is to set as light a tension as possible 
without altering the secure functioning of the minute 
register wheel. The purpose of setting such a light tension 
of this pawl is that when the registration of the minute 
is taking place there is no unnecessary drag on the 
train of the watch. On the other hand, the tension of 
the minute register pawl on the minute register wheel 
must be strong enough so that if this wheel is turned 
forward or backward the minute register pawl will force 
the minute register wheel to turn and center itself 
between two teeth of this wheel. An easy way to check 
the tension of the pawl on the wheel is to place a tweezer 
point on the blade of the pawl, very close to the steady 
pin or base and forcing. the end away from the wheel. 
This will enable you to feel the amount of tension on 
the end of the pawl. 


ICOUD WATCH—A customer of ours has a heavy 
18K gold hunting-case watch, the movement en- 
graved “Frick Nicoud, Chaux de Fonds.” He says it 
was made about 1920. He wants to sell the watch and 
asked us about what it would have cost when new and 
to figure a price based on that. Can you help us advise 


him? (Question No. 6380) P. T. 


Answer—If you will again examine the maker’s 
name, we believe you will see that this is not “Frick,” but 
“Frederic,” or possibly a shortened form of this, like 
“Fredc.” Frederic Nicoud was a maker of high-grade 
watches in business in La Chaux de Fonds, Switzerland, 
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approximately between 1865 and 1885. About the origi. 
nal price of a Nicoud watch of 18-size, in 18K gold 
hunting case, in this country, about the period 1865. 
1885, when gold metal sold at a premium price, we 
would estimate the retail price for such a movement jp 
a heavy 18K gold case as around $250.00. The Nicoud 
firm is not listed any longer in the Swiss watch-trade 
directories we have that are later than the year 1885, 
The present general market value of a watch like yours 
would hardly be more than the junk-value of the gold 
in its case. Although the movement was a fine one in its 
day, it is not old enough to have value as a collector’s 
specimen by reason of its age alone; and the watch jg 
too large and heavy to command a price above the gold. 
value as a watch to be carried. : 


APN BALANCE-WASHERS—How many seconds 


per day slower will a watch run for each balance. 


washer added? (Question No. 6381) J. R. 


Answer—The answer to your question would vary, 
depending upon the size of the watch (i.e., the weight 
of the balance), diameter of balance and weight of the 
washer. Usually, the box furnished with sets of washers 
has on it a table stating the effect of those particular 
washers on rates of various sizes of watches. If your 
washers are not in such a box, you will have to guess- 
and-test to determine washers’ effects. 


LD VERGE WATCH—I have had for repairs an old 
verge watch; on its plate appeared the name, “Wal. 
lerius-Norrkoping.” Can you tell me how old this watch 


is? (Question No. 6382) S. K. 


Answer—The watch referred to was made by E. 
Wallerius, who was in business in Norrkoping, Sweden, 
a town about 75 miles south-west of Stockholm, between 
1785 and 1800, according to data we have in our collec- 
tion. This does not say how long before 1785 nor after 
1800 this maker may have been working; but it is clear 
that the watch is approximately a century and a half old. 


—— WATCH—Among our uncalled-for repaired 
watches, there is one that I have been told is a 
valuable antique and I would like your opinion on how 
much it is worth and where to sell it. The case is silver, 
open-face, key wind, picture of scenery engraved on the 
back, engraved on inside cap M.I. Tobias, Liverpool, No. 
137229, 13 jewels, lever escapement. (Question No. 
6383) G. A. 


Answer—The value of the watch described would 
be no more than the scrap value of the silver in the 
case of the watch. The inscription indicates that the 
watch is one of the many thousands that the M.I. Tobias 
firm had made in Switzerland, for export to America, 
between 1830 and 1860, the engraved inscriptions being 
worded to create the impression that the watches were 
made in Liverpool, England. These watches were of very 
ordinary commercial grade and there are too many of 
them in existence to give one of them any rarity o 
value as a specimen for collection purposes. 
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John J. Courtney Distributes 
Interesting Diamond Ring Book 





John J. Courtney & Co., 452 Fifth Ave., 
N. Y., has recently distributed a counter 
book of 30 diamond solitaires and wed- 
ding rings. The cover and one of the pages 
from the book are shown in the picture. 

This merchandising aid is distinguished 
by excellent photos which enable the ap- 
pearance and quality of the rings to be 
appreciated by the viewer. Many diversi- 
fied styles are shown. This dignified book- 
let is a good “self-seller” for the jeweler 
because the customer can easily select a 
ring that appeals to her. 


Benrus Offers 
"Citation" Display 





t 


te 


The Benrus Watch Co., 50 W. 44th - ™ 
N. Y., has announced the availability of the 
new “Citation” display, shown in the photo. 
Handsomely designed with modern, sweep- 
ing lines and two revolving watches, this 
display is made to attract passersby on the 
street. The fine grained wood platform adds 
richness, and the letters of the name are 
cut-out in order to stand out. 


FOR AUGUST, 1954 





Anson and Jacoby-Bender to 
Co-Sponsor "Stop the Music" 


Anson, Inc., and Jacoby-Bender, Inc., 
have jointly announced that they will co- 
sponsor the popular radio and television 
show “Stop the Music” on alternate weeks 
this fall. This coincides with the an- 
nouncement that these two firms will 
launch their largest advertising campaigns. 


Shown in the photo after signing the 
contract are, seated left to right, H. Wil- 
liam Coulthurst, advertising manager of 
Anson; Sandy Stronach, vice president of 
ABC-TV; standing, left to right, William 
Scheibel, advertising manager of Jacoby- 
Bender; A. C. Fatt, executive vice presi- 
dent of Grey Advertising Agency; and 
Bert Parks, master of ceremonies of “Stop 
the Music.” 





Mr. Scheibel and Mr. Coulthurst an- 
nounced that this campaign has been set 
up to benefit the local retail jeweler who 
will be supplied with entry blanks, special 
displays and other promotional material. 
In order to participate in “Stop the Music,” 
the consumer must go into the local jew- 
elry store to obtain an entry blank, thereby 
stimulating sales on all levels. 

The show will be carried by 67 ABC-TV 
stations and 125 CBS radio stations. 


Eterna-Matic Distributes 
Merchandising Folder 


The Eterna Watch Co. has introduced a 
new “carry-all” news merchandising folder 
designed to convey monthly press reports 
on the Eterna-Matic watch to retailers. 
It is 83% by 3% inches and has a 1% 
inch fold-up to hold actual news clippings. 


The back cover presents an unusual 
photographic study of the five microscopic 
steel balls that form the heart of the 
Eterna-Matic’s automatic ballbearing- 
mounted winder. The balls are only .64 
of a millimeter in diameter. 








Medana Introduces the 
"Moby Dick" Merchandiser 
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Medana watches, distributed by Louis 
Aisenstein & Bros., Inc., 16 E. 40th St., 
N. Y., has introduced the “Moby Dick” 
merchandiser, shown in the photo. 

Six Medana_ water-resistant watches, 
retailing from $12.95 to $16.95, for men 
and women, are mounted on this colorful 
window and counter display. Moby Dick 
the whale carries two ladies’ watches on 
his back against a setting of cool, clear 
water. The four men’s watches below the 
whale have yellow, white, Arabic and stick 
dials. 

The compact display is free with regu- 
lar dealers’ cost for the six watches. 


Irons & Russell Offer 
Emblem Selector Book 


SS 





Irons & Russell Co., Providence, R. I., 
manufacturers of emblematic jewelry, has 
announced a practical and attractive em- 
blem selector book that holds 32 different 
pieces. Shown in the photo, it is made by 
Crafts Inc. of ostrich leatherette and tur- 
quoise velvet, and is designed to aid in 
customer selection and create store traffic. 
A reminder behind each emblem gives the 
item number for fast replacing. 

It is sold as a package at $90 Keystone, 
or is $3 net without emblems from whole- 
salers or the company. 
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Speidel Announces Production 
Of New Band, "Floating Links" 
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Speidel Corp. has announced that its 
plant at Providence, R. I., is now tooled 
up for production of new Speidel watch- 
band designs featuring “Floating Links.” 

Speidel officials stated that in develop- 
ing the new link they have broken away 
from old-style methods of assembly. The 
new way permits the use of designs, shapes 
and materials, they state was impossible 
before. Pointed out was the achievement 
of a leather watchband that has expansion 
comfort built into it. 

The Floating Link principle, Speidel 
stated, attains a high degree of flexibility. 
The band is so flexible that it can be bent 
at right angles, twisted 180 degrees or 
turned inside out when attached to a 
watch. The band conforms to all motions 
of the wrist easily and quickly, and will 
be advertised as “so comfortable your 
wrist can’t feel it.” 

Shown in the photo is Speidel’s Floating 
Link display unit No. FL/12. It is avail- 
able from distributors free of extra charge 
with retailer’s order for 12 new bands. 


I. Smallman & Sons Offers 
Craftsman Display Free 
I. Smallman & Sons Co., Paterson, N. J., 


has introduced a new arrangement which 
brings the retailer its Craftsman billfolds 
case free with assortment No. 5250. 
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The case, shown in the photo, makes it 
possible for the retailer to display a com- 
plete assortment of billfolds ranging in 
price from $2.50 to $7.50, in a compara- 
tively small space. It is 164%” wide and 
12” high. 

Assortment No. 5250 consists of 24 
highly styled men’s and ladies’ fine leather 
billfolds. Cost to the retailer is $52.50. 

The Craftsman pre-Christmas ad cam- 
paign will be headed up by a full page, 
four color ad in Esquire, and ads in Life 
and Mademoiselle. 
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New National Cash Register 
Computes Customer's Change 


Described by the company as one of the 
most fundamental developments since in- 
vention of the cash register in 1878, The 
National Cash Register Co., Dayton, Ohio, 
has introduced a machine which automati- 
cally computes how much change custom- 
ers should receive. It gives both customer 
and merchant a printed, accurate record 
of each step in any transaction. 


The new register mechanizes the mental 
calculations that often result in errors in 
change making. John M. Wilson, NCR 
vice president in charge of sales, said of 
the new register, “Cash registers have al- 
ways shown how much the customer owes 
the merchant. Now we have a register that 
gives the same protection to the customer 
by showing just how much the merchant 
owes him.” 











As shown in the photo, after the shop- 
per’s purchases are listed and totaled on 
the register, the salesperson rings up the 
amount tendered in payment, whether it 
is a $10 bill or a check for $113.45. This 
amount is shown at the top of the register 
where it is seen by both customer and 
salesperson. 

Then the salesperson presses a_ key 
marked “Change.” The register instantly 
computes how much change is due and 
indicates this amount at the top of the ma- 
chine. The machine also has keys to cal- 
culate and ring up refunds or credits. 

Models range from $1,390 to $1,785 in 
price. The new device cannot be installed 
on old model cash registers. 


Duane Jewels Plans 
Concentrated Ad Campaign 


Duane Jewels Co., Inc., has planned a 
concentrated advertising campaign. Con- 
sumer ads are scheduled for Life, Seven- 
teen, Vogue, Mademoiselle, Glamour, and 
the New York Times Magazine, it was an- 
nounced by Everett M. Zola, president of 
the firm. 


The theme of the ads, which will feature 
Hollywood stars modeling Duane jewels, is 
“Duane jewels as bright as stars ... as 
worn by the stars.” 








1847 Rogers Bros. Offers 
Special “Adoration” Sale 
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A summer’s-end opportunity for jewelers 
is being provided by 1847 Rogers Bros, 
in a special money-saving retirement sale 
of its graceful “Adoration” pattern. 

The sale will run from Aug. 23 to Sept. 
25. Consumers will be able to buy com. 
plete sets at savings running from $30 on 
a 55-piece service for eight, $37 on a 76. 
piece service for 12 and to $44.75 on an 
80-piece service for eight. Each is of.- 
fered with a beautiful chest in blonde or 
mahogany finish at no extra charge. Serv. 
ing pieces are also offered at substantial 
savings. 

Theme of the special sale will be “Why 
Be ‘Silver Shy’?” as shown in the broad- 
side in the picture, when a_ complete 
service can be had at great savings. 


Grand Rapids Store Equipment 
Issues Folder on Wright Kay 


The Grand Rapids Store Equipment Co., 
Grand Rapids, Mich., has issued an at- 
tractive folder on _ its installations in 
Wright Kay and Co.’s jewelry store in 
Northland Center, Detroit. 

The folder, illustrating the appointments 
of a fine jewelry store, is available from 
the company on request. 





Gemex Offers 
“Tahiti Display 
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Gemex’s latest display boasts a colorful 
motif suggesting the luxuriant tropical 
crowth of the South Seas. Shown in the 
photo, it is designed to provide a setting 
for three Gemex ladies’ watchbands fea- 
turing the distinctive new “Tahiti” styl- 
ing, combining both tubular and conven- 
tional expansion principles. 

The Tahiti display package bears a low 
initial cost of $18.90, with the display 
free, according to William A. Swartman. 
Gemex director of advertising and sales. 
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Gruen "Jubilee" Campaign, 
Most Extensive in Its History 





The fall sales campaign of Gruen, de- 
scribed by the company as the most com- 
prehensive fall campaign in its history, 
was announced by Maury Ash, shown in 
the photo, vice president and sales direc- 
tor. at the Gruen sales meeting in Cincin- 
nati. Honoring Gruen’s 80th anniversary, 
the “Jubilee Values” promotion features 
special introductory prices with savings up 
to $25 from Sept. 25 to Nov. 27. The new 
Jubilee watches include “Autowind” and 
“Curvex” models. 

All watches will be packaged in what 
Gruen states is a new revolutionary watch 
box. It is designed to withstand 125 de- 
grees temperature in jewelers’ windows 
and is of all-stee] construction with an ex- 
tra strong hinge. The same material is 
used inside and out, a _ leather-textured 
fabric called “Texol.” The bottom section 
of the box is quite flat, allowing maximum 
visibility when the box is open. 

Jubilee promotion will include the Wal- 
ter Winchell show, double page, full color 
ads in Life, Saturday Evening Post, Look 
and Ebony. 


C. J. Bates & Son Presents 
Gift to Governor Lodge 





On his recent good will visit to the 
plant of C. J. Bates & Son, Chester, Conn., 
Governor John Lodge of Connecticut re- 
ceived a gift of a Barbara Bates manicure 
kit. The firm makes the line of Barbara 


Bates manicure gift kits for men and 
women. 


Stuart J. Joslyn, general sales manager 
of C. J. Bates & Son, is shown at the right 
in the photo presenting the kit to Governor 
Lodge, while Landon B. Woodcock, sales 


manager, looks on. 
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Pilliod Offers New Line 
Of Silverware Chests 


The Pilliod Cabinet Co., Swanton, O., 
has announced a completely new line of 
silverware chests for sale through jewelry 


Nine models, from $4.50 to $19.95 


stores. 
retail, are offered. 


One of the most popular models is No. 
in a fine grain 
mahogany finish. Designed to accommo- 


731, the “Princess Anne,” 


date service for 12, it retails for $9.95. 
Special features include Pacific 
Cloth to prevent tarnish, and a new style, 
tilted knife rack that permits easy re- 
moval of knives. Its overall size is 17% 
by 1154 by 3% inches. 


Flex-Let's Unique Contest 
Ties-In with Its Life Ads 


Flex-Let Corp., manufacturer of watch 
bands and men’s and women’s jewelry 
fashions, has announced a unique type of 
contest open to all owners and employees 
of retail jewelry stores or jewelry depart- 
ments. 
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The contest offers 12 prizes: $2,250 in 
all, with a $1,000 first prize and $500, $100 
and $50 being the other prize brackets. 

The unusual aspect of the contest is its 
tie-in with Flex-Let’s 26-week ad cam- 
paign in Life magazine. All the contes- 
tants have to do is guess the page numbers 


of Life on which each of the first 12 Flex- 


Let ads will appear. Exact page number is 
not required; those who come closest win. 

All entries, as shown in the photo, must 
be given to Flex-Let salesmen or mailed 
to ““Guess-the-Page” Contest, Flex-Let, 580 
Fifth Ave., N. Y., postmarked before 
Sept. 30. 

Judges are P. M. Fahrendorf, president 
of THe JerweELers’ CirRCULAR-KEYSTONE, 
and Harry Bromley, vice president of 
National Jeweler. ' 


Avalon Watch Co. 
Issues New Catalog 


The Avalon Watch Co., 170 Broadway, 
N. Y., has issued a two-color, four-page 
catalog describing a new series of water- 
resistant ladies’ and men’s watches. 

Forty-seven watches are included. 
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Admark Distributes Display 
Tying-In with "The Egyptian" 
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Albert Adler, 714 Sansom St., 
phia 6, Pa., president of Admark, has an- 
nounced that a laminated point of sale 
display advertising “Queen of the Nile” 
scarab jewelry in connection with “The 


Egyptian,” a 20th Century-Fox production 
in CinemaScope, will be distributed to 
jewelers in August. 

The display shown in the photo is done 
in attractive blue, and shows Anitra 
Stevens, who plays Queen Nefertiti in the 
film, wearing Admark jewelry. It is for 
use on counters or in jewelers’ windows. 
Admark’s new catalog will be distributed 
the same time as the display. 


American Setting Co. 
introduces New Ring Lock 

















The American Setting Co., 164 Emmett 
St., Newark 5, N. J., has announced a new 
finding lock which it describes as “the 
first practical finding lock adaptable to 
almost all makes of bridal sets.” Shown in 
the photo, it is already on the market, 
and, the firm states, leading ring manu- 
facturers have adapted it to rings they 
thought impossible to lock up. 


The lock works easily, never slips and 
is invisible on the wearer. It is available 
in 14K yellow and white gold, 18K white 
gold and 15 per cent iridium platinum. 
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Biggest Oneida Ad Campaign 
For Community's "South Seas" 
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The new “South Seas” pattern by the 
Community division of Oneida Ltd. will 
be introduced to the general public in a 
September-October advertising campaign 
that far exceeds, the company states, any 
other in its 106 year history. 

The contemporary South Seas pattern 
will be featured on the NBC-TV “Home” 
show, starring Arlene Francis. The Home 
show is televised over a coast-to-coast net- 
work of 43 stations reaching 26 million 
homes—83 per cent of all the TV homes 
in the country, according to the firm. Of 
interest to jewelers throughout the coun- 
try will be the ease and economy of local 
cut-ins. 

Community, however, has not sacrificed 
its magazine advertising. The introductory 
ad, in four colors, shown in the photo, will 
reach 76 million readers in the September 
and October pages of Life, Ladies’ Home 
Journal, Woman’s Home Companion, Red- 
book, American and Household magazines. 
Each insertion of the South Seas ad will 
appear on a cover position, four on back 
covers and three on inside covers. In addi- 
tion, a second follow-up ad will appear 
on the second cover of Life and in the 
Ladies’ Home Journal. 
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Spectacular Wyler Display 
: Used by Sioux Falls Store 
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The Horwitz jewelry store in Sioux 
Falls, S. D., drew marked attention from 
shoppers with this mass display (the cen- 
ter of which is shown here) of Wyler 
“Waterama” watches. 

Packed by Wyler in water in plastic 
envelopes, the lined-up watches created a 
spectacular effect. Liberal use was made 
of bold signs reading: “Watches that dare 
to be packed in water.” 
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Universal Announces Vigorous 
Fall and Christmas Program 


Universal will launch its fall and Christ- 
mas electric housewares promotion with 
its “Pace Setter” program, according to 
A. S. Bross, vice president and general 
sales manager of Landers, Frary & Clark. 


S. G. Fisher, vice president in charge 
of electric housewares, announced new 
products: a new 10-cup copper “Coffee- 
matic,” at $32.50, designed to go with 
the modern decorating trend calling for 
copper; a new travel iron, the “Steward- 
ess Steam Travel Iron,” at $14.95, a steam 
and dry model weighing only 28 ounces, 
with fold-away design and water-resistant 
plaid carrying case; and a new type elec- 
tric blanket, made of nylon, cotton and 
rayon, making it moth-proof, at $27.95. 

W. J. Cashman, advertising director, an- 
nounced the “biggest advertising program 
in Universal’s history.” A total of 67 in- 
sertions in 32 national magazines are run- 
ning from July through December. The 
Coffeematic will be advertised in a full 
color two-page spread in the Saturday 
Evening Post of Nov. 20, and Universal 
will feature its complete line of appliances 
in a big four-color double page in the 
Dec. 14 issue of Look, on the newsstands 
Nov. 30. 


Naomi Makes Offer 
To Introduce New Line 


Naomi, Island Park, N. Y., has intro- 
duced a new line of adjustable clasps and 
pearl shorteners. They make a pearl neck- 
lace longer or shorter and are used as 
scatter pins for dresses or as hair orna- 
ments. 

As a special introductory offer, Naomi 
will give a free card containing six nickel 
silver pearl shorteners with the purchase 
of any card of adjustable clasps or neck- 
lace shorteners. 


General Electric Announces 
New Clock-Radio Models 


The General Electric Co. has announced 
its 1955 line of radio models. Ray V. 
Buivid, radio sales manager for the radio 
and TV department, said prices on the 
new line, which numbers 39 models, range 
from $18.95 to $69.95 for table models, 
$29.95 to $49.95 for portables, and $27.95 
to $54.95 for clock-radios. Among new 
features mentioned by Mr. Buivid—“mark- 
ing additional firsts for GE in the radio 
field” —are a calendar clock-radio, a new 
“full music alarm” and a “Musaphonic” 
clock-radio. 


The calendar cleck-radios (models 577- 
578) show the date and the day of the 
week on the face of the clock. These 
models also have the “full music alarm,” 
which automatically boosts the volume of 
the radio to insure waking. 


Models 580, 581 and 582 clock-radios 
have the “Musaphonic” feature, which 
mounts the speaker outside the cabinet 
and produces tones comparable to a con- 
sole radio receiver. 





Heirloom Sterling Offers 
"The Younger Set" 
































































In line with its policy of featuring com. 
plete services, Heirloom Sterling of Oneida 
Ltd. will offer “The Younger Set” a ]9. 
piece complete service for four in a free 
deluxe chest for $99.90, F. T. [. It is shown 
in the photo in the Damask Rose pattern, 


Described by the company as an ideal 
starter service, it will be featured in the 
firm’s Christmas magazine advertising and 
will be thoroughly merchandised with 
counter card and six-page self-mailer or 
stuffer. 


McGraw’'s Toastmaster Offers 
"Toast 'n Jam” Sets 


A vigorous summer sales campaign 
launched by the Toastmaster products di- 
vision of McGraw Electric Co. centers 
attention on new Toastmaster “Toast ‘n 
Jam” sets. They are a complete toast 
service for use in kitchen, recreation room 
or living room. 

The sets come in two special offers. 
The first is two 1B16 Toastmaster Super 
De Luxe toasters at 50 per cent off with 
retailer’s order for 10 items at regular 
cost, two or more of which shall he the 
new jam sets. The second is one 1BI6 
Toastmaster Super De Luxe _ toaster at 
48 per cent off with retailer’s order for 
five items at regular cost, one or more 
of which shall be the new jam sets. 





The model 6D16 jam set features the 
Toastmaster Super De Luxe toaster with 
power-action. This set includes cloud gray 
Melmac jam jars, toast plate and wire 
rack. The set, including Toastmaster, is 
$34.95 retail. 


The model 6D14 jam set has the Toast 
master De Luxe and includes two sand 
colored Melmac jars, wire rack and plate. 
Shown in the photo, it is $29.95 retail. 
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Fantasy of Jewels Introduces 
Display for Its Fall Line 





Fantasy of Jewels, made by Allcraft 
Novelty Co., Inc., 18 and 20 W. 31st St., 
N. Y., manufacturers of costume jewelry, 
is opening its fall line with a new mer- 
chandising plan, featuring unusual dis- 
plays, free to the jeweler. 

The three dimensional displays, one of 
which is shown in the photo, come in ma- 
roon and gray and green with a gray base, 
and are designed to help the jeweler ex- 
hibit in his window an eye-catching dis- 
play of costume jewelry. 


Kaspar & Esh Distribute 
"Add-a-Link" Promotion 
Kaspar & Esh, Inc., 126 W. 46th St., 


N. Y., has distributed to retailers a series 
of promotional items intended to uphold 
the success of its “Add-a-Link” diamond 
bracelet and watch attachment promotion. 

Counter cards, mats and displays are 
among the promotion designed to sell the 
new styles and designs of the “Add-a- 


Link.” 


Westclox Offers 
The "Clock Shop" 





Westclox offers the new “Westclox Clock 
Shop,” shown in the photo, providing re- 
tailers with a space-saving, eye-catching 
clock department, complete with an assort- 
ment of Westclox, including eight stun- 
ning new models. 

The compact  turn-table display is 
sturdily made of blond oak plywood. 
Available through wholesalers, the retailer 
receives two clocks free to cover the cost 
of the display. 
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Longines Wins Honors 
At Geneva Observatory 


The Longines-Wittnauer Watch Co. has 
made an announcement about the results 
of the chronometric trials at Geneva Ob- 
servatory for 1953. 

The usual four classes were employed: 
Class A, chronometers superior to 43 mm 
diameter (marine chronometers) ; Class B, 
chronometers 38 mm to 43 mm diameter 
(deck or large pocket watches; Class C, 


- chronometers 30 mm to 38 mm diameter 


(small pocket or wrist watches) ; and Class 
D, chronometers at most equal to 33 mm 
diameter (wrist watches). 

The winners in the various classes were 
as follows: Class A, Vacheron & Constan- 
tin; Class B, Vacheron & Constantin; 
Class C, Longines; and Class D, Patek- 
Philippe. 

More important than the best individual 
record is the performance of a series of 
five watches. In Class C, Longines won 
the series prize for the best average of 
points for the best five watches. The Lon- 
gines watches were all identical, taken 
from regular production. Of the 23 
watches entered in Class C, only 13 re- 
ceived certificates, and of these, 9 were 
Longines watches. 


Feature Lock Introduces 
“Before & After" Ring Sets 


Feature Ring Co., 130 W. 46th St., 
N. Y., has produced two demonstration 
comparison ring sets which show the 
dramatic difference between exactly same 
size stones mounted in old fashioned rings 
and mounted in Feature Lock interlocking 
rings that do not shift or twist. The firm 
states that in Feature Lock mountings, the 
stones look twice their size and brilliance. 
This was shown in the company’s July 26 
ad in Life, which promoted the remount 
diamond business. 

Henry Peterson, Feature Ring’s presi- 
dent, said, “This right before your eyes’ 
demonstration will prove to be an import- 
ant selling aid to the retail jeweler.” The 
company is also producing the new Feature 
Lock 8-set remount promotion, spearheaded 
by the Life ad. 

Information is available from  whole- 
salers on the remount promotion and the 
“Before and After Comparison Sets.” 


Tara Enters 
Men's Jewelry Field 


The Tara Co., 52 Salem St., Providence, 
R. 1. a division of Sperry Mfg. Co., has 
entered the men’s jewelry field. It is now 
manufacturing a line of men’s accessories 
under the label “Mr. Tara.” 

Distribution will be through wholesale 
jewelers, the same as with the company’s 
ladies’ jewelry. All merchandise is boxed, 
and retail prices start at $1.50 for cuff 
links and $3 for a set of cuff links and 
tie bar. 

Sales are under the direction of Charles 
D. Braveman, 366 Fifth Ave., N. Y., as 
sales manager; Maurice S. Taube, Chicago, 
for the mid-west; Irving Daniels, N. Y., 
for the east coast; and Hal Cabot, Los 


Angeles, for the west coast. 








Mautner Introduces the 
“Turnabout” Display 








The Mautner Co., Inc., 580 Fifth Ave., 
N. Y., has designed a new battery-driven, 
rotating, suspended window display, called 
the “Turnabout,” No. 5401. 

Shown in the photo, the Turnabout holds 
up to 10 pounds of merchandise and has 
three display tiers which are covered in 
luxurious crystelle velvet. It features mir- 
rored sidewalls which add glitter and eye- 
catching motion to a window. 

The ceiling hook can be easily removed 
from the display and the Turnabout turns 
about into a rotating display that can be 
placed on the window floor or counter. 

With batteries that operate the display 
24 hours a day for 30 days without re- 
placement, it comes in a variety of colors 


for $24.50. 





Lionel Introduces the “Linex" 
A New Color Stereo Camera 


The Linex Division of the Lionel Corp., 
15 E. 26th St., N. Y., is marketing the 
“Linex,” a new color stereo camera out- 
fit. Linex film, according to Lawrence 
Cowen, president of Lionel, “will make 
possible three dimensional color pictures 
at less than snapshot cost.” 
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The complete outfit, shown in the photo, 
consists of a color stereo camera with 
two color-corrected lens synchronized for 
flash, a battery illuminated viewer, a maga- 
z:ne of color film which takes eight stereo 
pairs, a plaid zipper carrying case, and 
slide file container. It is $44.50 retail, 
wi Be & 

The color film magazine sells for $1.25, 
and this cost includes eight stereo film 
pairs, film processing and return of the 
transparenc es to the customer. Linex will 
have its own national film processing 
laboratories. 
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Kem Cards Feature 
Paper Sculpture 





Visitors to the showroom of Kem plastic 
playing cards at the New York Gift Show, 
Aug. 22 to 27, will see unusual decor in 
paper sculpture conceived by famous de- 
signer Morris Welch. 


On carved pedestals will be dimen- 
sional paper sculptures of the royalty of 
cards one of which is shown in close-up 
in the photo. 





Pocket Magnifier—A Gift to 
Promote Good Will for Jeweler 


Dutcher Bros., Inc., manufacturer of 
“Perm-O-Seal” watch crystals, 10 W. 47th 
St., N. Y., has announced the “Handi- 
Site” magnifier that enlarges over two 
and a half times. Shown in the photo, 
the lens is made of the same material used 
for Perm-O-Seal watch crystals. It is pro- 
tected by a hinged ivory plastic case. 

Frank E. Dutcher, president of the firm, 
said, “We originally made the Handi-Site 
to promote our business, but it has been 
so well-received, we are making it avail- 
able to jewelers to use as a good will gift 
to their customers.” 

















The case will be stamped with the jew- 
eler’s name and address in gold or other 
color free of charge if ordered in quantity. 
Quantities of 50 to 99 are 90 cents each 
Keystone, and 1,000 to 5,000 are 60 cents. 
Trade mark or emblem is two cents each 
extra net, plus die cost. 
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Tessler & Weiss 
Open New Factory 


Tessler & Weiss, Inc., recently announced 
the opening on July 19, at Union, N. J., 
of the world’s largest factory, according to 
Alfred S. Jaffee, sales manager, devoted 
solely to the manufacture of die struck 
bridal mountings, serving the wholesaler 
exclusively. 

In making the announcement, Mr. Jaffe 
said, “The unquestioned value of the whole- 
saler in serving the retail jeweler is 
greatly enhanced by the manufacturers’ 
complete cooperation with a down to earth 
workable program of not only fine mer- 
chandise but merchandising ideas and di- 
rect support for the wholesaler right down 
the line.” 

The company also directed attention to 
a complete program of display, advertis- 
ing, merchandising and promotional selling 
available to the wholesaler, a program 
intended to further enhance the whole- 
saler’s position with the retailer and to 
save the wholesaler time and expense. 


International "Silver Rhythm" 
In a Television Setting 
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At the American Institute of Decorators 
show in Chicago, a William Pahlmann TV 
dining setting was highlighted by Inter- 
national Sterling's “Silver Rhythm" pat- 
tern. TV program guides were set up 
for the convenience of the TV diner. 


A. Cohen & Sons Holds 
Annual Sales Convention 
A. Cohen & Sons Corp., 27 W. 23rd St., 


N. Y., held its annual sales convention at 
the Hotel Astor, N. Y., June 21-22. Con- 
ducted by sales director Melvin Cohen, 
it was attended by all of the firm’s district 
sales managers and officers. 

The district managers attending were: 
Nat Shapiro, New England territory; Ed- 
ward A. Littauer, eastern district; Saul 
Hanson, southeastern; Al Sternberg, south 
central; George G. Cohen, western New 
York and Michigan; James J. Gluck, 
western Pennsylvania and Ohio; Jack 
Spiro, west coast; Mark Seiden, metro- 
politan New York; and Louis Penkauer, 
Brooklyn and Long Island, N. Y. 

Keynote of the meeting was stimulation 
of retail jewelry business through use of 
promotion and through coordination of re- 
tail selling methods. 








imperial Knife Offers 
Steak Knife Assortments 





To its “Veri-Sharp DeLuxe” cutlery line, 
Imperial Knife Associated Companies, Inc,, 
1776 Broadway, N. Y. 16, N. Y., has added 
three striking assortments of deluxe steak 
knives and carving sets. Featured is the 
distinctive handle made of two-tone Strata. 
wood, where alternate layers of fine grained 
wood are pressure laminated with ivory 
Formica. 

The following sets are available: DL-l, 
six steak knives, $15 retail; DL-2, with 
three-piece carving set, $18 retail; and 
DL-3, shown in the photo, a combination 
of above two sets, $29.50 retail. 


Sheaffer Pen Makes 
Profit-Sharing Payment 
The W. A. Sheaffer Pen Co. has an.- 


nounced that it made a profit-sharing pay- 
ment to its employees amounting to 20 per 
cent of their earnings for the March-April- 
May quarter. 


Display Offered Free 

With Sunglasses Assortment 
Foster Grant Co., Inc., Leominster, 

Mass., offers this blue and yellow display 

of styrene plastic. It is of a new type, 

without binders or cards, designed to sim- 





plify self-service try-ons. The display, 26 
by 23% by 7% inches, is available at no 
extra charge with an order of assortment 
No. 123 of Grantly men’s and women’s 
sunglasses designed to retail at $1 to $2.95. 

The sunglasses’ styles include laminates 
and jeweled effects for the ladies and two 
tones and metallic trim frames for the 
men. 
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Jacques Kreisler Expands 
with New Factories 


As part of Jacques Kreisler Mfg. Corp.’s 
new management policy to decentralize its 
operations, four new factories have been 
set up in addition to the main plant at 
North Bergen, N. J., it was announced re- 
cently by Toby Stern, president of the 
firm. 

Separate organizations will make watch- 
bands, men’s jewelry, leather straps and 
industrial products. 

Crest Leather, a wholly owned subsidi- 
ary, will open a new factory in St. Peters- 
burg, Fla., on an area of over 2% acres. 
While the formal opening is scheduled for 
Oct. 1, actual production is already under- 
way. The new building is carefully air- 
conditioned and includes many facilities 
for employees. 





Wax & Skolnik Announce 
New Watch Division 


Wax and Skolnik, manufacturers of 
ring mountings, have established Modern 
Watches, a new division of the firm, for 
the manufacture of 14K white gold and 
diamond watchcases, bracelets and_at- 
tachments, it was announced by Martin 
Skolnik. 

The new line of watchcases is available 
in several sizes to accept five, five and a 
half and six ligne movements. The. com- 
pany states it will promote the fashion 
appeal of this line through distinctive de- 
signs of its cases and diamond settings. 

The initial line consists of styles num- 
bering more than 30 hand-crafted items. 
Modern Watches also creates original de- 
signs for exclusive use. 

The retail prices of the series, includ- 
ing watch and case, range from $99.95 
to $499.95. 





Norelco Holds Convention, 
Plans Fall Campaign 


Sales representatives of the North Amer- 
ican Philips Co., Inc., 100 E. 42nd St., 
Y., recently concluded their annual 
summer sales convention in Atlantic City 
and planned to wage the most aggressive 
fall sales campaign in the history of the 
Norelco electric shaver. 

The keynote message was delivered by 
Pieter van den Berg, president of the firm, 
who urged the representatives to make the 
Norelco a best U. S. seller. 

Philip C. Weinseimer, Jr., sales man- 
ager, outlined intensive promotion plans, 
which include full page national magazine 
ads, running every week from September 
to Christmas, featuring a free 15-day home 
trial of the shaver. 


Louis Levin & Son Distribute 
"Sphinx" Precision Drills 


Louis Levin & Son, Inc., manufacturer 
of jewelers lathes and _ micro-drilling 
equipment, 3610 S. Broadway, Los Angeles 
7, Calif., is now distributing the Sphinx 
brand precision pivot drills. These high- 
speed steel drills are being stocked in sizes 


Ol mm apart and starting with .08 mm 
(.003”) . 
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News of Personnel 





Three new salesmen have been added 
to the Hamilton-Illinois sales force, it was 
announced by Lowell F. Halligan, vice 
president (sales). Paul R. J. Groeschel 
will cover Iowa; Donald I. Blank, Chi- 
cago; and Linwood T. Bates, New York 
State. 





D. 1. BLANK 
Hamilton 


P. GROESCHEL 
Hamilton 
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L. T. BATES J. A. VAN DAM 
Hamilton ory 


John A. Van Dam has rejoined the 
Cory Corp. as the special Chicagoland 
sales representative, according to J. W. 
Alsdorf, president of the firm. He will be 
located in Cory’s home office in Chicago. 





The Ralph Singer Co. has announced 
changes in its sales department. William 
J. Dail will cover Texas, Oklahoma, Ar- 
kansas and Louisiana. Will Shenkein will 
take the Rocky Mountain territory. Eben 
Barker will cover Michigan, Indiana, and 
Kentucky. Louis H. Steinman will travel 
the southeastern territory from Mississippi 
and Tennessee to the Atlantic coast. 





The Bridal Ring Co., Inc., has an- 
nounced the appointment of Ed R. 
Teguns as southwestern representative, 
covering Texas, Oklahoma, Louisiana, 
Arkansas and New Mexico. 





Opalite Announces 
Distribution of Display 


Opalite, Inc., 501 N. 19th St., Phila- 
delphia 30, Pa., has announced that it will 
distribute through its wholesalers a very 
attractive display stand, designed to in- 
crease the retailer’s sale of opals. 





Richard A. Bloom, vice president and 
general sales manager of Oneida Ltd., has 
announced that William Elwyn will take 
over the Pittsburgh territory for the Com- 
munity division. 








WILLIAM ELWYN MAX BAYLES 


Community Gruen 


Maury Ash, vice president and director 
of sales for The Gruen Watch Co., has 
announced the appointment of Max 
Bayles as central western division sales 
manager. He will headquarter at the Gruen 
Chicago office, 55 E. Washington St. 





The Benrus Watch Co. has announced 
the appointment of Arthur I. Miller as 
sales representative in the Texas-Louisiana 
area. He will locate in Dallas. 
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A. |. MILLER 
Benrus 


JACK KLEIN 
Griffith 


The R. L. Griffith & Son Co., Provi- 
dence, R. I., has appointed Jack Klein, 
448 S. Hill St., Los Angeles, as its repre- 
sentative for the west coast. 





The New England Plastics Co. has an- 
nounced the appointment of Lee H. Pelz- 
man as design consultant and director of 
sales. 





Zodiac Watch Agency, N. Y., has an- 
nounced that Robert Seidler will cover 
Texas, Louisiana, Oklahoma, Arkansas and 
the western parts of Tennessee and Missis- 
sippi as its representative. He will head- 
quarter in Austin, Tex. 





Don Crews has been promoted to east- 
ern district manager for Schick Inc., it was 
announced by Kenneth C. Gifford, presi- 
dent. He will make his office in New York. 
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Special Notices 


“Situation Wanted’’*—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted’—‘“‘Lines Wanted” and “Side 
Lines” —regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 

All other headings — regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 

Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
ceding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 

In answering ads, do not enclose original 
letters of recommendations. 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 








JEWELER, wants to work in jewelry 
retail store, to make repairs and wait 
on customers. Address ‘“A., 978,’ care 
J C-K. 





EXPERT, all around diamond setter, 
light jewelry repairing; A-1 references; 
willing to relocate. Address “C., 1089,’” 
care J C-K. 








IMMEASURABLY qualified high type 
salesman seeks lucrative inside job 
reputable retail discount house. Ad- 
dress “F., 1092,” care J C-K. 

WOMAN: experienced wholesale _ ring 
firm, take care of orders, records and 
general detail work; references. Ad- 


dress “F., 1036,’ care J C-K. 





FABULOUS salesman, window trimmer, 
diamond merchandiser; one of the best 
Px nation. Address “Y., 1053,’ care 
J C-K 





WATCHMAKER Jr., just out of school; 
married: desires to settle in Florida or 
West: good set of tools. Address “C., 
1032,” care J C-K. 





MASTER watchmaker, 20 years’ experi- 
ence; adjust to very close rates; avail- 
able September 15. Address “J., 1039,”’’ 
care J C-K. 





WATCHMAKER, with 22 years of ex- 
perience, 40 years old, desires position 
in the South with reliable jewelry firm. 
Address “F., 973,” care J C-K. 





WATCHMAKER, highly experienced in all 
plain and complicated work: salary $90 
to $100; for New York City only. Ad- 
dress “N., 890,” care J C-K. 





YOUNG salesman, six years’ experience, 
presently employed New York retail, 
desires change for better opportunities: 

5 





best references. Address “A.,, 7 
care J C-K. 

WATCHMAKER, 17 years’ experience: 
finest references; age 37: salary or 


percentage; work must be plentiful and 
permanent. Address “B., 969,” care 
J C-K. 








ORDER and repair clerk, female; thor- 
ough knowledge of diamond rings, dia- 
mond bunch rings and colored stone 

Address “V., 





rings; New York City. 
1027,” care J C-K. 

JEWELER, 12 years’ experience on 
platinum, gold, can do light special 


orders and repairing; no setting ; wishes 
position ; moderate salary. Address “R., 
1046,” care J C-K. 


——2 





WATCHMAKER, experienced on all plain 
and complicated watches, seeks perma- 
nent position with importer or first 
class store, New York City or vicinity. 
Address ‘“‘A., 1030,” care J C-K. 





BUYER-salesman, extensive experience ; 
employed last position 14 years as buy- 
er with large wholesale firm; qualified 
in all phases jewelry business. Address 
“N., 1044,” care J C-K. 





WATCHMAKER, salesman, credit man- 
ager, window trimmer; chronographs, 
jewelry repair; capable of managing; 


best of references; 20 years’ experi- 
ence. Address “F., 985,” care J C-K. 





PARISIAN jewelry designer stylist, just 
back from European tour with out- 
standing ideas in real and costume 
jewelry, accepting part time proposi- 
tions. CI 6-8573, New York. 





STONE setter, for plant work in Provi- 
dence; settings as hammered-in, burn- 
ished in, or point; high school and col- 
lege rings carefully set. John McMullen, 
150 Francis St., Providence, R. I. 





STORE manager, top salesman; mar- 
ried; 10 years’ experience all 
phases; prefer to locate West Coast 
Florida, or Southern State. Address 
“T., 984,” care J C-K. 





VERSATILE salesman; top flight; avail- 
able better class time payment store; 
strong experience diamonds, watches, 





kindred lines; highest reference; con- 
fidential. Address “F., 083,” care 
J C-K. 

MANAGER, 10 years’ experience all 


phases credit jewelry business, desires 
position with growing firm offering per- 
manent position with future; presently 
employed. Address “E., 1082,” care 
s Coa. 





DIAMOND setter and jewelry repairman 
on gold and platinum and special order 
work: 10 years’ experience; age 42, 
married ; must locate in South or South- 





west: best of references. Address “‘J., 
953,” care J C-K. 
BOOKKEEPER-accountant: credits, col- 


lections, correspondence, costs and every 
phase of jewelry business; outstanding 
record with leading concerns: seeking 


responsible position. Address “R., 1057, 
care J C-K. 





LOS ANGELES; employed retail sales 
producer seeks greater challenge; ex- 
ceptional top-level background, experi- 
enced chain and department stores; 
buyer, merchandiser, supervisor. <Ad- 
dress “‘K., 1017,’ care J C-K. 





young lady, reliable, compe- 
tent, conscientious, experienced in dia- 
mond rings, stone rings, repairs, rho- 
dium plating: desires permanent posi- 


POLISHER, 





tion Manhattan. Address “T., 1026,” 
care J C-K. 

YOUNG man, 35, married, moving to 
Florida’s West Coast; 18 years in 
jewelry field, wants an opportunity 
with manufacturer or wholesaler as 





salesman: best of references. Aaron 
Schontz, North Canton, Ohio. 

STORE manager; top supervision: sales, 
displays, credits, collections, buying, 


advertising, repairs, special orders, per- 


sonnel co-ordination: accustomed big 
volume operation. Address ‘“V., 995,” 
care J C-K. 














MANAGER-salesman, 41, thorough ex. 
perience cash, credit, diamonds, watches 
sterling, fine jewelry lines, advertising 
promotions; has profitable plan for 
progressive employer, Metropolitan area 
Address ‘'M., 1021,” care J C-K, 





lt aa. 
WATCHMAKER;; fast, thorough, compe. 
tent, H.1.A. certificate, retail experj. 


ence, family man; presently employed 
finest references; age 28; desires per. 
manent employment in Los Angeles 
area. Address “N., 847,” care J C-K. 


—————$—_______ 


PRECISION watchmaker, European, with 
30 years’ experience; married, no chil. 
dren; at present employed at the wel] 
known watch camp, Cincinnati, since 
1952, as watch repairman. Hans Leon. 
— 3027 Clifton Ave., Cincinnati 29 

hio. ’ 











DIAMOND expert, assorter, buyer, gem. 
ologist, wishes permanent position as 
buyer or position as right hand man in 
loose goods house or jewelry firm: 
knowledge of manufacturing; wil] 
travel part time. Address “N., 1068,” 
care J C-K. 








store executive; extensive 
experience merchandising, purchasing, 
stock control, sales, budgets, account. 
ing: young, early thirties; aggressive, 
personable; college graduate: presently 
employed; minimum salary $6,500. Ad- 
dress “J., 1064,” care J C-K. 


ABLE chain 





JEWELRY salesman, chain _ operation, 
window dresser, top store promotion 
man; diamonds, watches, all jewelry, 


all electric appliances, air-conditioning: 
eight years’ experience; only interested 
in sales position. Martin Greenwald, 
2800 Ocean Ave., Brooklyn, N. Y. 











SALESMAN, young, married; experienced 
selling: presently employed, desires 
position with future; reputable watch 
or jewelry firm preferred, inside or out- 


side sales; experienced all phases of 
office operation; references. Address 
“B., 1056,” care J C-K. 





QUALIFIED manager, 10 years’ thorough 
experience in merchandising, display, 
credit, all phases; fine appearance, in- 


telligent, definite benefit, also watch- 
maker, engraver, gemologist: prefer 
from Midwest to East: $10,000. Ad- 


dress “R., 1024,” care J C-K. 





single; 12 years’ ex- 
jewelry store carrying 
silverware, watches, diamonds, glass- 
ware, jewelry, pens; attended Sheaffer 
Sales Clinic; also knowledge bookkeep- 
ing and typing: any location considered. 
Address “A., 968.”’ care J C-K. 


—— 


SALESLADY, 31, 
perience retail 





DIAMOND assorter with seven years’ ex- 
perience as buyer, showroom salesman, 
office manager and promotions; am- 
bitious, capable, young man seeks posi- 
tion with aggressive firm offering op- 
portunity with solid future. Address 
‘“‘H., 1086,” care J C-K. 





GENTLEMAN, well known for many 
years among manufacturers of 
jewelry and_ silverware; personal 
contact with tops using precious 
metals; capable salesman, publicity; 
references the best. Address “E., 


269.”" care J C-K. 








MANAGER: aggressive, young, married 
salesman, presently employed, and thor- 
oughly experienced in all retatil credit 
operations, display, and promotions, de- 
sires. position as manager of retail 
credit store within 50 miles radius New 
York City. Address “G., 1094,” care 
J C-K. 











- e ’ 
SUPERVISOR, young woman, eight years 
experience as assistant to owner and 
in New York 


with top jewelry house 
City: thorough knowledge jewelry, 
watches, silver, repair department, 


office detail, display, some buying; high- 
est references: will relocate. Address 
“*“A., 1055,” care J C-K. 
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IOUS, young lady, 12 years’ ex- 
oo jewelry ; executive background, 
knowledge of bookkeeping, seeks posi- 
tion with manufacturer or wholesale 


jewelry firm as assistant manager ; 
mount merchandise also sketching; 
Metropolitan area. Address “S., 1025,” 
care J C- 








EXPERIENCED, proven capable jewelry 
store and chain manager; 18 years’ 
jewelry background; working knowl- 
edge merchandising, purchasing, adver- 
tising, promotions, store and employee 
supervision; age 35; college graduate, 
family: presently employed. Address 
“G., 974,” care J C-K. 








AMBITIOUS, refined, personable, young 
man to assist owner in all phases of 
store operations ; excellent watch estima- 
tor and knowledge of gemology, wishes 
to exchange hard work for a perma- 
nent position with a first class store 
in southern New York State or northern 
New Jersey; highest references. Ad- 
dress “E.. 1091,” care J C-K. 








FLORIDA watchmaker’s position wanted 
for New Jersey family man, 31, nine 
years’ experience; steady, dependable, 
conscientious ; close timing on machine; 
some hand and machine engraving, 
polishing, jewelry repairs, sales; will 
be in Florida to work about August 10; 
references furnished. Address “Y., 1029,” 
care J C-K. 








AVAILABLE outstanding manager and 
supervisor; with one organization 
14 years; improved business from 
$150,000 to $600,000 annually; 
recognized as tops in the retail field; 
excels in training salespeople, pro- 
motions, selling; presently em- 
ployed. Address “P., 1045,” care 
J C-K. . 





IF you have a chain of credit jewelry 
stores and would like to increase your 
diamond, watch and jewelry volume 
and still keep the good will of your 
customers, and promote good morale 
amongst your employees, contact the 
writer who has done just this for three 
of the leading credit jewelry chains in 
the country; will furnish top refer- 
ences. Address “M., 1943,” care J C-K. 





MANUFACTURING, general manager, in 
own business for many years, thor- 
oughly experienced in all phases of ring 
manufacturing, styling, sales, costs, dia- 
mond mounting, personnel, etc. ; capable 
of directing entire business operation, 
desires responsible position with re- 
liable firm; best trade and character 
7 Address “T., 1072,” care 





MR. CREDIT Jeweler; if your store has 
“lost” its spark, you have “found” 
your man; top flight manager-salesman, 
desires permanent connection with rep- 
utable firm; neat, personable and a 
promoter of sales; can assume full re- 
sponsibility ; experienced in all phases; 
avoid disappointments ; I guarantee an 
increase In your sales volume. Address 
“K., 1040,” care J C-K. 


——— 





A REGISTERED jeweler (A.G.S.), single, 
o3, in excellent health, of good appear- 
ance and personality, seeks permanent 
position in high class family business, 
anywhere (A.G.S. member preferred) : 
good salesman; qualified gemologist: 
good background and lifetime experi- 
ence; first class references; two firms 
25 years; moderate salary: available 
pty eptember. Address “G., 1062,” care 


Fi e 








RETAIL jewelers; Englishman, mid- 
thirties, seeks position in U. S. A.: trade 
entrant from school commencing at 
bench and later to sales side: experi- 
enced in all departments; qualified gem- 
ologist and retail jeweler by examina- 
tion ; holder of both gemological and 
retail jewelers diplomas: highest ref- 
erences of integrity and details of ex- 
perience provided to U. S. A. jeweler 
desiring an assistant capable of giving 
a Capable and sincere service to his cus- 
tomers. Address “H., 1012,” care J C-K. 








IF I go to work for you: customer satis- 
faction is a must; well organized per- 
sonnel is a must; properly displayed 
store and windows are a must; sound 
promotion and direct mail program is 
a must; and smart buying and inventory 
control is a must; young man, 30, 
married, with 12 years’ credit jewelry 
experience and ability to fulfill these 
must items, seeks managerial position 
in a city 100,000 population or over; 
presently employed, seeking greater op- 
portunity with future: definitely not a 
big shot behind a desk but a producer 
on the floor; numerous references upon 
request. Address “C., 1033,’ care J C-K. 


ee aM a a mM ona 
Lines Wanted 





CAN give you complete coverage; main- 
taining Fifth Ave., New York City 
showroom; full details. Address “P., 
980,” care J C-K. 





FORMER Boston representative of lead- 
watch manufacturer seeks connection 
with reputable watch house. Address 
“D., 1060,” care J C-K. 





WEST Coast salesman desires factory 
line fine jewelry in gold and platinum; 
genuine stones; commission basis. Ad- 
dress “C., 2946,’ care J C-K. 





PACIFIC Coast salesman, long estab- 
lished, desires top diamond or 
watch line to retailers, Address “H., 


1063,” care J C-K. 





MANUFACTURERS’ representative long 
established in watches, jewelry, sterling 
silver and silver plated hollowware, 
wants lines for Eastern territory. Ad- 
dress “F., 1061,” care J C-K. 





YOUNG, top flight missionary watch sales- 
man, calling on retail jewelry trade, 
covering New England two years, seeks 
direct line with manufacturer. Address 
‘D., 1090,” care J C-K. 





SALESMAN, covering Canada to coast, 
desires factory line only, custom and 
novelty jewelry; following with depart- 
ment stores and better jewelers. Ad- 
dress “P.F., 1081,” care J C-K. 





GEMOLOGIST, with following in the 
better stores, desires diamond line 
for West Coast; would prefer cutter 
or importer who specializes in fine grad- 
te, — make. Address “G., 1011,” care 





BAY area resident, wishes lines of high 
styled gold, gold filled and costume 
jewelry ; will cover Portland and Seattle 
last of August; resident’. territory 
primarily. Address, 6472 Benvenue, 
Oakland, Calif. 


CALIFORNIA salesman, with very 
good following, is open for an ex- 
cellent line in imported clocks; 
must be competitive; only well 


established firms will answer this 
ad. Address *S., 1048,” care J C-K. 


WEST COAST salesman, with good fol- 
lowing among high class jewelry, de- 
partment stores and jobbers and excel- 
lent background and references, seek- 
ing men’s 14kt jewelry line, platinum 
and white gold mountings and wedding 
bands, gold filled jewelry with cultured 
pearls, 14kt gold novelty items. Ad- 
dress ““M., 1014,” care J C-K. 











NEW ENGLAND; salesman, available 
September 1, desires connection with 
manufacturer of nationally advertised 
products to cover New England and 
Upper New York; now selling retail but 
desires change; highest references. Ad- 
dress “T., 963,” care J C-K. 





REPUTABLE, experienced man is seek- 
ing a Northern California agency for a 
diversified fraternal jewelry manufac- 
turer; has been associated with the 
trade for 44 years and can supply the 
best of references. Address “E., 972,” 
care J C-K. 





JEWELRY salesman, 25 years’ experi- 
ence, with following in Indiana, 
Kentucky, Ohio and Michigan, de- 
sires connection with top costume 
house, specializing in $6.75 mer- 
chandise, featuring earrings. Ad- 


dress “A., 1078.” care J C-K. 





PRESENT manager of retail jewelry for 
10 years, seeks position as manufac- 
turers’ representative; North and South 
Carolina and Georgia preferred; draw- 
ing account and commission; 36 years 
old, sober with good references; knows 
jewelers and the territory; available at 
onee. Address “D., 971,” care J C-K. 





WANTED: small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise: have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





_ 


HAVE a nice following amongst the 
better retail jewelers and department 
stores in California; wish to represent 
one or two reputable manufacturers or 
importers on commission basis; I now 
carry diamond rings, diamond watch 
cases, loose diamonds; am interested in 
non-conflicting short, but strong, lines; 
consider fine watch line retailing $71.50 
and up; attractive better costume jewel- 
ry line, or what else have you; fine 
bank and trade references available. 
Address “P., 1069,” care J C-K. 





WEST Coast manufacturers’ agent to 
costume jewelry and novelty job- 
bers, with long established following, 
wants earring lines, also imported 
items; 1 jewel watches, expansion 
watch bands, cases and movements, 
clocks, sewing kits, hardware sets, 
and other imported items; refer- 
ences: Jewelers Board of Trade, 
Dun & Bradstreet. Murray Silver- 
man & Associates, 707 So. Broad- 
way, Los Angeles, Calif. 


AACS AMM emcee 


Side Lines 











TWO items: silver polish, jewelry cleaner 
as side line to salesmen calling on re- 
tailers. Write, Triangle Products Co., 
P. O. Box 11205, Fort Worth, Texas. 





SALESMEN wanted, to carry a short line 
of fine diamond and baguette mounted 
rings and wedding rings to the better 
retail stores: commission basis. Ad- 
dress “K., 887,” care J C-K. 





HIGH school ring salesmen; if you have 
sold rings to high schools and have a 
little spare time, you can convert it to 
immediate profit with guaranteed re- 
peat commissions; please state back- 
ground. Address “W., 965,” care J C-K. 





SALESMEN, to carry nationally advertised 
line of jewelry displays; liberal com- 
missions; excellent territories avail- 
able: write full particulars to, Morton 
Pelzner Displays, 2445-49 Taraval St., 
San Francisco 16, Calif. 





MID-WEST territory open to Chicago 
resident salesman to carry a manufac- 
turer’s line of 14k, 18k and platinum 
mounting sets, to wholesalers and chain 
stores: commission basis. Address “D., 
598,’ care J C-K. 





SALESMEN wanted, to carry a line of 
ladies’ and gent’s stone rings in 10k and 
14k gold to the jobbers and large chain 
stores; commission basis; man for Chi- 
cago, also man for Pacific Coast. Ad- 
dress “B., 854,” care J C-K. 





(Continued on page 304) 
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SIDE LINES—Continued 








SALESMAN, to carry the popuiar line 
Lady Rose earrings, gold, gold filled, 
silver and marcasite goods; all ter- 
ritories open; drawing against com- 
mission. Address “T., 866,” care 


J C-K. 





CULTURED pearl importer has these 
territories open: Eastern, South, 
Middle West, Southwest; only men 
with following and non-conflicting 
lines need apply. Address “V., 867,” 
care J C-K, 


—\ 


SALESMAN, with following of better 
credit and cash retail stores, Middle 
West and Far West territory; manu- 
facturer’s line of ladies’ well made 14k 
fancy ring mountings for diamonds; 
commission basis; state experience. Ad- 
dress “‘C., 1058,’’ care J C-K. 








SALESMAN ; experienced, represent man- 
ufacturer, religious jewelry, gold and 
silver, excellent side line; territory New 
Jersey, Washington, D. C., and Eastern 
i;ennsylvania; car necessary; estab- 
lished accounts, commission basis; ref- 
erences. Address ‘“‘M., 1042,” care J C-K. 





RONSON lighters with emblems; side line 
salesmen wanted to carry this fast- 
moving, exclusive line to retail jewel- 
ers; will only consider top men carry- 
ing top lines and well established: give 
all details and your territory first letter. 
Address “Y., 966,” care J C-K. 





SALESMEN ; established manufacturer of 
ladies’ gold and platinum mountings 
and bridal sets, selling to jobbers and 
chain stores, desires experienced repre- 
sentation; Southeast, Southwest and 
West Coast territory open; commission 
basis. Address ‘“M., 998,” care J C-K. 





SALESMEN, with good retail following, to 
sell ladies’ and men’s birthstone rings, 
diamond dinner rings, crosses, cuff links 
and tie holders in 10K and 14K gold: 
state territory you are covering and 
references; drawing against commis- 
sion. Address “M., 843,” care J C-K. 





NORTH! East! South! West! all terri- 
tories open; the largest mail order dis- 
play firm in America serving retail 
jewelers exclusively has profitable prop- 
osition to salesmen to sell its products 
as a side line; write in detail to secure 
cL Address “L., 1066,” care 





RING salesman, for Southeastern States, 
to carry manufacturers’ line consisting 
of diamond rings, princess, dinner and 
fancy rings; gent’s diamond, fraternal 
and stone rings to retail jewelers; many 
accounts to draw from immediately : 
non-conflicting lines acceptable. Address 
“W., 1076,” care J C-K. 





NATIONALLY known manufacturer 
of fast selling 14K charm bracelets 
and discs, at prices to meet all com- 
petition, desires salesmen with large 
following among retail jewelers and 
department stores over various terri- 
tories; give particulars in first let- 


ter. Address “N., 520,” care J C-K. 





SALESMAN, to carry a well known man- 
ufacturer’s line of ladies’ mountings, 
wedding rings, sets and lock sets, prin- 
cess, cluster, fancy rings, etc., in gold 
and platinum to the wholesalers, chain 
stores and large users; territory: Chi- 
cago and Midwest with established trade 
throughout; commission basis. Address 
“H., 885,” care J C-K. 





SALESMAN, to carry a well known man- 
ufacturer’s line of ladies’ mountings, 
wedding rings, sets and lock sets, prin- 
cess, cluster, fancy rings, etc., in gold 
and platinum to the wholesalers, chain 
stores, and large users; territory: West 
Coast with established trade through- 
out; commission basis. Address “J., 
886,” care J C-K. 


SALESMEN, big producers with clien- 
tele of largest credit jewelers, 
needed right now to sell advertising 
franchises for America’s hottest 
direct mail diamond contest, and 
America’s best credit jewelers’ news- 
paper ad service; many territories 
open; good commissions; nothing 
to lug around. Address “B., 1079,” 
eare J C-K, 


SALESMAN, with following among 
wholesalers, catalogue and premium 
houses, to represent sole U.S. dis- 
tributors of world famous Lemaire 
binoculars and opera glasses, plus 
allied promotional items; need 
salesman for Southern territory; 
top opportunity for good man; 
write present connections and full 
particulars. Jake Levin & Son, 12th 
& Walnut Blidg., Kansas City, Mo. 


RESIDENT salesmen; all territories open, 
calling on retail stores; we have a small 
but very salable line consisting of one 
tray of (12) 14K hand made bangle 
hinged bracelets, priced from $18-$145 
keystone; also another tray of very 
attractive 14K die struck earrings in 
antique and hoop designs; 
priced from $6.50-$40 keystone ; 
straight commission ; non-conflicting 
lines: state full particulars in first 
letter. Address ‘“H., 988,’ care J C-K. 

















Help Wanted 








WANTED, two A-1 watchmakers; per- 
centage basis only. Address “‘T., 1460,” 
care J C-K. 


WANTED; A-1 jeweler, who can repair 
and set stones. Address “V., 1461,’ care 
J C-K. 








LONG established importing and cutting 
concern desires salesman to sell loose 
diamonds out of town; commission basis. 
Address “‘N. Y., 1023,” care J C-K. 





COMBINATION jeweler, stone setter and 
engraver for 100 year old firm; steady 
employment. R. C. Green’s Son, Potts- 
ville, Penna. 





WATCHMAKER, experienced ; permanent 
position for good man; salary or per- 
centage basis; give full details in first 





letter. Address “P., 959,’ care J C-K. 
RETAIL jewelry salesman; Southern 
Ohio: must be enthusiastic, pleasant: 


give age, reference, experience in first 
letter; opportunity. Address ‘“N., 1022,” 
care J C-K. 





DEPARTMENT manager, for china and 
silver department in fine established 
store, Tucson, Arizona; excellent op- 
portunity. Write full details to, Grune- 
wald & Adams, Box 270, Tucson, Ariz. 





WANTED, combination watchmaker-en- 
graver in established jewelry business: 
good location, living conditions and 
school. Write W. S. & H. E. Bristol, 
245 Main St., Vergennes, Vt. 





MANAGER, for estatblished promotional 
credit jewelry store in New York State; 
must know credits, display, aggressive 
selling; state age, experience, salary. 
Address “L., 1005,” care J C-K. 





SALESMAN, with following, for outstand- 
ing line hand carved wedding rings, to 
wholesalers Chicago and _ . vicinity; 
proven line: write full details. Peter 
Manes, 62 W. 47th St., New York City. 











A-1 watchmaker who can set stones ang 
size rings; must be permanent; gooq 
opportunity; send information and Sal. 
ary desired in first letter. Jewel Box 55 
E. Congress St., Tucson, Arizona. ° 





i 
SALESMEN, following with watch im. 
porters, jobbers, exporters, to repre- 


sent better grade gold watch case line 
in New York; no objection to other line: 
give full particulars in first letter, Aq’ 
dress “F., 1010,” care J C-K. 


eer. 

DIAMOND salesman who knows specia] 
order work, gold jewelry and watches 
wanted by one of the Metropolitan’s 
oldest and finest jewelers; proper back. 
ground is most important. Address “¢ 
947,” care J C-K. . 











LADY or man to sell and supervise a 
fine silver, bridal stationery, and china 
department in the communities’ finest 
specialty store; give complete past ex. 
perience in your reply. Address “R 
948,” care J C-K. 








JEWELER, age from 35 to 45, who un- 
derstands the manufacturing of jewelry 
thoroughly and can assist foreman: 
wonderful opportunity for a capable 
mechanic; give information in detail. 
Address “J., 1018,’ care J C-K. 





SALESMEN ; imported silver plated items, 
domestic sterling, and established high 
quality pewter line; most territories 
open, except New York City; commis- 
sion basis. Associated Silversmiths, Inc., 
366 Fifth Ave., New York 1, N. Y. 








WANTED, traveling salesmen to carry 
diamond jewelry line; only established 
men need apply; give full particulars in 
first letter; all replies held in strict 
confidence. Litwin & Sons, Inc., 114 W. 
Sixth St., Cincinnati 2, Ohio. 








F. & G. Jewelers, 803 Georgia Savings 
Bank Blidg., Atlanta 3, Georgia, need 
jewelers with complete Knowledge of 
special orders, platinum work and fine 
repairs; also opportunity to learn finest 
platinum work. 





SALESMAN, having following among bet- 
ter department, specialty and jewelry 
stores in Chicago and vicinity, to repre- 
sent a fine manufacturer’s rhinestone 
and pearl line. Address ‘“R., 982,” care 
s Co. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
co letter. Address ‘‘R., 2165,” care 
Ss Ca. 





TWO, experienced jewelry salesmen, able 
to sell in retail credit store; permanent 
positions for the right men; full infor- 
mation and salary expected in your first 
letter. Winters-Branstetter Jewelry, 120 
N. Broadway, Wichita, Kans. 





WATCHMAKERS, fully experienced for 
air-conditioned trade shop in New York 
City, Watchmaster experience neces- 
sary: five-day week; permanent; full 
details in first letter. Address “V., 964, 
care J C-K. 





MANAGER, jewelry department, for 
credit jewelry store in Mt. Vernon, 
New York; excellent opportunity 
for right man; salary and commis- 
sion, Phone MOunt Vernon 8-8840 


for appointment, 





SALESMEN, with good retail follow- 
ing, wanted by well known manu- 
facturer of diamond set bridal sets, 
and ladies’ 14K dinner rings; Wwe 
have excellent territories open. Ad- 


dress “N., 979,” care J C-K. 








EXPERIENCED retail jewelry salesman 
for top job; must know diamonds, etc., 
preferred age 50-55; excellent oppor- 
tunity for right party; give full de- 
tails in application; fine old Southern 
jewelry store. Address “H., 1038,” care 
J ‘ 
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MEN, with following among re- 
ol wanted for New York State, 
Ohio, Michigan, Texas and adjoining 
States, by importers of fine low priced 
Swiss watches, alarm clocks, cuckoo and 
400 day clocks. Address “T., 1049, 


care J C-K. 


_ 
IENCED representative with fol- 
ag me among the better jewelers and 
department stores in the East or Mid- 
west, to carry manufacturer's ladies 
cultured pearl line, popularly priced ; 
commission basis. Address “‘W., 1051, 
eare J C-K. 
————————— 
LER, first class mechanic; large 
= equipped shop in old established 
retail store; we are expanding our busi- 
ness and have room for one more man ; 
this is @ permanent, steady, year 
around position. Address “M., 1067,” 


eare J C-K. 














WATCHMAKER, experienced and A-1 
mechanic to take charge of watch re- 
pair department in high grade retail 
store in Northern Indiana ; position open 
August 15; state complete qualifications 
and salary expected. Address “M., 957,” 
care J C-K. 





WATCHMAKER, for fine old Metropoli- 
tan store that has very rigid quality 
standards; give lowest salary or piece 
work rate acceptable, and substantiation 
for your opinion that you are qualified 
to do top quality work. Address “R., 
949,” care J C-K. 








SALESMEN; long established, nationally 
known manufacturer of sterling silver 
hollowware and baby goods, with es- 
tablished accounts in department stores, 
jewelers and jobbers, has openings in 
the Mid-West and South; commission 
basis. Address “E., 1009,’ care J C-K. 








SALESMAN, with a non-conflicting line, 
to represent a manufacturing jeweler with 
mountings, engagement rings, wedding 
rings, emblems, etc.; state territory and 
experience ; pays some expense and com- 
mission; give full information in first 
letter. Address “‘Q., 1019,” care J C-K. 





MOST territories open for fine type sales- 
men, to the better stores, with New 
York manufacturers of gold, sterling 
and gold filled charms, bracelets, neck- 
laces, earrings, tie clips, cuff links, key 
chains, etc.; write full particulars. Ad- 
dress “B., 1088,’ care J C-K. 








ESTABLISHED manufacturer of fine cos- 
tume jewelry, many promotions, has 
opening for ambitious salesman with 
folowing among jewelry, department 
and specialty stores in Michigan and 
Ohio; details first letter. Address “P., 
731,” care J C-K. 











SALESMEN, to call on retail jewelers: 
one for Middle West and one for West 
Coast, with a fine line of platinum dia- 
mond rings and weddihg bands: well 
known manufacturer; drawing against 
commission; give full particulars. Ad- 
dress “G., 987,” care J C-K. 





WANTED, assistant manager, capable 
of handling personnel, credit work 
and to assist in the managing of a 
large unit located in the Southeast; 
references required; give complete 
ao. Address “C., 1001,” care 


_ 











CREDIT manager for large store in 
eastern Ohio; must be well versed 
in all phases of credit work and 
office procedure; excellent salary 
and working conditions; state age, 
experience and qualifications. Ad- 


dress “G., 1084,” care J C-K. 








WATCHMAKER, must be first class 
mechanic, thoroughly experienced 
on better grade watches and chro- 
nometers; high type store in good 
community of 35,000; write or wire 


for interview. M. Meyer, Marion, 
Ind. 








OLD established diamond ring house has 
New England territory open for sales- 
man with established following; no 
aspirants; liberal drawing account 
against commissions; liberal commis- 
sions; our men know of this ad; all in- 
formation kept in strict confidence. Ad- 
dress “L., 1020,” care J C-K. 





EXPERIENCED salesman for South 
and Southwest to represent well 
known loose diamond house, that 
has long established trade among 
jobbers, manufacturers and large 
retail stores; state qualifications in 
first letter; replies confidential. Ad- 
dress “K., 955,” care J C-K. 





REPRESENTATIVE wanted, prefer- 
ably with office and showroom in 
New York City, to cover New York 
City, Philadelphia, Baltimore, 
Washington and adjacent territory, 
for fine line of sterling silver hol- 
lowware. Address “S., 983,” care 


J C-K, 





TWO, silverware or jewelry salesmen 
wanted, for West Coast and Southeast- 
ern territories; large reliable manufac- 
turer of silver plated hollowware is 
open for representation, have estab- 
lished trade; drawing account’ or 
straight commission; no objection to 
~ = line. Address ‘“‘T., 990,’ care 





GOLD watch case manufacturer in New 
York seeks services of man with knowl- 
edge of all branches of gold watch case 
manufacturing; apply only if you are 
fully qualified: this is an exceptional 
opportunity; give full particulars first 
letter as to qualifications and salary ex- 
pected ; our employees know of this ad. 
Address “L., 956,” care J C-K. 





SALESMAN, calling on retail jewelers; 
largest line of fine scarab jewelry in 
14k and gold filled; trademarked, 
advertised, and well known; com- 
petitively priced; see our advertise- 
ment in this issue on page 159; 
South and Southwest _ territories 
open. Admark, 714 Sansom St., 
Philadelphia 6, Pa. 





WE have an opening in our organiza- 
tion located in the Southeast, for 
a salesman who is aggressive, on a 
steady basis; there is an opportu- 
nity for the right man to advance to 
manager; give references, present 
earnings and experience in first 
letter. Address “A., 1000,” care 
J C-K. 





WANTED salesmen following _terri- 
tories: New England, Atlantic Coast 
States, Southwestern States includ- 
ing Louisiana, Texas, Arizona, New 
Mexico, Tennessee; must live in 
territory, travel by auto; give full 
particulars, age, experience, etc. 
Ollendorff Watch Co., Inc., 20 W. 
47th St.. New York City. 





SALESMAN wanted to represent long 
established manufacturer in Illinois 
and Missouri; we are manufacturers 
of gold, gold filled and _ sterling 
staple and costume jewelry, selling 
direct to the better retail stores; no 
objection to one _ non-conflicting 
side line; all replies held confiden- 


tial. Address “B., 1002.” care J C-K. 


SALESMAN, excellent opportunity for 
high calibre man, manufacturer’s 
line direct to retail trade with well 
established accounts through Kan. 
sas, Nebraska, Colorado, Missouri, 
and Oklahoma; non-conflicting side 
line agreeable; give full details; re- 
plies confidential. A & Z Chain Co., 
116 Chestnut St., Providence, R. I. 





WANTED salesmen, loose diamonds lead- 
ing diamond concern seeks several able 
men; we are looking for jewelry sales- 
men, preferably with loose diamond ex- 
perience, who are go-getters and who 
expect their efforts to be rewarded; if 
you are looking for a permanent, self- 
satisfying and financially rewarding 
position, send full details to Box “S., 
992,” care J C-K. 





SALESMEN, well Known manufacturer 
of quality billfolds and personal leather 
goods looking for qualified representa- 
tives for two territories, Chicago area and 
New England States; business well es- 
tablished in both territories; line strong 
in jewelry stores; can be carried with 
jewelry line; commission; give experi- 
ence, age, territory covered and line 
carried. Address “J., 977,” care J C-K. 











SALESMAN, to represent well known 
distributor of nationally advertised 
flatware, clocks, electrical appli- 
ances, jewelry, watches, and other 
lines in Eastern Shore, Virginia, 
West Virginia, North Carolina and 
South Carolina; drawing account 
against commission; answer giving 
experience. Address “A., 805,” 
eare J C-K. 





NATIONALLY Known manufacturer of 
religious jewelry desires salesman on 
an exclusive basis with following among 
the retail jeweler and gift shop trade 
for one of the following territories: 
Florida, California, Michigan, Wiscon- 
sin: liberal draw against commission ; 
give all details in first letter which wil! 
be kept strictly confidential. Address 
Sales Manager, F. Whitaker Co., 50 
Aleppo St., Providence, R. I. 





ASSISTANT to owner of well established 
store, midwest city of 135,000; in need 
of young man with aggressive resource- 
full merchandising background ; possess- 
ing flair for artistic window display; 
knowledge of advertising and credits; 
swell opportunity and secure future for 
right man; advise qualifications and 
salary desired; correspondence strictly 
confidential. Address “C., 970,” care J 
C-K. 





SALESMAN wanted, calling on retail 
stores; only salesman with jewelry 
and department store following 
would be considered; several terri- 
tories open; strong line of costume 
jewelry which will sell in volume; 
we feature an excellent line of $1 
retailers; all territories are pro- 
tected, no house accounts; give full 
details in first letter; all replies will 
be held confidential, Address “‘J., 
1013,” care J C-K. 





SALESMAN for Ohio, Kentucky, part of 
Indiana and possibly West Virginia for 
a popular priced and extensive line of 
sterling silver hollowware; we have 
many established customers in the ter- 
ritory among  =jewelers, department 
stores and wholesalers, and are seeking 
a man who has been making this terri- 
tory and knows the buyers and can give 
us good coverage; we have no objection 
to the salesman carrying another non- 
conflicting line: furnish complete de- 
tails as to background and experience 
to “D., 946,” care J C-K. 





(Continued on page 306) 
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HELP WANTED—Continued 





SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to 
be paid for out of his share of the 
store earnings; only men who un- 
derstand every phase of credit jew- 
elry operation and have record of 
successful large store management 
will be considered; all replies held 
in strict confidence; our present 
managers know of this ad. Address 
“H., 1737,” care J C-K. 


For Sale 


Stores, Stocks and Businesses 











JEWELRY store; quality merchandise ; 
in growing Florida city; will reduce 
stock to $12,500; $10,000 cash. Address 
“S., 962,” care J C-K. 





STORE established 20 years, perfect for 
couple who know silver; active operat- 
ing silver plating equipment on prem- 
ises; suburban New York City. Address 
“K., 1065,” care J C-K. 





FOR SALE; jewelry store in Central 
Ohio, plenty of watch repairs; full price 
$2,500, plus inventory; no brokers. Ad- 
dress, Oates Jewelry Store, Upper San- 
dusky, Ohio. 





JEWELRY-optometrist; 50 years present 
owner; beautifully equipped; watch re- 
pair department; eastern city; $25,000, 
clean stock; rent, $125; priced right. 
Apple Co., Brokers, Cleveland, Ohio. 





COMPLETELY equipped factory and of- 
fice for the manufacture of jewelry by 
the casting process; located in center 
of jewelry district, New York City; rea- 
sonable rent. Address “V., 1050,” care 
J C-K. 





FOR SALE, jewelry store in Harrisburg, 
Pennsylvania; popular brand watches 
and jewelry, with fixtures and material; 
20 year location; good opportunity for 
watchmaker: $10,000. Address ‘“S., 
1073,” care J C-K. 





FOR SALE; jewelry store, excellent loca- 
tion; good clean stock; established in 
1816; can be bought right; reason for 
selling, impaired health; town of about 
12,000, in southern Vermont. Address 
“C., 1080,” care J C-K. 





PAWNSHOP and jewelry store; most in- 
dustrious town in North Carolina: no 
competition; air conditioned; best loca- 
tion; excellent going, growing business; 
reason for selling strictly personal. Ad- 
dress “V., 1075,’ care J C-K. 





A BEAUTIFUL stone house, five rooms 
and modern; a paying jewelry store, 
$18,000 to $20,000 gross, including 
$6,000 repair; town 2500; $40,000, one- 
half cash; sold together only. C. R. 
Lytle, Leesburg, Va. 





FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years: can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 





NICE, small growing jewelry store in 
wonderful healthy sunny dry climate: 
furniture, fixtures, $2,000: clean stock 
at cost about $8,000; cash only. Write, 
wire, phone, Van Stolk Jewelry, Deming, 
New Mexico. 








SACRIFICE, cash and credit store; made 
enough to retire; bargain to first buyer 
who can show financial responsibility ; 
with or without stock and accounts 
receivables; 100% location in Newark, 
or al Address “Y., 1077,” care 





PAWNSHOP in North Carolina, popula- 
tion 75,000, complete stock diamonds, 
jewelry, silver, luggage, musical instru- 
ments and clothing; going business; in 
business 30 years; store 35 x 100, three 
floors; can give lease. Address “H., 
954,”’ care J C-K. 





FOR SALE; modern jewelry store; we 
have growing pains, grossed $37,000 in 
1953; long established, busy district, 
good lease; extensive advertising and 
credit would double gross: Northern 
California. Address “H., 976,” care 





ONE of best known and finest cash 
jewelry stores in Southern Arizona; 
exclusives on major watch and 
silver lines; clean stock, modern 
fixtures; sacrifice at $35,000; $20.- 
000 will handle; owner retiring. 


Address “D., 1007,” care J C-K. 





BEAUTIFUL modern established jewelry 
store and gift shop in Mississippi; lo- 
cated in progressive industrial and 
agricultural center: air base and col- 
lege town; nationally advertised lines; 
possibilities unlimited: must sell be- 
cause of illness. Address “B., 1031,” 
care J C-K. 





MODERN, exceptionally beautiful, air- 
conditioned store in small growing in- 
dustrial to-vn in Connecticut; 100% lo- 
cation, long lease, top franchises: ex- 
cellent business, mainly cash; buy with 
or without stock: $10,000 without stock: 
will consider trade with A-1 store in 
Arizona. Address “G.. 951.” care J C-K. 





For Sale 


Tools. Equipment: 





eo 








USED tools, benches. lathes, cleaning ma- 
chines. staking tools, ete. R. P. Gallien, 
220 W. Fifth St.. Los Angeles 13, Calif. 





MODERN jewelry store fixtures, National 
cash register, 48 x 60 safe, watch and 
repair bench, polishing machine, wall 
and show cases. Address “R., 1071,” 
care J C-K. 





FOR SALE, New Hermes model G En- 
gravo-graph, new condition, with one 
set of type; small and large tracer 
arms; gravers for metal and plastic; 
cup holder: flatware holder: complete 
as Parker-Miller Co., Lexington, 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





GORDON BROTHERS, oldest § and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





SEE page 285, Thomas J, Faussett, 
Auctioneer, 521 Fleming St., Howell, 
Mich. 


M. C. MAXWELL, exclusive jeweler 
auctioneer; guaranteed profits; al] 
correspondence strictly confidential, 
101 South Raleigh Ave., Atlantic 
City, N. J. Phone 4-723], 


ricci 

ACTIVE partner wanted to invest in re- 
tail jewelry business that is expanding 
in large city in New Hampshire; exegj: 
lent opportunity for man _ between 30 
and 40. Address “V., 991,” care J O.K 
lt rrr, 

ACTIVE partner wanted for well estap. 
lished jewelry manufacturing business: 
capital necessary $10,000-$15,000 cash: 
give complete details as to experience 
and background; strictly confidentia} 
Address “N., 958,” care J C-K. ; 


ESTABLISHED Los Angeles wholesale 
jewelry-material business seeks ae. 
tive partner for real growth; $12.. 
000 buys 1/3; $18,000, 1% interest, 
or sell all for $36,000. Address “D,, 
1034,” care J C-K. 

















COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter. 
view arranged at our expense; best 
bank and trade references, Write 
Max Colmes, Room 333, 18 Tre. 
mont St., Boston, Mass. 





aimee) 


AUCTIONEER; 8 successful sales con. 
ducted in 1953; firm names fur. 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 

CASH for your store, regardless of 
amount; if you really want to sell 
now and get the highest dollar, 
write, wire or phone, R. A. Zanone 
& Co., 110-112 Madison Ave., Mem- 
phis, Tenn. Phone 5-0660. 








SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash: my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the _ highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and. fixtures, or will conduct auec- 
tion sale for you and finance any 
necessary funds needed for a sue 
cessful sale; our long record in con- 
ducting auction sales is well-known 
in the trade. Louis Colmes, 637 
Seranton Ave., Lynbrook, N.Y. 
Tel.: Lynbrook 3-8044. 











WANT to sell out, raise cash, reduce 
stock, ete.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 420 Madi- 
son Ave., 


Plaza 8-2110-2111. 








IMMEDIATE cash _ for diamonds, 
watches (new or used), antique 
pieces, or anything of value; plati- 
num and old gold at market prices; 
sterling silver, new or used; we have 
unlimited cash for this purpose; 
write, wire or call at our expense; 
references: Jewelers Board of 
Trade; shipments held for your ap 
proval of payment; since 171% 
Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390. 
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New York. Telephones 











1 AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 


48 W. 48th Street, Room 1309, New 
York, N. Y. 








DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our 
files for your inspection. Wire, 
write or telephone, Manny Silver- 
man, of Silverman Sales _ Enter- 
prises, 580 Fifth Ave., New York 
19, N. Y. Telephone Pl. 7-4693; 
See page 271 for additional details. 


ESPERO PME O NEL EINE SEIE ADE LILA LEE 


Wanted to Purchase 








eel 


JEWELRY store fixtures wanted, for 
small or large store. Address “B., 945,” 
care J C-K. 








WANTED to buy established jewelry store 
doing more than $50,000 yearly; prefer 
Central States; replies confidential. Ad- 
dress Box 2, Cass Lake, Minn. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED, cash jewelry store with estab- 
lished reputation; volume $75,000 to 
$150,000 yearly; will pay top price; 
replies confidential. Address “E., 1035,” 
care J C-K. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
Staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 





WANTED, small, fine, cash, jewelry 
store with extensive jewelry and 
watch repairs; good location im- 
portant; cash; replies confidential; 
we are principals not brokers. Ad- 
dress “T., 1037,”? care J C-K. 





STERLING silver flatware and standard 
brand watches; immediate payment or 
estimate by return mail; references; 
Jewelers Board of Trade or Dun & 
Bradstreet. London Watch Co., 540 5th 
Ave., New York 36, N. Y. 








WANTED ; interested in buying cash jew- 
elry store (not repair shop) with estab- 
lished reputation; will pay highest pos- 
sible price; prefer Northeastern United 


States ; replies confidential. Address “E., 
099,” care J C-K. 


ee 





ATTENTION pawnbrokers, credit stores ; 
we Can pay highest prices for clean, late 
model wrist and pocket watches, be- 
cCausé we are one of the largest direct 
users in the country ; estimate or check 
A ag Te : a, — — 

elry Co., o. Lex on 
Ave., White Plains, N. Y as 


STERLING silver flatware, any quan- 
tity, any pattern, any brand; also, 
all standard brand watches, surplus 
diamonds and diamond jewelry; 
cashier’s check by return mail, or 
estimate; references: Houston Na- 
tional Bank or any mercantile 
agency. Jack Greene, 405 Main St., 
Houston, Texas. 





WATCHES and diamonds wanted; any 
quantity; all brands; highest cash 
prices paid; we also buy surplus 
jewelry, rings and diamond jewelry, 
diamond rings, etc.; correspondence 
invited; references: The Houston 
National Bank of Houston, Texas 
or Dun & Bradstreet, Inc. Diamond 
Jewelry Co., 2nd Floor Melrose 
Bldg., Houston 2, Texas. 





WE pay cash; send us your surplus jew- 
elry stock; we will pay the highest pos- 
sible cash dollar for diamonds, watches, 
silverware, scrap gold, or any other 
jewelry ; acknowledgment of your ship- 
ment same day by phone; our check 
to you within 24 hours. R. A. Zanone 
Co., 81 Madison Bldg., Suite 701-2-3, 
Memphis, Tenn. References Union Plant- 
ers Bank, Memphis, Tenn. 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem- 
ming and hawing; wire or write 
your proposition or call. Ref.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Manufacturers Trust 
Co., N. Y. Frank Pollak & Sons, 
since 1905, 72 Bowery, New York, 
N. Y. Phone Canal 6-2854. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K., 
108 Beale Ave., Memphis, Tenn. 








Watch Work, etc., for 
the Trade 





ONE week’s service; one year guaranty ; 


expert watch repairing, accurate Watch- 
master timing; reasonable prices. Fred 
aw 48 W. 48th St., New York 36, 





CHRONOGRAPHS 


repaired  exclu- 
sively, cleaned $6.50, postage pre- 
paid. Time Craftsmen, 6643 Oak- 
land St., Philadelphia 24, Pa. 





SINCE 1921 reliable watch repairing for 


the trade; efficient, dependable mail 
service. Standard Watch Service, 949 
Broadway, New York 10, N. Y. 





BOSTON, Mass.; expert and guaranteed 


watch repairing; Watchmaster tested; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 








HIGH grade watch repairing by Master 


Watchmaker of Switzerland; best ref- 


erences; 17 years’ experience. Hans 
Lussi, 62 W. 58th St., New York 19. 
PL 5-3922. 





FAST, dependable, economical watch re- 
pairing ; free pickup and delivery service 
50 mile radius New York City; insured 
shop. Edward Jerome, 168-08 90th Ave., 
Jamaica 33, N. Y. Tel. Axtel 7-4916. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





COMPLICATED and regular repairs ac- 
cepted for complete or partial work; 
trade list on request; chronographs 
cleaned and mainspring $7.50. Howard 
a Huron St., Lake Ronkonkoma, 





TWENTY-FIVE years’ experience in 
fine watch repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service; price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., P. O. Box 6, 
Brightmoor Station, Detroit 23, Mich. 





SEEDPEARL repairing on horsehair; 
assembling all like new; mother of 
pearl supplied; we also have seed- 
pearl jewelry. Asiatic Art Jewelry 
Co., 225 Fifth Ave., New York 10, 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge and fraternal emblems 
encrusted; coats of arms; special 
jobs invited. Harry Braunfeld, 108 
Fulton St., New York City. 











To Let 





FOR SALE, or lease, new air conditioned 


Jewelry Exchange; full Holmes protec- 
tion; with 21 booths on 47th Street near 
Fifth. WlIsconsin 7-0496, N. Y. 





47TH Street, 26 West; booths in modern 


Jewelry Exchange; air conditioned; full 
Holmes protection; low rentals. JUdson 
2-9844, N. Y 





87 NASSAU Street, 


corner of Fulton 
Street; small and large, 
offices; reasonable rentals. S. 
og ne 111 Broadway, N. Y. DI 9- 
0990. 








Miscellaneous 








WATCHMAKERS’ JOURNAL: contains 


valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 





FOR AuGusT, 1954 
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COMPREHENSION INSTEAD OF APPREHENSION 


For an editor, there are no “individuals” as he thinks 
of his audience. Rather, the individuals all meld in his 
mind and he conjures up one typical person, in our case 
“the jeweler.” This single “typical jeweler” who we 
visualize when we address a piece to all jewelers, is a 
composite figure, embodying every characteristic of 
every jeweler we ever met. He is thus one “person” to 
us, very real and very important. 

That is why we enjoy going out to his home town and 
visiting with him right in his store as we did in thirteen 
states last month. When we return to our own workshop 
after such a trip, we have an idea about his current 
mood. 

Our present impression is that today’s jeweler is full 
of conscious courage and subconscious fear. He is, on 
the whole, courageously battling his competitors. He is 
maintaining a good stock of merchandise. He is invest- 
ing in his business by improving his store. He is mak- 
ing an effort to keep abreast of changes. Yet through 
all these conscious efforts to “do right,” comes a sneak- 
ing subconscious feeling of fear which frequently quali- 
fies the success of his actions. 

Does this make our typical jeweler a man apart? 
Certainly not, for historians may well label our present 
era as the “Age of Fear.” 

A-bombs, H-bombs, continuing conflicts of ideology, 
the fear of sudden death and total destruction, the dire 
forebodings of politicians playing on our economic 
fears for votes, the entreaties of soap manufacturers to 
use their product or live in fear of offending our friends; 
everyone seems to employ fear as a device to get others 
to do what they want them to do. 

Is it not time to force out these subconscious fears 
by the injection of the promising facts on the future? 
Is it impossible that even the H-bomb, because of the 
worldwide mutual fear of its power may postpone the 
beginning of the next worldwide war? 

Now as for business. As a merchant your future is 
dependent upon people—for it is people who make mar- 
kets. Yet it is sometimes difficult for even the best in- 
formed to adequately anticipate the vitality of the Amer- 
ican market. For example. the U. S. Census Bureau, 
with all its facilities, underestimated the population 
growth during the past census period. In 1940 it pre- 
dicted a population gain of 8 million. The actual gain 
was 19.5 million. Continuing at the current rate the 
gain in the present decade should be over 25 million. 
It is also interesting to note that though it was antici- 
pated that the lower birth rate of the 30’s would cause a 
big drop in marriages and births during the past three 
years, both have held to a high rate because prosperous 
conditions induced earlier marriages and larger fami- 
lies. These of course will in turn increase the need for 
larger houses and eventually contribute to the anticipated 
total population of 180 million by 1960. 

By 1975 we will have to set another place in America 
for every four people now being served. 
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The U. S. Census projection on marriages during the 
coming years is equally astounding. In 1955 there will 
be 1 and a half million brides. The annual number of 
marriages will go to 2 million ten years from now, and 
by 1975 to 2 and a half million. 

We could go on—but just stop to think of the things 
you yourself have read and heard on the subject. Add 
up these facts and you will have so much to inspire you 
to thinking in terms of faith that there will be little room 
in your subconscious for those creeping fears that can 
take the fun and the progress out of any business. 


SPEAKING OF FEAR 


There comes to our desk upon somewhat regular occa- 
sion, letters from readers suggesting that we condemn 
by name, certain manufacturers whose distribution prac- 
tices are offensive to the retailer. 

These letters often point out that the writers do not 
expect us to publish such material, “because you are 
afraid of losing advertising.” 

Of course; a factor bea&ring upon the publication of 
such damning opinions, is the matter of “good taste”— 
and the ever-present possibility that our own opinions 
may not be correct. 

Such considerations suggest caution. But caution is 
not necessarily fear, any more than fearlessness is brav- 
ery per se. 

It should be remembered that advertisers buy space in 
a jewelry publication not on the basis of advertisers’ in- 
terest in the editorial content, but on the basis of read- 
ership by retail jewelers. The intensity of this reader- 
ship is easily measured by accepted yardsticks of the 
advertising profession. 

More advertisers, and more advertising agencies, place 
more advertising in JC-K than any other jewelry publi- 
cation. This evidence we' accept as an endorsement of 
our editorial policy of “publishing for, and in the in- 
terest of the retail jeweler.” 

Should we change that policy we can rightly expect to 
lose the respect of the solid element among the retail 
jewelers of America—and shortly thereafter the adver- 
tising of those manufacturers, importers, and whole: 
salers who want to reach these buyers with their mer- 
chandising messages. 

So, to those occasional jewelers who are inclined to 
be critical of our efforts in their behalf, we paraphrase 
a well known remark: 

“You can please some of the people all of the time, 
and all of the people some of the time, but you can' 
please all of the people all of the time.” 

But that doesn’t mean we aren’t going to keep on 
trying. 

And there’s no room in that effort for “fear.” 
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THE JEWELERS’ CIRCULAR-KEYSTONE 
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PRICE REDUCTIONS UP TO 33'3% FROM AUGUST 23 THROUGH SEPTEMBER 25! 


Here’s news your customers will respond to— ADVERTISED ON NETWORK TELEVISION! 
S ! ee . 99 , ‘ 
enc ny — palierrenses sh by Twice during September (the 11th and 18th), 
184 OBeTS DIOS., al Closeout price reducuions — «4 doration”’ sale announcements will be made on 
of up to ¥3 in set combinations! 1847 Rogers Bros. hit tele- 
Sete eee #9 vision show, ““My Favorite 
Husband.” Most of your 
customers will tune in! 





BIG NEWS FOR MILLIONS OF FAMILIES! 


What a powerful “‘buy now” inducement for any 
woman who needs matching silverware! Now’s 
her chance to get a complete set of the finest, 
at a never-to-be-repeated low price! And—all the 
| millions of women who now own “‘Adoration”’ sets GET YOUR SHARE OF “ADORATION” SALES! 
will want to “‘fill in’? with more pieces! 











Is your stock of “‘Adoration’’ large enough to meet 
the coming demand? If not, this is the time to fill 
on? * in! And—there’s a complete 
: package of tie-in promotion 
pieces—mats, displays, 
mailers, word-of-mouth 
suggestions—yours for the 
asking! Contact “1847” 
man or write: Advertising 
.¥ Department, 1847 Rogers 
ae Bros., Meriden, Conn. 
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1847 ROGERS BROS. 


The biggest demand line with a top-profit margin 
A Product of The International Silver Company 











30 BIG vo SAlE ON-SILVER mays. 


SEPTEMBER 20—OCTOBER 23 


Every day for 30 days your customers can save $24.35 on a 
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——  ——— You make your regular mark-uj 


— — ‘ aN _ aX —— It looks like a lot! It ts a lot! That’s why this mong 
( waren wa saving promotion offer is for a limited time onl 
Think how this chest with gleaming Communifj 
- will attract customers to your window! It’s room 
Sturdily constructed! Beautifully finished! Andift 


ce a sales plus (in addition to a big silverware saving 


\, | ‘\ sy p> "OO when your customers buy a 54-piece service! 
a en ae their favorite Community pattern! Your franchis 





— : . Community wholesaler has everything you needif 
_pleattalile << X ow iN make this promotion a big sales month in yourstot 
in rich, blond a \ Jk Gee | & 
or mahogany ; : 


finish Y j x f ae ¥ * : ~ | » So ~ — ' 
Every big drawer chest includes 

16 teaspoons 8 salad forks 1 sugar spoon 

8 knives 8 soup spoons 2 serving spod 


8 forks 1 butter knife 1 pastry servel 
1 cold meat or serving fe 


ORDER FROM YOUR FRANCHISED COMMUNITY WHOLESALER! 


Special offer merchandising aids on pages 18, 19 of this 
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Available in all 6 beloved patterns inciging _ THE FINEST SILVERPLATE iti 
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